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INTRODUCTION


Why Does Upward Influence Matter?




Laura left the meeting feeling demotivated. She had wanted to add her own views to the animated discussion, but the others kept interrupting each other and she couldn’t find a good time to jump in. She tried to interrupt, but her attempts were ignored. In the end, she gave up and told herself that her views were not that important anyway. 



Rahul had been working at his company for 10 years and was feeling frustrated. He had seen the same problems arise year after year, and he had thought about how to fix them. He had emailed his boss with some of these ideas but did not receive a reply. The next time they met, his boss did not say anything about the email. Rahul did not want to push his luck by bringing it up, as he thought he might have overstepped his authority. Instead, he felt increasingly frustrated and dissatisfied with his job.





We can all identify with Laura and Rahul’s desire to be heard, to feel as if we have influence in our work and home lives. This deep-seated human need has always existed, yet many of us still struggle to make our voices heard, especially in the hierarchical organizations and societies in which we live. When I lecture on ‘Developing your presence, power, and influence’ as part of the Guardian newspaper’s Masterclass series, the sessions always sell out, which demonstrates to me the thirst for this topic. Afterwards, participants ask me for advice on specific challenges they are facing, circumstances in which they are trying to influence a person or a situation and are unable to do so. Sometimes they are not sure if they should speak up at all. Yet to thrive and succeed, organizations need their people to speak up.


Irving Janis, a well-known psychologist and decision-making researcher, coined the term ‘groupthink’ to refer to a phenomenon where a group makes the wrong decision because no dissenting view is expressed. Janis found this was because members either prioritize group cohesion above all else or because the group is homogenous and sees the world in similar ways. Groupthink still occurs but, with the increasing diversity of the workforce and society, a more likely reason is that dissenting views are simply not heard. Diversity in communication styles means that cultural differences and gender bias can get in the way of effective communication.


There have been many books written on influence, but they often do not consider how culture, gender and non-verbal behaviour determine whose voice is heard and whose isn’t. The workshops I teach for United Nations staff cover this dynamic. I teach a workshop for mid- and senior-level female managers from various UN agencies who work in high-stress environments, for example, providing humanitarian aid in war-torn countries, helping developing countries combat poverty and educating villagers on the prevention of AIDS. The wide range of contexts in which they work means that a one-size-fits-all approach to influence is not helpful for them. In my sessions, they learn about cultural contexts and gender biases that can affect their attempts at leadership and influence, and we discuss strategies for adapting to those contexts. The participants find it eye-opening and it was at one of those workshops that it was first suggested I write a book on what I was teaching.


This book is aimed at people whose voices are not being heard or who are uncertain about how to speak up. The world is becoming more complex and difficult to navigate. We cannot continue with old ways and expect them to work in a new and changing world. Now more than ever we need to hear these diverse voices and dissenting views. Drawing on research from social psychology, cognitive psychology and sociology, this book will explain how we communicate, why we are prone to miscommunication and how to overcome these barriers in order to make an impact.


What is ‘upward influence’ and why does it matter?


I teach at the London School of Economics and Political Science (LSE) but before that I used to work as the Regional Training and Development Manager for the Asia Pacific offices of the Boston Consulting Group, a strategy consulting company. There, I was asked to teach the consultants how to influence their bosses. The senior executives, who were mostly Western expatriates, wanted the consultants, who were mostly locally hired, to ‘push back’ when discussing solutions for their clients. The senior executives knew that, without dissenting voices from the consultants who had collected and analysed the data, it would not be possible to discover the best solutions for each local environment. In these sessions, I found that some consultants appreciated learning how to speak up to their bosses. Others, however, balked at the idea, convinced that disagreeing with their bosses would be a ‘career-limiting move’.


This dilemma – helping the consultants speak up to their bosses – became my focus when I went on to do a PhD in Organizational Behaviour (that is, psychology applied to organizations). I called it ‘upward influence’ since I was referring to employees trying to influence up the hierarchy rather than downwards. Upward influence can refer to any situation in which you have less power than the person you are trying to influence, for example, students influencing their teachers, members of a club influencing the president or children influencing their parents.


Growing up with strict Chinese parents, I did not have a voice. My mother once took me shoe shopping when I was in high school and rejected every option that I chose, instead choosing a pair of shoes that I was embarrassed to wear. In her defence, I never told her how I felt about the shoes (although I am not sure it would have made much difference). Coming home from my first year at university, I decided it was time to find my voice. I asked my sister, who was three years younger, to help me organize a family meeting where we explained to our parents that we wanted to make our own decisions. The meeting did not go well. They said they would be failing in their duty as parents if they let us make our own decisions since we were likely to make mistakes as a result. Nothing we said could convince them and we finally gave up in frustration. Many years later, I realized the mistake I had made: I had failed to consider the cultural difference between my Chinese immigrant parents and my American-born self (see Chapter 6 for more on culture).


As I grew up, I found myself struggling to find my voice in many other situations: at work, with friends, and even with my husband in the early years of our relationship. One night, we had agreed to sit down and discuss the plans for our wedding. But when I was ready to do so, I noticed he was in the middle of watching a movie on TV. I waited for the movie to finish but by then it was late and he said he was too tired. When I expressed my frustration he replied, ‘Why didn’t you tell me you were waiting for me? I would have turned off the movie – I’ve seen it before.’ Only when he said that did I realize how much I had stifled my own voice.


When I recognized that other people also struggled with making themselves heard, I was eager to learn more about it. But I couldn’t find much research on what I called ‘upward influence’. There was plenty of research on influence, but nothing that specifically looked at how to influence people who have more power than you do. Instead, I discovered related topics such as employee voice (understanding when and why employees raise issues with management),1 issue selling (middle managers promoting issues of personal and strategic importance to upper management),2 and whistleblowing (employees’ attempts to halt illegal or immoral practices),3 none of which were exactly what I wanted to study. They looked at why people might speak up, but did not focus on how to do so successfully (with the exception of issue selling which I discuss in Chapter 7). I did, however, find research confirming the benefits of upward influence.


Organizations benefit from employees bringing their ideas and concerns to management, since the employees are closer to their customers and daily operations. Conversely, organizations suffer if they stifle the voices of their employees. Dissatisfied employees who feel unable to express their concerns to management wind up becoming disengaged or quitting, leaving management wondering what happened.4 At the extreme, if employees hesitate to challenge their managers, the consequences can be life-threatening: over 80 per cent of aeroplane accidents investigated were found to involve the failure of the First Officer to speak up and correct the Captain’s mistake.5


The benefits of encouraging upward influence can be applied outside of work too. A family that is willing to listen to the voices of the children will be a more cohesive unit and less likely to have the children act up, as I have found now that my own daughters are teenagers. It can be fun as well: one of our best family holidays was one where we let the children (who were aged ten and twelve at the time) come up with ideas for family outings.


If you are the one daring to speak up, the results can be positive for you too. Rather than the career-limiting move that the consultants feared it would be, there is evidence that it can be a career-promoting move. The consultants that I worked with in the Greater China region learned this when a European project leader (let’s call him ‘Max’), seconded to the Shanghai office, demonstrated the benefits of upward influence. Max was working with his team when the senior partner dropped by to share a list of demands from the client. Instead of agreeing to the demands as most project leaders would have done, Max shook his head and told the partner they needed to assess the team’s workload and tell the client they could not do everything the client demanded. Talking back to senior partners (especially when they were communicating client demands) was unheard of in the region and Max’s team members braced themselves for an angry response from the partner. Instead, the partner welcomed the challenge and appreciated Max’s concern for his team. Max soon earned a reputation as one of the more successful managers in the region as he was able to deliver for the client without burning out his team.


A number of studies have found that if you engage in upward influence more often:





•   you are more likely to receive better performance appraisals, experience greater job satisfaction and feel more committed;6


•   you may be seen as more promotable, a better performer and more likeable;7


•   it will not necessarily harm your reputation, even if your attempt is unsuccessful.8





As risky as it may seem, it appears there is more to gain than lose from engaging in upward influence. However, the outcome can differ depending on the influence strategy. People who use aggressive or manipulative tactics (for example, threats or excessive flattery) do not always reap the benefits and can sometimes encounter resistance and poorer performance appraisals.9 In other words, simply speaking up is not enough – you must know how to do it effectively. And that is what you will learn from this book.


Upward influence – at work or at home – can be rewarding for you and those around you. Speaking up and making your voice heard can make your life more satisfying and improve your relationships, replacing silent resentment with open communication.


What will you learn from this book?


Part 1: The face you show the world


Your ability to influence others depends on the impression you make on them, especially if you are meeting them for the first time. Chapter 1 explores how non-verbal communication plays a critical role in making ourselves heard and understood. This chapter introduces the four channels of communication (kinesthetic, visual, paralinguistic and linguistic), three of which are non-verbal. It also includes tips on how to deal with interruptions, which could help Laura (whose story I told at the beginning of the introduction) make her voice heard. Chapter 2 explains how to own your space by using non-verbal communication to be more influential. In addition to learning the components of a ‘confident demeanour’, you will also be introduced to influence strategies such as rational and soft tactics and Cialdini’s principles of persuasion.


Part 2: The inner self


If all you do is change your surface behaviour, then the changes will be superficial and short-lived. To make real changes in your ability to be influential, it is important to consider your inner self. Chapter 3 helps you develop your inner power through understanding your power bases and building your reputation, resilience and self-confidence. You will also learn strategies for managing your emotions to ensure they help rather than hinder your influence attempts. Rahul will find helpful advice in this chapter for overcoming his hesitancy to approach the boss. Chapter 4 draws attention to the voice inside our heads, that internal voice that can either help us or undermine our efforts to be more influential. You will discover the undermining thoughts that are most common, and how to overcome them and replace them with an inner voice that strengthens and guides you instead.


Part 3: The social context


There is no such thing as a one-size-fits-all approach to becoming more influential. Our ability to influence others depends on how our behaviour is perceived and those perceptions vary with context. Behaviours that we have grown up with and assume are universal – standing patiently in a queue, not interrupting someone who is speaking – are norms that vary greatly according to culture and gender. If we fail to understand this, we hamper our ability to influence people from diverse backgrounds. Chapter 5 examines gender and influence. You will learn about the ‘leader prototype’ that results in men often being seen as more influential than women and will find out why gender stereotypes are just as harmful for men as for women. Chapter 6 explores cultural differences that are most relevant to upward influence: power distance (the degree to which people accept and expect that power is distributed unequally) and communication style. This chapter will explain how these cultural differences might affect what you do and how to adapt to different cultural contexts.


Part 4: Creating positive change


What if we are doing everything right but we still seem to be bumping up against an invisible wall of resistance? Chapter 7 looks at the psychological barriers that might affect the person you are trying to influence and how you can deal with them. The second half of the chapter provides an easy reference tool that organizes the advice from the entire book and brings it into one place.


Start your journey


In the well-known Aesop’s Fable, the North Wind and the Sun were arguing about who was more powerful and decided to have a contest to settle the question once and for all. They saw a lone traveller on the path below and agreed that whoever could make the traveller take off his coat would be the more powerful one. The North Wind went first, blowing as hard as possible and making the trees shake. The man hunched over and pulled his coat more tightly around himself. Then the Sun took over, shining softly and spreading warmth over the land. The man relaxed and, after a while, started sweating and took off his coat. The Sun had won.


This fable is used to illustrate the effectiveness of soft tactics such as persuasion (the Sun) over hard tactics such as brute force (the North Wind). But I also find it to be a good illustration of the difference between power and influence. Both the Wind and the Sun had power, but only one of them had influence because only one of them used the right strategy. If you want to be more influential, you must work on both your internal power and your external influence strategy. This book helps you do both.


Becoming more influential is a journey that requires motivation, self-awareness, persistence and practice. This book is intended as a companion to help you on that journey. Come back to it often, re-read the parts that are relevant to your specific challenges and eventually you will notice improvement. Enjoy the journey.
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CHAPTER 1


Communication Is More Than Words




Marie volunteered to be a school governor because she wanted to influence the running of her children’s school. But when she walked into the first meeting, she felt uncomfortably small. The attendees were mostly men and the only other woman in the room was much taller than she was. She shrank in her seat and stayed silent for most of the meeting. Whenever she tried to make a point, no one noticed her tentative attempts and she left the meeting wondering if she had made a mistake in signing up.


Kai had been working for an American company for several years and his English had improved a great deal since he started. Yet he was frustrated that he could not speak as quickly and smoothly as his American colleagues. He struggled to find the right words and often hesitated and stumbled. His boss told him to be more confident, but he did not know how.





Influence is a combination of the message and the way in which we deliver that message. If we cannot deliver our message so that other people notice and hear it, then we will not be influential. The non-verbal aspects of communication – the elements that are not the words themselves – are just as important as the actual message.


We instinctively know that the way we deliver a message is important – why else would we invest in presentation skills training and purchase books on body language? But if we focus only on body language then we are limiting our understanding of communication. There are actually four channels of communication – linguistic (words), paralinguistic (voice), kinesthetic (touch and proximity) and visual (appearance) – and body language is only one of them. Just as powerful is the voice. Listen to a professional storyteller and you will notice that they use much more than gestures to illustrate the story. Watch a powerful speaker such as Martin Luther King Jr and you will notice he hardly uses his body at all as he stands behind the lectern. Professional storytellers and powerful speakers hold our attention through their voice: the cadence, pauses, intonation, volume and other vocal qualities. Of course the words are important as well, but we must not forget how the voice, face and body can change the impact of those words.


If Marie and Kai adopt the confident non-verbal signals we discuss in this and the next chapter, Marie is more likely to be noticed and Kai will appear more confident. Kai can also benefit from some of the tips for non-native English speakers in English-speaking companies later in this chapter (and both of them need to work on building their inner power as discussed in Chapter 3). You’ll see throughout the book I use the term ‘native speaker’ to refer to a person who speaks the dominant language of a particular country as their mother tongue. While this term is considered contentious by some, it is the shorthand commonly used in research on this topic.


Out of the four channels of communication, three are non-verbal. By understanding all of them, you can increase your impact and ensure that your message is heard.


Is non-verbal communication really that important?


You will find countless websites which claim that ‘93 per cent of communication is non-verbal!’ While this has a grain of truth, it is not completely accurate, as is often the case with much psychological research that finds its way into popular culture. This claim originates from research by psychologist Albert Mehrabian who was trying to determine the relative impact of different channels of communication.


Mehrabian and his colleagues compared three of the four channels of communication: words (linguistic), vocal tone (paralinguistic), and facial expression (visual). They were using pre-recorded presentations so didn’t study the impact of touch and proximity (kinesthetic). In the study, actors varied their facial expression and tone to indicate a positive, neutral or negative attitude, while keeping the words the same; participants were asked to judge the speaker’s true attitude. In such a scenario, you can imagine the words did not contribute much to perceptions of the speaker’s true attitude. If someone says to you, ‘I like your haircut’ and you are trying to figure out their true attitude, how much would you pay attention to their words? Hardly at all! You would be listening to the tone of their voice (paralinguistic) and looking at their facial expression (visual).


This is exactly what Mehrabian found: that words count for very little when someone is expressing an attitude.1 He estimated the following equation for the impact of the communication: 7 per cent words + 38 per cent vocal qualities + 55 per cent facial expression.2 This led to the popular belief that communication is 93 per cent non-verbal – but remember that this is only true when communicating an attitude, feeling or opinion. If you are giving a factual account, then your words will count far more than 7 per cent. But if you are expressing an attitude such as, ‘your presentation was good’ or ‘I am excited about this project’, then be careful. Simply saying the words will not convince anyone because they are looking for the non-verbal cues. If there is a mismatch between the words and the non-verbal cues, the listener will believe the non-verbal cues, not your words.




TIP: If you are communicating an attitude or opinion, be especially careful that your non-verbal signals match your words. If you are unsure, ask a friend or trusted colleague to watch you communicate that attitude or opinion and then ask them if you came across as sincere. Any inconsistency and it is your words that will be held in doubt. Because non-verbal signals are more difficult to control, people often assume they are a more accurate reflection of your true feelings than your words.





Even when we are not expressing a feeling or attitude, non-verbal signals can have an impact on the impression that listeners form of a speaker. Imagine listening to the CEO of your company deliver the most important speech of the year – what aspects of the speech will affect your opinion of the CEO? One group of researchers decided to explore this when they recorded a fictitious CEO giving a speech and varied the content of that speech (visionary versus non-visionary), delivery (strong versus weak non-verbal cues) and success of the organization (high versus low performance). Out of those three factors – content, delivery and performance – delivery turned out to have the biggest impact on how charismatic and effective the CEO was judged to be. In other words, it did not matter how well the organization performed or what words the CEO used; if the CEO delivered his speech in a strong and confident manner, people judged him to be more effective and charismatic.3


Non-verbal signals can also have an impact on the way others react to your message. When my children were toddlers, we had the usual parent–child struggle at bedtime. When I said, ‘get ready for bed’, they would both refuse – but the way in which they each said ‘no’ triggered very different reactions in me. One said it in a defiant, angry way while stamping her foot. The other one said it calmly, with one hand to her chin, as if I had made a suggestion that was unworthy of her consideration. This disarmed me and even made me laugh, lightening the mood. Their words were the same, but the way in which the children delivered that word changed its impact. Such is the power of non-verbal communication.


How do I improve my communication skills?


Let’s start by exploring the four channels in more detail.


• Words matter, but not as much as we might think


Getting the words right is important when we are sending a letter or email – that is, when we are exclusively using the linguistic channel of communication. But when we are speaking, the exact words we use become less important because meaning is also conveyed through our non-verbal signals. While we seem to understand this in conversations, focusing on our meaning rather than exact words, we often forget it when we engage in public speaking.


Most people find public speaking highly stressful and they try to control that stress by focusing on the words they will say. I have seen presenters spend hours working on language rather than the message or delivery, even choosing to read from a piece of paper to ensure the words are exactly right. Reading from a piece of paper is acceptable if you are speaking for only a few minutes – for example, when introducing the main speaker – but doing so for half an hour makes the talk less than engaging. The words might be exactly right, but does that matter if people have stopped listening?




TIP: Instead of creating a script for yourself, think about the key messages you want to deliver and the desired outcome of your communication. What are your key messages? What do you want the audience to think or do differently? If you have these two things clear in your mind, then the words will flow.





‘I’ve learned that people will forget what you said, people will forget what you did, but people will never forget how you made them feel.’ This oft-repeated quote from Carl W Buehner, erroneously attributed to Maya Angelou,4 reminds us that words are often forgotten. Think about the last time you heard someone give a presentation. Do you remember the exact words that were used? Probably not. We tend to remember the meaning and feeling conveyed by the presentation rather than the actual words. This should hopefully be comforting to nervous presenters and nonnative English speakers working in English-speaking companies. I have taught presentation skills to many non-native English speakers, some of whom are so self-conscious that they end up speaking in a halting manner, correcting themselves and feeling that they are not speaking properly if their grammar is slightly wrong or their words are not perfectly chosen. But humans are not particularly good at remembering words; we tend to remember images, stories and feelings.


Nonetheless, we cannot ignore the immense power of words. A disorganized or confusing narrative will be poorly received, no matter how strong the delivery. To make yourself more engaging and charismatic, use the linguistic techniques identified by social psychologist John Antonakis and his colleagues.5 These include employing metaphors, stories and anecdotes. The positive feedback that I get from people who attend my lectures or talks often mentions the anecdotes I use to illustrate my points. Audiences find the anecdotes engaging, memorable and helpful in driving home my key messages. These anecdotes usually come from my personal experience, which includes living in different countries and working in a wide range of companies.


Aside from personal experience, you can also glean anecdotes from the experiences of other people; for example, reading interesting biographies, listening to interviews or even socializing widely with a diverse network.


Antonakis also found that leaders appear more charismatic if they express moral conviction, use contrasts and rhetorical questions, and communicate high expectations of their followers as well as confidence that they can meet those expectations. These devices tap into the audience’s emotions, making the presentation more powerful. In order to be perceived as charismatic, however, these linguistic techniques need to be combined with non-verbal cues such as an animated voice, gestures and facial expressions.




TIP: Use metaphors, stories and anecdotes to illustrate your key points. Storytelling is a highly engaging way of communicating (provided the story is relevant and concise!), and stories leave listeners with images and feelings they will remember long after your words have faded. Prepare for a presentation by thinking of relevant stories, anecdotes and metaphors rather than by wordsmithing.





Of course, if you are sending an email or some other form of written communication, it is worth spending extra time choosing the precise words and phrases. Emails are an efficient tool for co-ordination with co-workers and straightforward messages. However, emails use only one out of four channels of communication, so it is hardly surprising that they are often misunderstood. Words spoken with a different tone can mean very different things – and it is difficult to convey tone in an email. The ‘tone’ that you hear in your head while writing the email will not necessarily be heard by the person reading it. Sarcasm or humour do not transmit well in an email. If you are sending a message that is likely to elicit negative emotions in the recipient (critical feedback, for example), it might be better to pick up the phone. A phone conversation offers you two channels of communication (words and voice) which will convey your tone and give you the chance to hear their reaction and adjust your message accordingly. A video call could be even better, allowing you to supplement your message with facial expressions. If you need a written record, send a follow-up email summarizing the conversation.


It may be especially tempting to use email when you are angry as it gives a false sense of being rational and objective. I can think of several occasions when I was upset with someone and wanted to send them an email detailing what they had done wrong and how they needed to fix it. But using only one channel of communication when giving negative feedback can inflame the situation and result in multiple emails of escalating anger and defensiveness (something I learned the hard way!). Nowadays, I pick up the phone or arrange a meeting. Speaking in person allows us to engage in a dialogue, resolve the issue more quickly and preserve the relationship. It allows me to find out their perspective on the situation before I jump in with accusations and assumptions. I have learned that listening to the other person first can often change my perspective on the situation and lead to a better outcome – but this type of dialogue is not possible over email.




TIP: Don’t use email indiscriminately. Think about the purpose of your communication and consider if it might be better to pick up the phone or arrange a video call.





• The power of the voice is often neglected


It is not often that we take time to think about the paralinguistic aspect of communication, yet it covers a surprising amount of territory. It includes any sounds we make that are not actual words, such as laughing, sighing, saying ‘uh’ or even the lack of sounds, such as hesitations and pauses, that occur while we are speaking. And it includes the characteristics of our speaking voice, such as volume, tone, pace, accent and pitch. For example, we can speak quietly or loudly, timidly or confidently, in a halting or fluid manner, in a monotone or with varying pitch and emphasis.


Varying our pitch and emphasis is something we naturally do in conversation but it often disappears when we engage in public speaking. Many people become more monotonous when they are presenting and then return to a more natural and expressive speaking style during the question-and-answer session at the end. When I coach people in presentation skills, I film them and show them the contrast between their presentation voice (monotonous) and the voice they use to answer questions (expressive). The goal is to deliver the presentation with their more natural-sounding and expressive voice. One tip I gave a particularly monotonous presenter was to read storybooks to his young children in order to learn how to be more expressive – I thought the exercise would help him learn to modulate his voice a bit more.


Modulating your voice not only makes it more engaging, but it can also help convey your message as you emphasize key elements and de-emphasize others. It could even make you sound more intelligent as a more expressive voice is associated with greater intelligence.6 But avoid overdoing it. I once heard a speaker whose voice was so expressive that it made her sound as if she were speaking to children (the audience were all adults). It sounded like a parent trying to hold their toddler’s attention by overemphasizing every word (‘And AFTER the FIRST STUDY, we ran ANOTHER ONE and found the SAME RESULT!’). How can you figure out the right level of expressiveness? Experiment and get feedback.





TRY THIS: Using modulation to sound more engaging



Practise with a three-minute excerpt from a presentation (or passage from a book) and record each attempt. Push yourself to the extremes of expressiveness, both low and high. First, speak as monotonously as possible, then speak in an overly dramatic manner (exaggerate and have fun with it!), and finally, speak with a degree of expressiveness somewhere in the middle. With the dramatic extreme, go crazy and really push yourself. This exercise should feel uncomfortable – you are aiming to sound more engaging, not stay within your comfort zone.


Trying out these extremes will help you sense where the middle lies. This does not necessarily mean that the middle is your ideal. Try a few different points between the two extremes. If you are a very monotonous speaker, you might even find that your extremely dramatic voice sounds surprisingly normal and is the right level of expressiveness. Play the recordings for your friends or colleagues and get feedback from them.





Another highly noticeable quality of the voice is the accent, especially a foreign accent. These days, the language of business is primarily English, regardless of where you live in the world. Even if the company you work for does not come from an English-speaking country, they might choose English as the language of business, as the French employees of a French multinational discovered to their dismay.7 Being forced to communicate in English can feel like a disadvantage to non-native English speakers who may feel discriminated against because they do not speak English fluently or because they speak with a foreign accent.


Research on prejudice and discrimination has tended to find that people with foreign accents are perceived more negatively by native speakers, and the stronger the accent the more negative the evaluation.8 This bias against people who speak the local language with a foreign accent is true not only in English-speaking countries, but also in other countries (Sweden, Germany and Guatemala are a few of the countries where this was tested). But this doesn’t always lead to discrimination – unless the listener already has an underlying prejudice against foreigners.
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