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WHY MULTIMODALITY?

The “world told” has become the “world 
shown” (Kress, 2010, as cited in Serafini, 
2013).

This new world is a multimodal world. 
Language is one mode; images, actions, sound 
and physical manipulation are other modes.

Magazines, picture books, text messages, 
websites, bill-board advertisements, 
textbooks, documentary films etc. are all 
multimodal.



DEFINITIONS

“The phenomenon in texts and 
communicative events whereby a variety of 
‘semiotic modes’ (means of expression) are 
integrated into a unified whole” (Van 
Leeuwen & Kress 2011: 107) 

“The use of several semiotic modes in the 
design of a semiotic product or event, 
together with the particular way in which 
these modes are combined” (Kress & van 
Leeuwen, 2001, p. 20)



CORE CONCEPTS

Mode

Medium



MODE

A mode is a socially and culturally shaped 
resource for making meaning. E.g. color, gaze, 
gestures etc.

Modes are not autonomous and fixed, but, created 
through social processes, are fluid and subject to 
change. E.g. “cool” initially used in terms of 
temperature, now attributes to rationality and 
calmness. 

Modes are not universal, but are particular to a 
community where there is a shared understanding 
of their semiotic characteristics. E.g. thumbs up 
signal having positive connotation in English-
speaking cultures also has a pejorative meaning in 
some other cultures. 



MEDIUM

“The material resource used in the production of 
meaningful products or communicative events. 
(Kress & van Leeuwen, 2001). 

The medium is the means through which the 
multimodal phenomena materialize. For example, 
newspaper, television, computer, paper etc.

The use of the human voice to communicate face-
to-face will mean something different from the 
same voice recorded and disseminated on a 
website or TV broadcast to unknown, 
undifferentiated audiences.



Questions about Questioning
What are the different categories of 
patron inquiry?

Are there differences in the types of 
patron inquiry at different service 
points?

◦In-person

◦Telephone

◦Chat

◦E-mail



Importance off 
communication

Communication fulfils several functions
that are important for our well-being
and survival.

It helps us establish relationships,
share information and ideas, and give
meanings to everything we do.
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Purpose of communication

We need 
communication to 
understand & be 

understood.
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MODES OF COMMUNICATION

Communication occurs in a variety of 
ways: through words, actions, or a 
combination of words and actions.

When there is congruence (“a match”) 
between one’s words and actions, 
communication is enhanced

Modes of communication include verbal 
and nonverbal communication. 
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Verbal Messages

Verbal messages are messages
communicated through words and
language, either spoken or written.

Verbal messages are accompanied by
paraverbal (also referred to as
paralinguistic) cues: tone and pitch of
voice; speed, inflection, and volume;
grunts and other nonlanguage
vocalizations.

11



12



13



Verbal Messages

Paraverbal cues embellish (beautify) a verbal message,
thus adding to its meaning.

Paraverbal communication often influences the listener
more than the actual words do.

Even when the words themselves are not understood,
the power of the paraverbal cues can lead to
understanding.

For example, when a person speaking a foreign language
is angry, the paraverbal cues of yellingصراخ, shouting,
grunting, or hissing through clenched teeth convey the
message despite any language barrier.
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Components of the
Communication Process
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The Sender

The communication process begins 
when a person, known as the sender, 
generates a message. 

Messages stem from a person’s need to 
relate to others, to create meanings, and 
to understand various situations.

Messages are generated by external 
factors, such as what the sender sees, 
hears, touches, tastes, or smells.

41



The Sender

However, the sender also perceives 
internal stimuli that generate messages. 

Examples of internal stimuli that affect 
communication include hunger, fatigue, 
or the mental activities of thinking and 
fantasizing (i.e., selftalk).

The source (or encoder) is the stimulus, 
such as the idea, event, or situation.

Encoding involves the use of language 
and other specific signs and symbols for 
sending messages.
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The Channel

The channel is the medium through which a message is 
transmitted. 

There are three major communication

channels: visual, auditory, and kinesthetic. 

The visual channel is sight, observation, and 
perception.

The auditory channel consists of spoken words and 
cues.

The kinesthetic channel refers to experiencing 
sensations.

Each person has a dominant channel that influences

communication
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The Receiver

The receiver is the person who 
intercepts the sender’s message. 

Receiving is influenced by complex 
physiological, psychological, and 
cognitive processes.
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The Receiver

The physiological component involves the 
process of hearing. Intact, healthy ears, as 
well as those areas of the brain involved in 
the hearing process, enable the receiver to 
hear messages.

Good eyesight allows for the reception of 
messages via the visual channel.

Likewise, homeostasis in those bodily 
structures where touch is applied allows for 
reception of those stimuli.
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The Receiver

The psychological process refers to mental 
mechanisms that affect human behavior. 

This component may enhance or impede the 
receiving process. 

For example, anxiety may restrict the 
perceptual field, causing the client to hear, 
see, or feel less accurately.

However, during mild and moderate levels 
of anxiety, the perceptual field broadens, 
causing the client to be more alert and to 
hear, see, or feel more. 
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Feedback

Feedback is the information the sender receives 
about the receiver’s reaction to the message. 

The function of feedback is to provide the sender with 
information about the receiver’s perception of a 
situation. 

Having this information, the sender can then adjust 
the delivery of the message to communicate more 
effectively.

Communication is reciprocalمتبادل in that both the 
sender and receiver must be involved; the sender must 
transmit the message, and the receiver must provide 
feedback for a communication to be complete. 
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CHARACTERISTICS OF 
EFFECTIVE FEEDBACK

• Specific rather than general

• Descriptive

• Provided in a supportive, nonthreatening manner

• Given in a timely manner (as soon as possible after

the behavior or the message)

• Usable and appropriate to client needs

• Clear and unambiguous

• Direct and honest
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