Lines of communication
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In war, the first thing an army will attack is the enemy’s lines of
communication. Why? Because success depends on people, who can
only act on information they have received and understood.

The Internet was originally developed so we
could communicate rapidly and reliably in
times of war. Ironically, the resulting improve
ments in information flow have also spawned
a fog of confusion.

The volume of information that’s now availa
ble leaves people overwhelmed. Change is so
rapid that language must flex to accomodate it:
In order to discuss new concepts, people must
use old words in new ways. Lack of consensus
about meaning causes more frustration and
miscommunication.

The result: an overall slowdown of business
cycles, just when it matters most. Advances in
technology and genetics are changing the busi

Sending and receiving information
Every information exchange is generated
by a sender and intended for one or more
receivers. But just because information
was sent is does not mean that it was
received.
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Lines showing information flow are wider
at the sender’s end and narrower at the
receiver’s end.

Information pull: Passive, or stored
information must be actively sought
before it can be useful. The receiver must
pull this information from the system.
When you enter a web address into a web
browser, you are pulling information from
the Internet. Here are the two primary
"pull" types of information flow:
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In a pull request, a sender asks a receiver
for information, products, or services.

I.l w
SENDER RECEIVER
Another type of pull request is when a

sender invoices a receiver to request or
demand payment.

Information push: A sender who wants
information to generate a particular
result must push it to the receiver,
whether it has been requested or not.
When you send email you are pushing
information to the receiver.

Most people are so inundated with
"pushed"” information that they have
developed sophisticated filtering systems
that help them ignore information they
consider unimportant — which is why
direct mail response rates of three
percent are considered significant. Here
are the six primary “push” types of
information flows:
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A sender can make an offer, which a
receiver is free to accept or reject.
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A sender can inform a receiver of facts or
events.
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A sender can order products and/or
services from a receiver.

w °
SENDER RECEIVER

A sender can pay a receiver for products
and/or services.
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A sender can deliver products and/or
services to a receiver.

XPLANATIONS are visual maps and stories that make complex business issues easier to understand. Lines of Communication is a series of visual maps that show how information flows within complex business environments. The maps are created by XPLANE and comprise the collective intelligence of senior business executives and industry thought leaders. This map and all contents ©2002, XPLANE Corp.
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