
BUSINESS 
COMMUNICATION
FOR IMPACT 
Le arn  t h e  Fun d am e n t a ls



CO MMUN ICATIO N  D EVELO P MEN T S TRATEGY

1

KN O W  AUD IEN CE
Knowing your audience is  just  as important as knowing your subject  matter .  Everyone 
you work with wi l l  have different  needs,  object ives,  levels  of  expert ise,  biases,  etc.  
You need to adapt your communicat ion accordingly for  your message to land.
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D EFIN E P URP O SE
After  you know your audience,  you need to def ine your purpose.  What do you want 
your audience to do after  receiv ing your message? What do you hope to achieve? 
Once you know your purpose,  i t  should guide a l l  aspects of  your message.  

3

D ESIGN  STRUCTURE
In t r o d u c t io n  (1 0 %): State your purpose and preview your key points
Bo d y  (8 0 %):  Lay out  your key points and substant iate them with detai l  and evidence
Co n c lu s io n  (1 0 %):  Restate your key message and f inish with a  ca l l  to act ion.  

4

CRAFT M ESSAGE
Many make the mistake of start ing at  this  step.  But you cannot start  craft ing your 
message unt i l  you understand your audience,  purpose,  and structure.



CO MMUN ICATIO N  D EVELO P MEN T S TRATEGY

BUSIN ESS CO M M UN ICATIO N  IS A 
FUN D AM EN TAL SKILL TO  AD VAN CE 

IN  YO UR CAREER 

Warren Buffett  says improving your 
communicat ion ski l ls  wi l l  increase your net 

worth by 50%. Listen to his advice --  invest  in 
yourself !

YO U SH O ULD  D EVELO P  YO UR 
O W N  P ERSO N AL 

CO M M UN ICATIO N  STYLE
Find your own authentic voice!  There's  no 
s ingle correct  way to speak or write,  and 

everyone has different strengths and 
weaknesses.

YO U CAN  BECO M E A GREAT 
CO M M UN ICATO R -  N O  M ATTER 

YO UR CURREN T SKILL LEVEL
Even if  you don’t  bel ieve that you’re a 

‘natural ’  ,  you can become a great 
communicator .  There are concrete behaviors 

that  wi l l  a id you throughout your career .

TH E CO M M UN ICATIO N  D EVELO P M EN T 
STRATEGY IS TH E FO UN D ATIO N  FO R 

EFFECTIVE CO M M UN ICATIO N

Increase your impact by fol lowing this 
process for every communicat ion scenario:  

emai ls ,  p itches,  letters ,  presentat ions,  phone 
cal ls ,  etc.  
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AUD IEN CE

CO N CERN S

The single biggest 
p r o b l e m  i n  

c o m m u n i c a t i o n  i s  
t h e  i l l u s i o n  t h a t  i t  

h a s  t a k e n  p l a c e .

“

- GEO RGE BERN ARD  
SH AW

“
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S D e -c e n t e r  y o u r s e l f . Impactful messages focus on what your 
a u d i e n c e  n e e d s  t o  k n o w  -- n o t  w h a t  y o u  w a n t  t o  s h a r e .

W I I F M  ( W h a t ’s  I n  I t  F o r  M e )  s h o u l d  b e  c r y s t a l  c l e a r  t o  
y o u r  a u d i e n c e .  W h y  s h o u l d  t h e y  c a r e ?

W I I F M  i s  t h e  # 1  t h i n g  o n  y o u r  a u d i e n c e ’s  m i n d .  Th e y  
w a n t  t o  k n o w  w h y  y o u r  c o m m u n i c a t i o n  m a t t e r s  t o  TH EM .  



A S TRO N G P URP O S E S TATEMEN T S H O ULD  B E:

!
I f  you need mult iple 

sentences,  then 
your Purpose is  too 

complicated or
convoluted.

J U S T O N E  
S E N TE N C E

A U D IE N C E -
F O C U S E D

A C TIO N -
O R IE N TE D

Directly reference the 
audience. They are an 
important part of your 
goal. Why else are you 

addressing them?

What act ion are you 
trying to get  your 
audience to take? 
What outcome are 

you seeking?

P O O R :

S TR O N G : 

Propose a new market ing strategy.

Persuade management to approve a new market ing strategy that  
helps us meet our sales goals .



Id e n t if y  your key points ,  
o r d e r  them strategical ly ,  
and s u b s t a n t ia t e  with 
evidence and explanat ion.

B AS IC S TRUCTURE F O R ALL CO MMUN ICATIO N S

10 % 8 0 % 10 %
IN TRO BO D Y CO NCLUSIO N

The select ion of  your key 
points  and the order you 

present them in is  s t r a t e g ic

You need to shape your 
structure based on your 
a u d ie n c e  and p u r p o s e .

Structure is  not just  a 
template for your content.

Start  by writ ing your Body

This wi l l  improve your  
eff ic iency and effect iveness



IN TR O D U C TIO N  ( 10 % )

Purpose Statement
BLUF: Bottom Line Up Front .  

Your audience needs to 
understand what you want.

Persuade the audience that  they should care about 
your purpose.  Professionals  are busy.  You wi l l  lose 

their  attent ion i f  they don’t  immediately
understand how the message affects  them

WIIFM (What’s  In It  For Me)

Provide an out l ine of  your key 
points  at  a very high level .  

Preview

A good preview provides a 
f r a m e w o r k  for  processing the 

message that  fol lows.

Engaging Element
Doesn’t  have to be a “hook” --  be con cise  and comp e llin g !

These four e lements do not need to be discrete 
(e .g .  1 sentence for  each element) .  
An artful  introduct ion wi l l  inc lude al l  of  these 
elements s u c c in c t ly  and  e f f ic ie n t ly .  !



B O D Y ( 8 0 % )

P URP O SE, AUD IEN CE, AN D  CH AN N EL D ETERM IN E W H ICH  P O IN TS TO  IN CLUD E

Only One 
Control l ing 

Idea Per Point

Limit  to 2-4 Key Points

Order Key Points Strategical ly
In  writ ing,  this  means 

having one idea per 
paragraph

There are many structures to use --  chronology,  
problem/solut ion,  etc .  What ’s  most important is  that :  

You are del iberate and 
consistent in choosing 
your structure

It  suits  your 
audience and 
purpose.

2)1)
In  speaking,  use verbal  
s ignposts to guide your 

audience



C O N C LU S IO N  ( 10 % )

Summary of  Key Points
Audiences are most l ikely to remember the last  thing that  you say.

Cal l  to Action or  Next Steps
Cal l  upon your audience to take act ion in a c lear  and concrete way.

Be compel l ing --  not redundant.  Highl ight  the most important points  and 
takeaways in a way that  also focuses the WIIFM.



You can demonstrate logos with 
Examples,  Analogies,  Facts ,

Research,  Stat ist ics,  etc .  

Use c o n c r e t e  e v id e n c e .

Make sure that  your logos considers 
your audience/ purpose and direct ly  

supports your key points.

P ERS UAS IVE ELEMEN TS

ETHOS 
Appe a l t o  Tru s t

LOGOS 
Appe a l t o  In t e lle c t

Part  of  establ ishing trust comes 
down to qual i f icat ions:  years of  

exper ience,  level  of  knowledgeable,  
reputation,  credentia ls ,  etc .

Another way to bui ld  trust  is  to 
e s t a b lis h  c o m m o n  g o a ls  o r  v a lu e s :  
do you want the same outcome as 

your audience?

50-80% of  our decis ions are 
d r iv e n  b y  e m o t io n .

Use pathos in business persuasion,  
but  be subt le .  Appearing over ly 

emotional  can damage your ethos.

Consider the issues that  matter  to 
your audience.  

Establ ish Ethos in the introduction Logos should most ly be in the Body. Pathos can be in the Intro,  Body,  
and Conclusion.

Al l  three elements are cr it ica l ,  but  they don't  need to be used evenly.  
Th e  c o r r e c t  b a la n c e  w ill d e p e n d  o n  y o u r  a u d ie n c e .

PATHOS
Appe a l t o  Emot ion



D E LIV E R Y
FOCUS ON THE 3 Vs

V E R B A L
• Limit  your Jargon
• Use Simple,  Vivid Language
• Avoid Fi l ler  Words

V O C A L

V IS U A L

• Use Strategic  Pauses
• Project  your Voice
• Vary Volume and Pace

• Make Eye Contact
• Use Intent ional  Movement
• Be Mindful  of  your Facial  

Expressions and Posture

IN C LU S IV E
LA N G U A G E

Watch for  insensit ive language
Avoid assumptions
Decenter yourself

Language that  conveys respect to al l  
people.  and avoids al ienat ing or  giving 
offense

Not l imited to social  issues l ike race 
and gender.  Inc ludes al l  e lements of  
divers ity:  re l ig ion,  age,  physical  
appearance,  culture,  etc

TIPS TO BE MORE INCLUSIVE



CO N CIS IO N DOESN'T JUST CUT CONTENT.
IT FOCUSES IT.

To  a c h ie v e  c o n c is io n ,  make sure 
every word/ sentence/paragraph is :SIM P LE: Use s imple words and sentence structures.  

     E.g. “Ut ilize  a n  in n ova t ive  s t ra t a ge m” → “Use  a  n e w me t h od ”

Th e  p u r p o s e  in  b u s in e s s  is  t o  g e t  t h in g s  d o n e
• Your audiences doesn’t  re a d ;  they sca n  for  the 

bottom l ine.  
• Extraneous content makes scanning diff icult

P o o r  c o n c is io n  w ill h u r t  y o u r  c a r e e r
• Professionals receive hundreds of emai ls  a day and 

juggle dozens of key issues at  once.
• I f  you waste their  t ime with poor concis ion,  you wi l l  

lose inf luence and credibi l i ty.

CO N CISE CO M M UN ICATIO N  IS:

UN CLUTTERED : Remove extraneous content .  
I f  i t  doesn’t  advance your Purpose,  delete i t .

SUFFICIEN T: Include enough information for your 
audience to act .

Al igned with audience & purpose

Having maximum effect

1
2



There’s no t ime for mult iple drafts  in  
dai ly  business communicat ion.

S ELF -ED ITIN G
YOUR WRITING/SPEAKING REINFORCE YOUR ETHOS

MISTAKES IN YOUR 
WRITING/SPEAKING 
CAN HAVE SERIO US  

CONSEQUENCES

Poor word choice can cause m is p e r c e p t io n s  of  your tone and intent

Poor grammar and syntax leads to m is in t e r p r e t a t io n  of  the facts

Poor structure (at  any level )  wi l l  lo s e  your reader

P R O C E S SYOU NEED A TO SELF-EDIT 
SUCCESSFULLY

Using a process wi l l  increase 
your eff ic iency and speed 

( important professional  ski l ls )

Review your communicat ion before you del iver  

Make a personal ized edit ing checkl ist ,  use i t  consistent ly

Check for  high-level  (audience,  purpose,  structure)  
and low-level  (grammar,  word choice)  issues



VIS UAL 
CLARITY

Te ch n iqu e s  t o  a ch ie ve  
visu a l c la r it y fo r  wr it in g:

1

2

3

4

5

CH UN KIN G: Group s imi lar  information together.  
Use smal l  chunks for  best  readabi l i ty .  

SUBH EAD IN GS: Visual ly  re inforce your main points .  
Your audience can skip to sect ions relevant to them.

BULLET P O IN TS: Break up the visual  f low of information 
using short  bul let  points  with consistent structure.

VISUAL W EIGH T: Emphasize elements of  your message 
using bold fonts ,  i ta l ics ,  d ifferent font s izes ,  etc .

W H ITESP ACE: Make bodies of  text  feel  less c luttered using 
white space between headers,  paragraphs,  and sentences.



S LID E D ES IGN

KEEP  IT SIM P LE
LIM IT O N E KEY 

M ESSAGE P ER SLID E

USE M EAN IN GFUL IM AGES H EAD ERS =  KEY P O IN T

Sl ides support  your presentat ion.  
They shouldn’t  compete with you.

Helps your audience focus.  Mult iple key 
messages are harder to fol low.

Don’t  c lutter  your s l ides with ‘decorat ive’  
images.  Your visuals  should convey 

meaning.

Strong headers are not just  topics --  
they convey the key point .  Consider :  
“F inancial  Outlook” vs “Q4 Revenue 

Higher than Expected”



S TRUCTURE F O R H AN D LIN G Q &A

to collect your thoughts. Avoid 
filler phrases like "That's a good question."
PAUSE

your answer succinctly.STATE

your answer with one or 
two relevant facts or brief examples
SUPPO RT

talking! Be concise and avoid trouble.STO P
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