
COMMUNICATING 
WITH IMPACT
ôEFFECTIVEô, óIMPACTFULô AND 
óPRESENTô

1-DAY TRAINING WORKSHOP (23 SEPTEMBER 2022)



PRE-WORKSHOP

MY RUNNING APPS

ÁWhatôs on your Mind right now ï

Feeling / Emotion / Anything else? 

ÁNo Words: Just Pictures / 

Cartoons / Emojis etc.

ÁUse the flipchart
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Manish Vivien Amanna

Å Summary: Learning & Talent Management, Executive Coaching and HR Business Partner 

roles  over 19 years (Nomura, HSBC, Generali Insurance and Lloyds TSB) covering geographies 

in Southeast Asia, UK and India

Å Highlights: Leadership & Skills Development engagements covering over 15,000 

professionals and executives managing global teams and roles

Business Advisory / Mentoring empanelment: Dutch Business Association Vietnam (DBAV) 

and EuroCham (HR & Training sector committee)

DIRECTOR  ïN-TWYNE 
LEADERSHIP

www.linkedin.com/in/manish-amanna

Certifications: 

Å Certified administrator and trainer - Myers-Briggs Type Indicator (MBTI) (Step I and Step II Certification)

Å Member of International Coach Federation (ICF), USA

Å ICF Credentialed: Associate Certified Coach (ACC) 

Å Certified trainer for Franklin Covey signature programs -ϥ¢ƘŜ т Iŀōƛǘǎ ƻŦ IƛƎƘƭȅ 9ŦŦŜŎǘƛǾŜ tŜƻǇƭŜΩ ŀƴŘ ϥ[ŜŀŘƛƴƎ ŀǘ ǘƘŜ {ǇŜŜŘ ƻŦ¢ǊǳǎǘΩ

Å International accreditation by Saville Consulting to administer and interpret 'Saville Waves' psychometric and aptitude assessments 

Å Cambridge Assessment English Certificate in Teaching English to Speakers of Other Languages (CELTA)
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http://www.linkedin.com/in/manish-amanna
http://www.linkedin.com/in/manish-amanna


2008: GLOBAL FINANCIAL CRISIS

BEFORE THERE WAS 2020
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CORPORATE AND CONSULTING EXPERTISE

LEARNING / HR BUSINESS PARTNER ROLES

Advisory Role

µTalent Board: Assessment, Succession Planning 
and Profiling

µExecutive Coaching / Executive Education for CXO 
/ Senior Leadership 

Learning 
Pathways

µAcross experience levels, roles and work streams

µTransitions: First Time Leaders / People Managers 
/ óCampus to Corporateô

Program 
Design/Delivery

µTalent Development Curriculum (óHigh Potentialô 
leadership pipeline)

µLeadership & Skills Development (open and 
bespoke programs)
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ORGANISATIONS ïGLOBAL AND VIETNAM

CORPORATE AND CONSULTING DELIVERIES
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KNOW ME, 
KNOW YOU

Getting to know each 

other
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ACTIVITY IN PAIRS / GROUPS: 5 MINUTES DISCUSSION TIME 

SHARE WITHIN YOUR GROUPS

ÁMy name and organisation

ÁIf Elon Musk / Richard Branson offered me a 

job of my choice @ Tesla / Virgin, what 

would I choose? (use your óimaginationô)

ÁThe most important thing I would I like to take 

away from todayôs workshop? 
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R2E TRAINING

COMMUNICATING WITH IMPACT: WORKSHOP 
OBJECTIVES
óEffectiveô, óImpactfulô and óPresentô

ÁUnderstand key concepts and frameworks relating to effective communication, 

with a focus on better preparation and planning

ÁArticulate key messages with a focus on objectivity, clarity, and simplicity as you 

communicate within and beyond your organisation

ÁUse óCultural Intelligenceô and other powerful techniques to build rapport with 

potential clients and other customers, in line with your business goals for 

international growth

10



11



1-DAY WORKSHOP: EXPERIENTIAL AND ACTIVE LEARNING 

COMMUNICATING WITH IMPACT

The Foundation

ÅIntroductions & 
Expectations

ÅóCommunication 
Effectivenessô: Mindset 
& 'Big Pictureô for SMEs

Core I (The 
People)

ÅCultural Intelligence

ÅóFlexingô 
Communication

Core 2 (The 
Message)

ÅStructure & Focus

ÅPersuasion & 
Styles

Core 3 
(Impactful 
Presence)

ÅElements of Voice 
and Body 
Language

ÅEssentials & 
Protocols (Tips & 
Tools)
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NEXT STEPS & 
WAY FORWARD

- Reflections & Insights

-Action Planning 



OUT OF THE WHITE WATER
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RULES OF ENGAGEMENT

ÁThis workshop is your safe space

ÁOwn and take charge of your learning

ÁLetôs keep it relevant and simple ïApply concepts 

to reality

ÁLetôs respect time and each other

ÁBeyond the Classroom: 70 ï20 - 10

WORKSHOP ON óWORKING ACROSS CULTURES

14



LEARNING PRINCIPLE

TEACH TO LEARN
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OWNING MY 
LEARNING

Me and my 

óAccountability Partnerô
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RESPONSIBILITY STATEMENT ï
ACCOUNTABILITY PARTNER
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GROUP 
DISCUSSION

My Communication 

Reality
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INDIVIDUAL EXERCISE + GROUP DISCUSSION: 7 MINUTES

SHARE WITHIN YOUR GROUPS

ÁPlease complete the individual exercise on 

page 5 (workbook)

ÁAfter this, please discuss and share within 

your group (Try and identify some common 

points)
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Things to consideré

-ñYou are always communicatingò

-ñYour ómapô is not always the realityò

-ñYour communication message is defined by your recipient.ñ

21

INSIGHT

IMPACTFUL COMMUNICATION



THE FOUNDATION

UNDERSTANDING COMMUNICATION 
ELEMENTS:  

ÅLocation / Cultures

ÅLevels (Up, Down or 
Across)

ÅSingle vs. Multiple 
recipients

Who 

What

Why ÅObjectives / Outcomes 
/ Call to Action

ÅWhy should ótheyô 
listen?

ÅWhat to say (message and 
format)

ÅHow to say (style and 
etiquette)
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THE FOUNDATION: 6 FOCUS AREAS

IMPACTFUL COMMUNICATION 

Preparation

Structure

Outcomes

Message

Persuasion

Presence
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ñIf you want small changes, work on your 

behaviour.ò

ñIf you want quantum-leap changes, work 

on your paradigms!ò

- Stephen Covey
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INSIGHT



ACTIVITY 

ñThe Big Picture: Mindset 

& Skillsetò
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FROM HUNTER GATHERERS TO DIGITAL 
NATIVES

Hunter-
Gatherer Age

Agriculture 
Age

Knowledge 
Worker-Digital 

Age
Industrial Age

INSIGHTS FROM HUMAN HISTORY
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IDENTIFY THE óMINDSETô AND SKILLS 
NEEDED AT EACH STAGE
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IMPACTFUL COMMUNICATION: THE BIG PICTURE

COMMUNICATION CONTEXT IN THE 21ST

CENTURY
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IMPACTFUL COMMUNICATION: OPPORTUNITIES

BUSINESS GROWTH AND PROFESSIONAL / 
PERSONAL DEVELOPMENT

ÁPlatform for greater visibility to prospective clients, partners and 

stakeholders 

ÁDemonstrate and develop business acumen, credibility, leadership and 

other skills

ÁLay the foundation for long term global collaboration networks

ÁWin hearts and minds
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1-DAY WORKSHOP: EXPERIENTIAL AND ACTIVE LEARNING 

COMMUNICATING WITH IMPACT

The Foundation

ÅIntroductions & 
Expectations

ÅóCommunication 
Effectivenessô: Mindset 
& 'Big Pictureô for SMEs

Core I (The 
People)

ÅCultural Intelligence

ÅóFlexingô 
Communication

Core 2 (The 
Message)

ÅStructure & Focus

ÅPersuasion & 
Styles

Core 3 
(Impactful 
Presence)

ÅElements of Voice 
and Body 
Language

ÅEssentials & 
Protocols (Tips & 
Tools)
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CORE 1 ELEMENTS

THE PEOPLE

óFlexingô 
Communication

µIntent & Impact

µSaying it óbetterô 

Cultural 
Intelligence

µCultural Iceberg

µCultural Context & 
Dimensions
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PRESIDENT OBAMA AND JAPANESE ROYAL FAMILY

WHAT DO YOU SEE HERE? (óEAST MEETS 
WESTô)
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CORE 1: PEOPLE ïCULTURAL INTELLIGENCE

CULTURAL ICEBERG
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CULTURE 
QUIZ

Above the Iceberg 
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CULTURAL QUIZ

1. In South Korea, what is considered appropriate?

a) Serve the eldest first

b) Pick up food with your hands

c) Place chopsticks across the rice bowl

2. In Singapore, what is considered a good present?

a) Leather goods

b) Frozen meat

c) Chocolates
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CULTURAL QUIZ

3. In the US, what is considered not appropriate?

a) Eating with the fork on the right hand

b) Asking questions about family members during introductions

c) Keeping lots of personal space while talking to someone

4. In the UK, what is considered not appropriate?

a) Holding the door for the person walking behind you

b) Saying óGood Dayô to a stranger you pass by in the street 

c) Asking about oneôs marital status
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ñCulture hides more than it reveals.

And, strangely enough, what it hides, it hides most effectively 
from itôs own participants.

Years of study have convinced me that the real job is not to 
understand foreign cultures but to understand our own.ò

- Edward T. Hall
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INSIGHTS: CULTURAL INTELLIGENCE



CASE STUDY

óLost in Translationô 

(Handout #1)
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CASE STUDY AND DISCUSSION ï7 MINUTES DISCUSSION TIME

LOST IN TRANSLATION

ÁSusan and Tanaka-san

ÁWhat happened?

ÁAny suggestions?
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CORE 1: THE PEOPLE - CULTURAL INTELLIGENCE

LOW CONTEXT AND HIGH CONTEXT 
CULTURES
LOW CONTEXT CULTURES 

ÁOne Size fits all: Can have a uniform communication approach 

regardless of age, gender and relationships

ÁMore focus on personal space, individualism and differences

ÁGet down to business first

Á Focus on what is said (direct communication)
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CORE 1: THE PEOPLE - CULTURAL INTELLIGENCE

LOW CONTEXT AND HIGH CONTEXT 
CULTURES

HIGH CONTEXT CULTURES 

ÁOne size does not fit all: Before you communicate, consider things 

like age, hierarchy, gender, relationships etc.

ÁMore focus on ósocial harmonyô and building consensus

Á Establish social trust first

ÁTry to read óbetween the linesô (indirect communication)
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VIDEO

Cross Cultural 

Communication
44



CORE 1: THE PEOPLE - CULTURAL INTELLIGENCE

HIGH CONTEXT-LOW CONTEXT CONTINUUM

45



Concept of Time

Monochronic / Polychronic

THE 5 CULTURAL DIMENSIONS

óPower Distanceô

Low / High

Communication 

Style

Explicit - Implicit

Key to Productivity

Result / Harmony

Concept of óSelfô

Individualism / Collectivism

CORE1: THE PEOPLE - CULTURAL INTELLIGENCE
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REVISITING óLOST IN TRANSLATIONô

SUGGESTIONS FOR SUSAN DURING THE 
MEETING
What could Susan have done better during her interaction with Tanaka-san?

a) Request Tanaka-san in advance (before the meeting) that she would like to discuss her 

new business idea at the end of their project update meeting (if they have some extra 

time left) 

b) Requested Tanaka-sanôs assistant for a separate meeting to share her new business 

idea 

c) Request her Department Head in London (who is at the same level as Tanaka-san) to 

check with Tanaka-san his thoughts on the new business idea

d) All of the above
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1-DAY WORKSHOP: EXPERIENTIAL AND ACTIVE LEARNING 

COMMUNICATING WITH IMPACT

The Foundation

ÅIntroductions & 
Expectations

ÅóCommunication 
Effectivenessô: Mindset 
& 'Big Pictureô for SMEs

Core I (The 
People)

ÅCultural Intelligence

ÅóFlexingô 
Communication

Core 2 (The 
Message)

ÅStructure & Focus

ÅPersuasion & 
Styles

Core 3 
(Impactful 
Presence)

ÅElements of Voice 
and Body 
Language

ÅEssentials & 
Protocols (Tips & 
Tools)
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CORE 1 ELEMENTS

THE PEOPLE

óFlexingô 
Communication

µIntent & Impact

µSaying it óbetterô 

Cultural 
Intelligence

µCultural Iceberg

µCultural Context & 
Dimensions
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ROLE PLAY

óFlexingô with Cultural 

Intelligence 
50



SCENARIO 1: SPEAKING TO A HIGH CONTEXT LISTENER (E.G. JAPANESE)

1. EXPRESSING DISAGREEMENT
Speaker says:

ñI donôt think your suggestion will work for our team. Please share some 

alternative ideas.ò

How the (High Context) Listener may óreceiveô this message?

The Flex (How can the Speaker say this better to the Listener? 

Demonstrate using a 2 minute roleplay (Group 1)
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SCENARIO 2: SPEAKING TO A LOW CONTEXT LISTENER (E.G. GERMAN)

2. EXPRESSING A VIEW DURING A MEETING

Speaker says:

ñIs it OK if I share a small suggestion. Maybe I thought it would be nice 

for us to possibly consider?ò

How the (Low Context)Listener may óreceiveô this message?

The Flex (How can the Speaker say this better to the Listener?

Demonstrate using a 2 minute roleplay (Group 2)
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SCENARIO 3: SPEAKING TO A HIGH CONTEXT LISTENER (E.G. CHINESE)

3. CHECKING FOR UNDERSTANDING 

Speaker says:

ñSo have the Singapore, Shanghai and HCMC teams understood the 

project plan shared during this call. Any questions?ò

How the (High Context)Listener may óreceiveô this message?

The Flex (How can the Speaker say this better to the Listener?

Demonstrate using a 2 minute roleplay (Group 3)
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SCENARIO 4

SCENARIO 4
You are the meeting host on a call with some prospective customers from the 
Netherlands. The objective of this video conference call is to agree on the next 
steps and way forward to engage. 

Simon (from Holland) has just finished sharing an overview about contract terms 
and timelines. However this didnôt seem clear to you and you may need some 
more clarifications. 

At the end of his talk, Simon asks ïñI hope everyone is clear about the next 
steps and way forward after my sharing. Looking forward to a smooth 
collaboration.ò

What will you do?

Demonstrate using a 2 minute roleplay (Group 4) 
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INSIGHTS & 
ACTIONS 

(workbook)
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1-DAY WORKSHOP: EXPERIENTIAL AND ACTIVE LEARNING 

COMMUNICATING WITH IMPACT

The Foundation

ÅIntroductions & 
Expectations

ÅóCommunication 
Effectivenessô: Mindset 
& 'Big Pictureô for SMEs

Core I (The 
People)

ÅCultural Intelligence

ÅóFlexingô 
Communication

Core 2 (The 
Message)

ÅStructure & Focus

ÅPersuasion & 
Styles

Core 3 
(Impactful 
Presence)

ÅElements of Voice 
and Body 
Language

ÅEssentials & 
Protocols (Tips & 
Tools)
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CORE 2 ELEMENTS

THE MESSAGE

Persuasion 
& Styles

µStimulating 
Discussion

µDealing with 
Differences

µEmpathic 
Response

Structure 
& Focus

µFocus Sheet

µThe 3P Model

µInverted 
Pyramid
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VIDEO

Start with óWhyô
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EXERCISE: 
óTEACH TO 
LEARNô

óCommunication Focus 

Sheetô (Handout #3)
6161



DISCUSSION IN PAIRS: 5 MINUTES DISCUSSION TIME 

DISCUSS WITH YOUR PARTNER

ÁHandout ïóCommunication Focus Sheetô

ÁIndividual Exercise: Think of an important 

communication you will be planning in the 

near future and fill this focus sheet 

accordingly

ÁIn Pairs: Discuss your responses with your 

partner

ÁBe ready to share with others 
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CORE 2 ELEMENTS

THE MESSAGE

Persuasion 
& Styles

µStimulating 
Discussion

µDealing with 
Differences

µEmpathic 
Response

Structure & 
Focus

µFocus Sheet

µThe 3P Model

µInverted 
Pyramid
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CORE 2: THE MESSAGE ïSTRUCTURE & FOCUS 

EFFECTIVE COMMUNICATION PLANNING: 
THE 3P MODEL

The reason Purpose
ÅWe are having todayôs Bi-Weekly meeting to 
provide model updates é..

How will we proceedProcess

ÅDuring this 30-minute call, we will hear updates 
from each team, including challenges, if anyé.

What we will get from thisPayoff

ÅBy the end of this meeting, we will figure out 
solutions to resolve any issues and also identify 
any additional support neededé.
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GROUP 
DISCUSSION

Implement the 3P Model
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GROUP DISCUSSION / TABLE GROUPS: 7 MINUTES DISCUSSION TIME 

DISCUSS WITHIN YOUR GROUPS, 
FLIPCHART & SHARE
ÁYou will be required to facilitate a meeting

ÁGroup 1: Interaction with prospective Client

ÁGroup 2: Knowledge Transfer Session

ÁGroup 3: Interaction with Suppliers

ÁGroup 4: Problem Solving Discussion

ÁDiscuss within your groups and draft 

óPurpose-Process-Payoff statementsô,
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CORE 2 ELEMENTS

THE MESSAGE

Persuasion 
& Styles

µStimulating 
Discussion

µDealing with 
Differences

µEmpathic 
Response

Structure & 
Focus

µFocus Sheet

µThe 3P Model

µInverted Pyramid
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CASE STUDY

The óAngryô Email 
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EMAIL ESCALATION: MY RESPONSE TO JACK
Dear Jack

It is so unprofessional for you to behave in the manner you did. I am not sure if 

you even bothered to consider the fact that my training was very important. 

Is this the way you normally respond to someone who has booked a meeting 

room in advance? 

My entire productive day has been ruined for no fault of mine and this has 

impacted my team. 

I would like you to be more professional next time or else I will not hesitate to 

escalate this with your supervisor
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CASE STUDY AND DISCUSSION ï7 MINUTES DISCUSSION TIME

DISCUSS WITH YOUR PARTNER

ÁPlease consider the email response we just 

saw

ÁWould you have written your email any 

differently?

ÁDiscuss within your groups
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QUIZ

Using the óInverted 

Pyramidô

73



CORE 2: THE MESSAGE - STRUCTURE & FOCUS

QUIZ: USING THE INVERTED PYRAMID

ÁHere are a few email lines; Can you try to 
arrange them in the best order to convey 
your message to Jack?

i. I am disappointed with your unprofessional service

ii. I suffered a loss because of the training cancellation

iii. You confirmed the room booking 2 weeks before

iv. I would like to know the steps you will take to prevent such 
incidents in the future

v. My meeting room booking was cancelled just one hour 
prior to my training event in spite of my advance booking 

vi. I would like to highlight a serious service failure by your 
organisation

Choose the best option

(from 1,2 or 3 below)

1. i, ii, iii, iv, v, vi

2. iii, ii, i, v, vi, iv

3. vi, iv, v, iii, ii, i
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CORE 2: THE MESSAGE ïSTRUCTURE & FOCUS 

INVERTED PYRAMID
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USING THE INVERTED PYRAMID: THE 
ESSENTIAL STUFF
ÁWith reference to my 25th September room bookingé

ÁI wish to highlight a serious service failure by your organisation

ÁI would like to know the specific steps you will be taking to prevent similar service 

issues in the future

ÁMy meeting room booking was cancelled just one hour prior to my training event 

even though I had confirmed my booking in advance 2 weeks ago

ÁThis resulted in a training cancellation and loss of business for my organisation

ÁI am disappointed / surprised / éé 

MOST 
IMPORTANT

NEXT MOST 
IMPORTANT
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CORE 2 ELEMENTS

THE MESSAGE

Persuasion 
& Styles

µStimulating 
Discussion

µDealing with 
Differences

µEmpathic 
Response

Structure & 
Focus

µFocus Sheet

µThe 3P Model

µInverted Pyramid
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As an effective communicator with one or many recipients, we often 
need to take the initiative to lead and óstimulate discussionsô.

This is especially true for hosting or leading meetings with larger 
groups where it is important to get others involved in the discussion.

This is equally applicable during óone on oneô communication.  

While leading conversations, it is important to set the right tone for a 
meaningful, natural and and yet structured discussion.
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INSIGHTS: STIMULATING DISCUSSIONS



CORE 2: THE MESSAGE ïPERSUASION 

HOW TO STIMULATE DISCUSSIONS

Á Remain neutral, so as not to influence or persuade the 
group too much

Á Ask a lot of open ended questions

Á Avoid leading questions

Á Ask clarifying questions if anything is unclear 

Á Involve everyone in the discussion, calling on silent 
attendees or shy attendees

Á Be fair: Allow everyone to have an equal voice

Á At the same time, remember who the ókey participantsô in 
the room are?
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SOME EXAMPLES FOR STIMULATING DISCUSSIONS

HOW TO STIMULATE DISCUSSIONS

ÁñSo in order to take this forward, is there any 
additional support you will need from me?ò

ÁòAre there any challenges that you might foresee 
as we move ahead?ò

ÁòAny thoughts on the tracking timelines?ò

Á Is your concern relating to logistics and timelines 
or is it relating to support?

ÁñSo if I may understand correctly, you would like 
my team to share updates at least 4 days before 
the dispatch. Is that correct?ò
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CORE 2 ELEMENTS

THE MESSAGE

Persuasion 
& Styles

µStimulating 
Discussion

µDealing with 
Differences

µEmpathic 
Response

Structure & 
Focus

µFocus Sheet

µThe 3P Model

µInverted Pyramid
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ASSERTIVENESS AS PART OF A CONTINUUM

Passive Assertive Aggressive

Continuum
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ACTIVITY 

ñChecking for 

Assertivenessò

83
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Communicating Assertively means 

- respectfully sharing your points of views and 
perspectives 

- in a manner where lines of communication continue 
to remain open
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INSIGHTS: COMMUNICATING ASSERTIVELY



CORE 2: THE MESSAGE ïPERSUASION AND STYLES

STRUCTURING A óNOô RESPONSE: FRAMEWORK

ÅMy current 
situation

Self 
Disclosure

Check In

Offer
ÅWhat I can do now

ÅWhat I can do later

ÅCheck for understanding

ÅSummarise
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òEmpathy is the ófastestô form of 
communication.

- Stephen Covey
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INSIGHTS: EMPATHIC RESPONSE



CORE 2 ELEMENTS

THE MESSAGE

Persuasion 
& Styles

µStimulating 
Discussion

µDealing with 
Differences

µEmpathic 
Response

Structure & 
Focus

µFocus Sheet

µThe 3P Model

µInverted Pyramid
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CORE 2: THE MESSAGE ïPERSUASION AND STYLES

EMPATHIC RESPONSE: FRAMEWORK

ÅYour 
communication 
recipient

You

Feeling

Fact ÅWhat triggered it?

ÅWhat he / she is feeling?
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SCENARIO (EXAMPLE): EMPATHIC RESPONSES

THE FEELING: óCONCERNô
Speaker says:

ñI have my doubts about the sample order dispatch. This has happened 

late before as well.ò 

Empathic Response (How will you respond to this statement?) 

Listener responds:

ñI realise you are concerned (feeling) about the sample order 

dispatch based on your previous experience (fact).ò
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SCENARIO 1: EMPATHIC RESPONSES

1. WHAT IS THE FEELING? 
Speaker says:

ñWhy is it that I am hearing the same thing. We donôt seem to have 

made any progress since the last meeting update.ò

Empathic Response (How will you respond to this statement?) 

Listener responds:

Demonstrate using a 2 minute roleplay (Volunteer Pair)
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SCENARIO 2: EMPATHIC RESPONSES

2. WHAT IS THE FEELING? 
Speaker says:

ñCan we move to the next agenda point, please? I have my next 

meeting, which is due to start in the next 15 minutes.ò

Empathic Response (How will you respond to this statement?) 

Listener responds:

Demonstrate using a 2 minute roleplay (Volunteer Pair)
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SCENARIO 3: EMPATHIC RESPONSES

3. WHAT IS THE FEELING? 
Speaker says:

ñI am not sure if I agree entirely with your insights. We have not taken all 

supply chain and export related factors into considerationò

Empathic Response (How will you respond to this statement?) 

Listener responds:

Demonstrate using a 2 minute roleplay (Volunteer Pair)

92



SCENARIO 4: EMPATHIC RESPONSES

4. WHAT IS THE FEELING? 
Speaker says:

ñIs this the customer service attitude that I should expect from your 

organisation? I wonder if you are serious about fulfilling your order 

commitments.ò

Empathic Response (How will you respond to this statement?) 

Listener responds:

Demonstrate using a 2 minute roleplay (Volunteer Pair)
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SPEAKER-CENTRIC OR LISTENER-CENTRIC?

ÁIôm excited to move into the Latin American marketplace. I honestly donôt think 

you could find a better supplier than Indiva. Our quality manufacturing standards 

are second to none, with only a .2 percent defect rate. Our considerable 

investment in customer service means that we are leaders in product satisfaction. 

ÁPlease let me know your decision. I look forward to hearing from you by June 10.
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SPEAKER-CENTRIC OR LISTENER-CENTRIC?

ÁYouôll benefit from the high quality of Indiva products. Your customers will 

experience second-to-none quality with defect rates of only .2 percent and 

industry-leading customer satisfaction and service. 

ÁPlease contact us with any issues you may have.

ÁYouôll hear from us by June 10. 
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1-DAY WORKSHOP: EXPERIENTIAL AND ACTIVE LEARNING 

COMMUNICATING WITH IMPACT

The Foundation

ÅIntroductions & 
Expectations

ÅóCommunication 
Effectivenessô: Mindset 
& 'Big Pictureô for SMEs

Core I (The 
People)

ÅCultural Intelligence

ÅóFlexingô 
Communication

Core 2 (The 
Message)

ÅStructure & Focus

ÅPersuasion & 
Styles

Core 3 
(Impactful 
Presence)

ÅElements of Voice 
and Body 
Language

ÅEssentials & 
Protocols (Tips & 
Tools)
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VOLUNTEER 
ACTIVITY 

ñThe Handshakeò

98
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CORE 3 ELEMENTS

IMPACTFUL PRESENCE

Essentials 
& 

Protocols

µEtiquette

µDos and Donôts

Elements 
of Voice & 

Body 
Language

µImpact of Voice

µBody language 
and executive 
presence
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VIDEO

Communication Impact 
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CORE 3: IMPACTFUL PRESENCE

IMPACT FACTORS

Body 
Language

Voice

Warmth

ÅPosture

ÅGestures & 
Expressions

ÅEye Contact

ÅClothes

ÅClarity

ÅTone and Pitch

ÅPace

ÅEngagement

ÅEmpathy
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BEST PRACTICES

IMPACT OF VOICE

ÁEnthusiasm

ÁPitch

ÁVolume

ÁPace 

ÁClarity
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óINTONATION / EMPHASISô EXERCISE

IMPACT FACTOR: VOICE

ÁI never said she stole the money

ÁI never said she stole the money

ÁI never said she stole the money

ÁI never said she stole the money

ÁI never said she stole the money
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CORE 3: IMPACTFUL PRESENCE

BODY LANGUAGE (SITTING)

ÁLock the chair and raise it to full height

ÁAdopt a stronger physical posture; Donôt 

hunch over or sink shoulders down

ÁStay up and engaged; Own your óair spaceô

ÁHands on the table; Up when making a point

ÁAvoid pens or clenched hands; Watch for 

fidgeting

ÁAfter making a point; OK to sit back and relax
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CORE 3: IMPACTFUL PRESENCE

BODY LANGUAGE (STANDING)

ÁLead with a smile

ÁAvoid swaying or shifting

ÁMove with purpose (if you need to)

ÁUse your arms in an purposeful and 

expressive manner

ÁRemember eye contact
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ROLE PLAY 
óTEACH TO 
LEARNô

Teach to Learn ïCore 

Concepts
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CORE 3 ELEMENTS

IMPACTFUL PRESENCE

Essentials 
& 

Protocols

µEtiquette

µDos and Donôts

Elements 
of Voice & 

Body 
Language

µImpact of Voice

µBody language 
and executive 
presence

108



VIDEO

Email in Real Life
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https://www.youtube.com/watch?v=HTgYHHKs0Zw


CORE 3: IMPACTFUL PRESENCE ïESSENTIALS & PROTOCOLS

THE SUBJECT LINE

Is it 

Meaningful?

Does it 

Reflect the 
Message?

Does it 

Have a óHookô?

Is it

óToo Muchô?
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CORE 3: IMPACTFUL PRESENCE ïESSENTIALS & PROTOCOLS

MANAGING SENSITIVITIES

Formality & Politeness

óThe Lookô and 

Language

Flaming

Does it 
óSHOUTô at 
the reader?
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CORE 3: IMPACTFUL PRESENCE ïESSENTIALS & PROTOCOLS

MANAGING SENSITIVITIES

CC and BCC

Reply All

Responsiveness 
and 

Priority Levels

Continuity & 
Courtesy to 
óNext 
Readerô
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CORE 3: IMPACTFUL PRESENCE ïESSENTIALS & PROTOCOLS

NEW AGE MESSAGING: OLD SCHOOL 
CHALLENGES

ÁNotifications

ÁóRead Receiptsô

ÁóGhostingô

ÁSocial Media engagement
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VIDEO

A Conference Call in 

Real Life
114114

https://www.youtube.com/watch?v=DYu_bGbZiiQ


CORE 3: IMPACTFUL PRESENCE ïESSENTIALS & PROTOCOLS

CONFERENCE CALL ETIQUETTE

Punctuality & 
Presence

Time zones

Tech Checks

Courtesy & 
Cultural 

Intelligence 

ÁCheck who has logged in

ÁMake your presence known at the right time

ÁUse mute

ÁFor calls likely to overshoot

ÁCheck if OK with everyone (when you 

organise)

ÁExcuse yourself early (when you participate)

ÁNote taking & documentation
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