
GUIDE APPLIED

Meetings
A well-designed meeting enables faster, smarter decision 
making, creates the conditions for creativity and empowers 
participants to contribute in meaningful and relevant ways. 

GOAL CLARITY

Why are you gathering  
and what do you hope 
to accomplish?

DECISIVE ACTION

What are the actions and 
who should own them?

IMPACTFUL IDEAS

What do you need to achieve 
your goal? What is the best 
environment?

UNLOCK COMMITMENT

Who needs to participate and 
what are their expectations? 
How do you know?

EXECUTION EXCELLENCE

How do you implement the
deliverables and what can 
participants expect?

QUESTIONS



GUIDE APPLIED

DEFINE ROLES & GOALS

Clearly define roles and 
goals at the beginning of the 
meeting. When people have 
a purpose they tend to show 
up with their best ideas and 
more focus. 

Encourage discussion, 
debate, and questions after 
each short segment. When 
people see their peers 
contribute and take part, 
they’re more likely to do so.

BALANCE THE FLOW

NUDGES BE INCLUSIVE

Build in ways to engage 
participants to prevent 
distraction. Ask questions, 
seek comments, and find 
meaningful ways to include all 
voices.

PARKING LOT

Acknowledge and capture 
issues and comments that are 
important but may distract 
the group from the meeting 
objectives.

ADJUST ACCORDINGLY

Be willing to adjust your 
expectations based on the 
needs of your audience. If 
things feel off, hit pause and 
adjust.
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Presentations
Crafting a clear, compelling, and concise presentation allows 
you to effectively connect in a one-to-many environment where 
there are likely multiple audiences. 

GOAL CLARITY

What do you want to accom-
plish and why is it important?

DECISIVE ACTION

What do you need your audi-
ence to think, feel, and do?

IMPACTFUL IDEAS

What is relevant to include 
and how can you keep it sim-
ple and concise?

UNLOCK COMMITMENT

Who is the audience and what 
is important to them? How do 
you know?

EXECUTION EXCELLENCE

What are your next steps and 
expectations following the 
presentation?

QUESTIONS
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START STRONG

Aim to begin your 
presentation by inspiring your 
audience with a strong start. 
Get clear on why the goal of 
your presentation matters to 
you and let that passion show. 

Create shared understanding 
by communicating with your 
audience as opposed to 
talking to them. Integrate 
questions and conversation 
where appropriate.

SHARED UNDERSTANDING

NUDGES INVITE INSIGHTS

Look for opportunites to 
invite and integrate new 
insights into the presentation, 
but don’t let shiny objects 
distract you from the 
presentation’s purpose.

STAY ON POINT

Integrating examples into 
your presentation is a great 
way to help people connect 
to the content and context, 
but keep it relevant so they 
can follow along easily.

START WITH THE END

Get clear on what success 
looks like and what you 
will watch for during the 
presentation. Be prepared to 
adjust based on what you see 
(or don’t see) as you present.
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Challenging Conversations
Challenging conversations have higher stakes because of the 
potential impact to the relationship involved. These moments of 
truth will likely build or erode trust.

GOAL CLARITY

What do you hope to accom-
plish and why does it matter?

DECISIVE ACTION

Is there agreement, shared 
ownership, and commitment 
to taking action?

IMPACTFUL IDEAS

What needs to happen to 
move forward and can you 
create a win-win opportunity?

UNLOCK COMMITMENT

Why is this important to the 
other person? Why is it im-
portant to you?

EXECUTION EXCELLENCE

How will you know you suc-
ceeded? Why is the outcome 
relevant to each of you?

QUESTIONS
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HONEST OUTCOMES

What would be an ideal 
outcome? Be honest with 
yourself and acknowledge 
hidden purposes. Does the 
language you want to use 
support your ideal outcome?

Are you more emotional 
than the situation warrants? 
What are the emotions and 
expectations of the other 
person in the conversation? 
How do you know?

UNDERSTAND EMOTIONS

NUDGES BECOME A PARTNER

Is the other person an 
opponent or a partner? If you 
re-frame them as a partner, 
you can begin to open up and 
assume a learning stance.

TEST ASSUMPTIONS

What assumptions are you 
making about the other 
person’s intentions and how 
are they impacting your 
message and call to action?

INTENT VS. IMPACT

How do you actually want 
the other person to feel at 
the end of the conversation? 
Watch for that in the 
conversation and pause to 
adjust if you don’t see it.
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Feedback
Providing constructive feedback provides people with the data 
they need to make informed choices about how they want to 
show up and be experienced.

GOAL CLARITY

What are you hoping to ac-
complish with the feedback? 
Why is it important?

DECISIVE ACTION

What are the relevant ex-
amples that will make the 
feedback actionable?

IMPACTFUL IDEAS

What are the most import-
ant points that you need to 
make?

UNLOCK COMMITMENT

Do you know the background 
and context for the focus of 
your feedback?

EXECUTION EXCELLENCE

How will you know that the 
feedback has been received 
constructively?

QUESTIONS
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DESCRIBE IMPACT

Connect what you observed 
with the impact it had to help 
the feedback receiver better 
understand why you are 
sharing the feedback.

Consider the perspective of 
the receiver and deliver your 
feedback with that in mind 
to increase the likelihood of 
a positive and productive 
experience.

PERSPECTIVE

NUDGES DIRECT EXPERIENCE

Base your feedback on your 
own personal experiences 
with the person, not on 
hearsay or gossip.

HOW CAN YOU HELP?

Listen for opportunities to 
help the receiver as they 
reflect and take action on 
your feedback.

CIRCLE BACK

The impact of your 
feedback goes beyond the 
conversation. Circle back after 
some time to ensure that 
you’ve had the impact that 
you’ve inteded.
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Email
Email communication may be the first impression, or only 
impression, your audience may have of you. This impression 
informs how your audience will priortize your communication.

GOAL CLARITY

What is your core intention?  
Is it clear?

DECISIVE ACTION

What do you want?  When do 
you want it?

IMPACTFUL IDEAS

What do you need to say, and 
why does it matter to your 
audience?

UNLOCK COMMITMENT

What is the appropriate tone 
for your audience? What is 
the appropriate greeting?

EXECUTION EXCELLENCE

How will you know your email 
was successful and has had 
the intended impact?

QUESTIONS
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THE SUBJECT LINE

To make your core intention 
evident, you need an 
effective, direct subject line. 
Limit yourself to one subject 
per e-mail.

Be cordial but straightforward. 
Emails aren’t the best place 
to use sarcasm, even if the 
relationship would allow it. 
Assume your reader is going 
to take everything literally.

CONNECT AUTHENTICALLY

NUDGES BE CONCISE

After you draft your email, 
go through and eliminate 
any sentences (or individual 
words) that are unnecessary—
including jargon.

ACTION ORIENTATION

If there isn’t any action 
required by your audience, 
you probably didn’t need 
to send an email in the first 
place.

PAUSE BEFORE YOU SEND

ALWAYS reread your message 
and double check for 
grammar and misused words. 
If you don’t care enough, your 
audience might not either.


