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Among soft skills, communication is the one with the largest gap (45%) between business

demand and the capability of the workforce. The overwhelming majority of businesses

cite team work (98%) and communication skills (95%) as being among the most vital skills.

 

There is quantitative evidence that shows how staff with high communications skills can

contribute to better performance on key metrics that lead to business success. The

contribution could be even higher in industries which are more soft skill focused, like

health and professional services. 

 

Nelson Mandela said, “If you talk to people in a language they understand, that goes to

their heads. If you talk to them in their language, that goes to their heart.” The ability to

communicate, whether to lead, sell, persuade or to understand, goes beyond using words

well; it requires the ability to use non-verbal communication in a way that has meaning for

those with whom you are speaking.

WHY BUSINESS PLACES SUCH A HIGH VALUE ON SOFT SKILLS?

Rules of Engagement
Streamlining Communication



One client who adopted the ‘Rules' reported the number of meetings reduced, meetings were shorter in
duration and people completed their action items. Overall she said she and her leaders liberated 35% of the
time they used to spend in meetings.
 
Sales staff used the 'Rules' in customer communications increasing conversion ratio and revenue by 8%. And
the difference in the participation and enthusiasm of her staff (the quality of work experience) was enormous -
measured quantitatively in the employee satisfaction surveys and the qualitatively in the change in the
“atmosphere” in the work environment.
 
She attributed a 3% step improvement in profit to the Rules of Engagement.

The Rules of Engagement communication
model is designed to address in practical
terms the need of business people to control
the verbal flow of information with staff and
clients. The communication model was
developed from studying the habits of highly
successful communicators and influencers.
It is relevant to problem solving, information
gathering, leadership and selling in a
business context. The model addresses both
the language patterns (spoken word) and
the non-language patterns (non-verbal)
elements of effective communication.  The
model covers the use of these elements in
your own communication as well as the
calibration of them and response to them in
other's communication.
 
It operates within an outcome-oriented
frame that matches the outcome-oriented
nature of business leadership and sales. It is
based on a guiding model of knowing the
Present State (problem and consequences)
and defining the Desired State (explicit need,
benefits, and situation to be achieved) and
developing strategies to move in that
direction.
 
The Rules of Engagement provide a simple
and clear way to navigate conversations. By
using these communication processes
consistently, you will, together with others
within your organisation, create a discourse
that is clear and concise. This in turn will
shape the way your organisation’s culture
develops.
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A PROVEN SOLUTION



Building and maintaining rapport is essential

to any communication where there is an

outcome.  If there is no rapport between

communicating parties there is unlikely to be

a satisfactory conclusion to an interaction. 

 

There is a prevailing body of homey advice

and theory about rapport building that has

been widely adopted, despite evidence it

does not work. We show you what works.

Rapport is eliciting and holding the willing

attention of another person or persons with

a view to facilitating communication.

Rapport is your communication foundation;

without rapport you impart, share and

influence nothing.

The state of mind that we are in as we enter

into a communication is often the defining

element for our success in that context. Our

state directs and shapes our behaviour. 

 

State of mind and emotional state have

structure and there are aspects that we can

change or apply. For example, you can learn a

process for developing a flow state (flow is

often described as being in 'the zone') that you

will be able to reactivate whenever you want it.

 

Top communicators prepare and with intention  

take a few seconds to step themselves into a

‘high performance flow state’ in order to

communicate to the best of their ability and

enjoy themselves.

A frame is a general focus or direction that

provides overall guidance or boundaries for

thinking and action, for example stating the

required outcome. And ensuring your

outcome is ‘well formed' by answering a

seven question clarifier.

 

The framing effect is a cognitive bias that

directs attention. For example when people

decide on options based on whether the

options are presented with positive or

negative connotations e.g. as the problem

or the solution, as a loss or as a gain.

People tend to avoid risk when a positive

frame is presented but seek risks when a

negative frame is presented.

We can describe framing the context as

articulating our assumptions about the

interaction. This includes the relationship, the

appropriate manner of proceeding, what is

relevant and how we shall handle

irrelevancies.  

 

Framing is the art of defining and setting

parameters within which we can act and

respond in service to a given outcome.

 

A frame is a verbal description that sets the

context, parameters, direction and constraints

of a communication, situation, time or place.

Framing provides guidelines for participants to

stay on track and work towards an outcome.

STEPS 1-4

ACTIVATE A 
RESOURSEFUL STATE

BUILD RAPPORT1 2

SET AN 
OUTCOME FRAME 3 FRAME THE CONTEXT 

AND INTENTION 4

  www.onirik.com.au  |  info@onirik.com.au  |  +61 7 3555 7513
 Copyright Inspiritive Pty Ltd 2020 |  Copyright Onirik World Group Pty Ltd 2020  

All Rights Reserved



STEPS 5-7

GATHER INFORMATION

The “Specifier Questions” qualify the meaning

of non-specific language and uncover

assumptions to ensure the quality of

information.  The function of specifier

questions is gathering more detailed

information about content, people, objects,

process and action.

 

In business problems are generally recognised

to exist when undesirable deviations from

historically defined standards of performance

are noticed. 

 

There are proactive management and

planning opportunities too. 

 

In both these circumstances we use the terms

Present State as a description for the situation

an organisation finds itself in now, and Desired

State as a description of the better situation

the organisation wants to achieve.  And we

define a problem as any difference between

the Present and Desired State.

 

As a manager talking with a staff member or

team you usually start with this frame. And the 

 problem cannot be efficiently solved unless it

is precisely described. The specifier

questioning patterns and skills get a precise

description of the problem with respect to the

Present State, the Desired State and the road

map that will join them; while avoiding ‘need

not know’ matters.

Inviting your audience to recap

ensuresunderstanding. 

 

As the Manager - once you have

communicated your outcome and intention,

and solved the problem, then invite the staff

member to paraphrase. The function of the

paraphrase is so that you get evidence that

your staff member understands the request

that you are making of them.

 

As the staff member - if you are the person

receiving an instruction you can apply the

specifier questions to get clarity about the

request then paraphrase back the instruction

to communicate your understanding.

It's important to calibrate that you have a “Yes.”

that means “Yes’ and take corrective steps to

build it when it is missing. As a leader obtaining

congruence ensures ‘tasks get done on time'

and minimises the requirement for follow-up.

 

In a person a state of congruence is observed

as a result of internal alignment or full

agreement and orientation towards a securing

particular outcome. It is calibrated by observing

that the person communicating has aligned all

of their output channels (body posture,

movements, voice tonality, voice tempo and

words) so that each is carrying or conveying the

same compatible message. 

5 PARAPHRASE 6

CHECK FOR
CONGRUENCE 7
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If the heart of leadership is select the right

people, clarify outcomes, engage and reinforce

strengths, and coach for performance

improvement – it is clear that the heart of these

four elements, and the piece that is often

missing, is effective communication.  

 

In response to this gap we have developed a

simple and effective model for communication

in the organisational environment that we call

“The Rules of Engagement.”

DO QUIZ: GAME PLAN CHECKLIST
 
DO QUIZ:  SCORE YOUR LEADERSHIP

BOOK A TIME TO TALK TO US

EFFECTIVE COMMUNICATION 
IS THE KEY
The researchers found leadership and effective

communication sit at the heart of performance and

work experience. 

 

How many organisations do you think are really

winning the hearts and minds of their people?

 

The simple answer to this questions is: “not many.”

Study after study has shown that employees are the

least understood and most under-utilised assets. 

The majority of employees are disengaged at work.

THE RULES OF ENGAGEMENT

The Rules of Engagement 
are acquired over a two day 
in-house workshop or online

learning program

A decades-long study sought to answer this question.  In the end, the results of this research

boiled down to one startling truth.  There are no great companies.

 

Every company is made up of separate teams, and for the individual employees, the experience

of the team trumps the experience of the company.  What then, determines the experience of the

individual?

WHAT SETS GREAT ORGANISATIONS APART?

https://perfbreakthru.typeform.com/to/PZCZgc
https://perfbreakthru.typeform.com/to/CkXn5e
https://calendly.com/geoffrey-wade/zoom-30min
https://perfbreakthru.typeform.com/to/CkXn5e
https://calendly.com/geoffrey-wade/zoom-30min

