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ABOUT

THE LEADERSHIP EDGE

Launched in 1989, The Leadership Edge is a learning and development
organization that unleashes and enhances the untapped power of people,
innovation, execution and human connection to fuel our clients' success.

For over 35 years, we've helped more than 8,000 leaders across 1,500+ life
sciences and innovation-driven organizations to reach critical milestones faster,
more cost-effectively, and with greater confidence.

We combine our proven leadership development capabilities with the
communication and presentation expertise of our 2Connect products,
equipping leaders to think strategically, communicate clearly, and unlock the
potential that leads to extraordinary results.
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EXECUTIVE SUMMARY

Leaders today are struggling to be heard. With more than 33 million presentations
delivered daily in the United States alone, professionals operate in a constant state of
information overload, or what we call data smog.

For life science and other innovation-driven organizations, where clarity drives
decisions, alignment, and outcomes, effective communication is a leadership
imperative.

This paper introduces a practical framework to help leaders:
Cut through information overload
Deliver clear, compelling messages

Drive alignment and action

What's the headline? Become an audience advocate.
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THE CHALLENGE:
CUTTING THROUGH THE DATA SMOG

Leaders compete for attention across presentations, emails, internal platforms,

and written reports. The result is consistent. Audiences are overwhelmed and
disengaged.

When communication is not audience-focused:
Messages get lost
Meetings lack clarity
Decisions slow down
Credibility suffers

Too often, communication is content-driven, data-heavy, and structured for the
presenter. The experience is familiar.

“Five minutes in, I'm not sure why I'm here or what I'm supposed to do with this
information.”

THE CHALLENGE: CUTTING THROUGH THE DATA SMOG



THE MINDSET SHIFT:
BECOMING AN AUDIENCE ADVOCATE

High-impact communicators consistently view their message through the lens of
their audience.

Being an audience advocate means:
Prioritizing what matters most to the listener
Making relevance explicit
Structuring information for clarity and action

The shift is from focusing on what you want to say to considering what your
audience needs to hear, understand, and do.
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Effective communication starts before content is created.

Knowing your audience means understanding:

What they care about
What they need from the interaction
What decisions they own

Even a few minutes of focused thinking can reshape how your message lands.

KEY INSIGHT:

7 ( . Good communicators know this.
/) N

Great communicators do it.

Most business communication follows
a familiar pattern:

1. Background

2. Data

3. Details

4. Key point at the end

This creates confusion and
misalignment.

High-impact communicators reverse the
structure:

1. Start with the key message

2. Support it with relevant detail

3. Reinforce the takeaway

This approach improves clarity, alignment,
and decision-making.

STRATEGY 1 & STRATEGY 2



THE CORE, CARE, DO® FRAMEWORK

The CORE, CARE, DO® framework helps leaders start and end their
communication with purpose.

The single most important takeaway
Clear and concise

Example: “Based on our analysis, we recommend
shifting to a cross-functional team model.”

CARE: Why should the audience care?

' - Connects directly to audience priorities

° Example: “This will address your group’s ongoing
challenge with accurate reporting.”

DO: What do you want them to do?

Decision, input, or action
- Stated upfront to help the listener know how to engage
|I in your content

Example: “During our discussion, we would like
your input on two strong options currently under
consideration.”
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WHY THIS WORKS

Clarifies purpose immediately

Connects messages to audience
needs to create relevance

@ Drives focused discussion and action

Builds credibility

JL It shifts communication from sharing information to
7/\( influencing decisions and creating alignment.

THE CORE, CARE, DO® FRAMEWORK 9



APPLYING CORE, CARE, DO® IN
THE LIFE SCIENCES AND OTHER
INNOVATION-DRIVEN INDUSTRIES

In complex environments, this approach helps leaders:
Present complex data and insights clearly
Align cross-functional teams
Secure decisions and resources
Accelerate timelines

o Example: Reframing an update
Typical update: Activity-based and unclear

Audience-focused version: “Bottom line, we have two critical issues
impacting this project. Addressing them today will keep us on track with
this extremely high-profile project. | will walk you through both issues, and
at the end, | welcome your input on how to resolve them.”

In seconds, the audience understands the situation, importance, and
their role.
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CONCLUSION

In a world of constant noise, clarity is a competitive advantage. The leaders
who stand out are not those who say more. They are the ones who make it
easier for others to understand, engage, and act.

By understanding their audience’s needs and applying the CORE, CARE,

DO® framework, leaders can turn communication into a strategic
leadership tool.
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If you want to explore how to uplevel your organization’s ability to deliver

,7. - messages that stick, click here to learn about our 2Connect suite of
/|\ communication programs.

CONCLUSION


https://theleadershipedge.com/2connect-programs/

THE

LEADERSHIP
EDGE

EST. 1989

CONNECT
WITH US!

WEBSITE

theleadershipedge.com

PHONE
T.:858-454-6540

0000

Since 1989, we've helped leading life sciences
and innovation-driven companies accelerate
performance, strengthen culture,and reach critical
milestones.

CONNECT WITH US theleadershipedge.com



https://x.com/LabtoLeader
https://www.linkedin.com/company/the-leadership-edge
https://www.youtube.com/channel/UC_PKJk_vHJ6KXUQVrfvkrUA
https://www.facebook.com/LabToLeader#

