
C O N S U L T A N C Y

BUSINESS POWER SESSIONS

How to communicate with impact    
in companies:                               

internal and external communication



To	build a	reputation,	any company uses	external communication.	
To	retain,	evolve,	and	make productive	men,	she uses	internal

communication.



The	more	the	perceived value	of	a	business	increases through
communication,	the	more	consumers are	willing to	pay for	its

products and	services.

The	more	a	business	communicates with their employees,	the	more	
they become their ambassadors.



THE	DEFINITION	OF	CORPORATE	
COMMUNICATION

Organizational communication	is the	process of	
listening and	sending messages	and	signs to	

particular audiences	and	aiming at	improving the	
image,	strengthening its relations,	promoting its
products or	services,	in	defense of	their interests.



THE	MODERN	CLASSIFICATION	OF	
COMMUNICATION

The	same organization will be able	to	use	a	wider range	of	
communication	types	since 18	specific domains can be identified.



PRODUCT	COMMUNICATION

This	is marketing	communication	aimed at	the	
consumer	to	sell the	product.	

The	audience	is usually perfectly delimited and	
the	message	unique:	"Unique	selling

proposition".



B	TO	B	COMMUNICATION

This	is a	communication	from industrial to	
industrial.	



FINANCIAL	COMMUNICATION

It	mainly concerns listed companies.	
This	is the	transmission	by	the	company to	the	

general public	of	financial information	
concerning it.



COMMUNICATION	OF	INFLUENCE

Called also "lobbying",	it is communication	
that seeks to	pressure	a	decision-maker	to	

influence	a	decision.



INSTITUTIONAL	COMMUNICATION

Designed to	improve the	image	of	the	
company,	it mainly targets the	general public	

but	can target specific targets (B	to	B).



CRISIS	COMMUNICATION

This	field has	greatly expanded in	the	space of	
a	few	years since it no	longer	only concerns
communication	around the	major	industrial

risk but	any type	of	crisis.	



PROXIMITY	COMMUNICATION

It	deals	with the	local	communication	of	the	
company,	it aims at	improving the	relations	
between the	company and	the	local	actors.



RECRUITMENT	COMMUNICATION

It	concerns the	public	of	potential or	actual
young graduates.	



INTERNAL	COMMUNICATION

The	employees form the	central	public	of	this
communication,	which pursues objectives	of	

motivation.



GLOBAL	COMMUNICATION

Companies are	led to	carry	out	a	
communication	where,	after having been	

standardized for	a	long	time,	it tends	to	take
more	into account local	specificities and	
expectations	following globalization.	



COMMUNICATION	ON	SUSTAINABLE	
DEVELOPMENT

It	intervenes in	the	wake of	communications	
on	the	themes of	ethics or	corporate

citizenship.	



SENSITIVE	COMMUNICATION

It	differs from crisis communication	in	that it
aims precisely to	avoid any controversy.	



COMMUNICATION	OF	ACCEPTABILITY

It	aims to	convince of	the	utility	of	a	project
likely to	generate strong oppositions.



NON-MARKET	COMMUNICATION

It	brings together the	communication	of	NGOs,	
associations	or	foundations.



PUBLIC	COMMUNICATION

It	is composed of	the	communication	of	public	
authorities and	local	authorities.	



POLITICAL	COMMUNICATION

It	aims to	channel political passions	in	favor of	
an	idea,	a	party,	a	man.



EVENT	COMMUNICATION

It	brings together all	communication	actions	
around an	event and	allows you to	work

directly with the	public.	



DIGITAL	COMMUNICATION

Until recently,	this term used to	refer to	a	
technical tool rather than a	strategy,	except

that the	explosion	of	the	use	of	social	
networks	has	changed the	game.	










