CourseSmart - Print Page 6 of 10

User name: Anthony Pierce Book: Integrated Business Communication: In a Global Marketplace Page: 207. No part of any book may be reproduced or transmitted by any
mheafns”wulhour tpehpubiisher‘s prior permission. Use (other than qualified fair use) in violation of the law or Termes of Service is prohibited. Violators will be prosecuted to
the full extent of the faw.

Chapter8 M Internal Communications Within Your Company

e M LA T L pIem X EAmTEn T Fe s Ty T LTS A LTS PR —

mternal audience and put messages i writing rhar emplovees can review at leisure.
Newsletters rraditionally have been hard copy. but today more and more are published
wn elecrronic form called webleccers. This electronic formar takes advantage of
technology and may contain video ¢lips, pictures, links to pertinent websites and 4 host
of other artachments.

An organization often has more than one newsletrer targeted at particular audiences.
Your college or university may publish various departmental newslerters, a universiry
employee newsletter and an alumni newsletter. Each has a shightly different focus, but all
are meant to communicare with and unite a specific audience.

Studies suggest emplovees want more truthful mformation from their emplovers.

In an onhine survey of a 1 U0 working Americans, representing a cross-section of
companies with at least T 000 employees, participants were asked how they would rate
therr companies” communication efforts. Those surveved tele cheir emplovers were more
truthtul to their shareholders and customers than to them. Almost half of those surveyed
indicared they received more credible informadon from their immediare supervisor than
trom the CEO (Schumann, 2004, pp. 30-31).

This studv, and others like it, point out the need to evaluate newslerrer informarion
regularly. What do employees think of us contenes? Which steries recerve high
readership? Is che newsletter readable? Is distribunion adequare? Is necessary news left
our® What kinds of news do emplovees wanr and expect? [s there an easy process to
gather feedback and comments?

Gertting answers to these questions ensures that che time, etforr and money
that go into newsletrers are not wasted, thar the right topics and informacion are
mncluded and that emplovees recognize they have the opportunicy ro provide

teedback.

{ ® ® e o |
- Strategic Thinking 7
Emergency ... you have information your employees need to know ASAP. No time
| to call amesting ... no access to in-house video ... and you want them to know the
| news before they see it on the television. Email? But how do you break through the |
clutter of messages?

The Australian Tax Office with more than 21 000 employees at 96 sites sends
a pdf to each employee’s dasktop within two hours. Its employees know that this
message demands immediate attention (Palframan-Smith, 2004).

This practice may not work for arganizations with lots of employees without
access to desktops. How about instant messaging?
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Blogs

A newcomer to the internal communication roster 18 the blog. “Blog™ was the Merriam-
Webster dictionary “word of the year in 20047, based on online definition seekers. In 1999,
blog was defined as “a website that contains an online personal journal with reflections,
comments and often hyperlinks provided by the wrirer”™ (Merriam-Webster Online, 2006).
The blogosphere is growing. Technorari, an Internet company that rracks blogs and
their links, says there are more than 60 million blogs worldwide. The site posts the

following figures of global blogs:

Anglosphere (US/Canada/UK/Auvstralia/NZj

= 36.2 million blogs

and researchers sense this is a low estimate as sonse blogs are posted on sites thar do not repore
their fonres
Asia (Japan/China/South Korea/Malaysia/Singapore/ Thailand/ Philippies/India/
Pakistan)

= 24.35 million blogs

again, this iy @ suspecred loww estimate as correni reports are difficalt to get from sowme comnrrics
Europe

= 2 million blogs

smany Furopean bogeers nse Anclosphere sites and are thus included in presions figares
Middle East

= 100 000 blogs

st are probuably onr of Isracl; the Iraqi blag count was 151 as of 25 May 2003
Africa

= 10.000+ blogs
http://www.blogherald.com/2005/05/25/world-wide-blog-count-for-may-now-

ver-40-million-blogs/

This new medium communicates wirh present and porential customers, accesses new
(h

miarkers and trends. keeps track of the competition, influences the mainstream media

and deals with informartion and rumours. Marketers are discovering new and different

ways ta use blogs ro enhance communication,
loternally, a blog is an informal way ro commuaicate regularly wich your employees.
Blogs may be set up either on a commercial website or password protecred on a

company’s website or [ntranet. A company blog site 1s easily maintained, updated by
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multiple people and shared by all employees or 4 chosen group. As blogs are more easily
updated chan web pages, they provide a timely way to disseminate informarion. Blogs
ensure that all emplovees have access to information ar exactly the same time.

The TAOC (Inrernational Association of Online Comumunicators) suggests the purpose
of inrernal blogs should be viewed differently by management: “If a CEO launches a blog
tor let the company know what he is thinking bur doesn’t allow — or welcome — comments,
then the “so-called”™ blog will be somerhing different, but nota blog. It is all abour
openness. transparency and a candid interest for what everybody has to say. It is not about

reading CEO's speeches. You have emails for that. Blogs need discussions”™ (JAOC, 2006).

Supplemental internal publications

An institution’s functional messages are presented to emplovees in any number of handbooks
or palicy boaks as well as sent in electronic form. These publicarions inform employees
what the company expects from them and what they can expect from the company.
nformation w these publications can be divided inro three main tvpes of content:
emplovee mtormation, reference marerials and organizational information (Table 8.1},
The newest additions to policy handbooks are computer rules and regulations and Interner
use guidelines covering acceptable limics of email sending and receiving. data protection
regulacions. privacy issues and security parameters, Spelling our whar s, and whac is not.
company policy cuts down on inappropriate behaviour and wasteful use of company resources.
Efficient organizations post this needed information online, bur emiployees often have
difficulty lacating it. This results 11y unnecessary time loss and increased requests for help
to Jocate the material. A simple search engine of minimal cost can facilitare employees'
search for importanr documents and forms. Employvees who can quickly find forms,

related documents and updared calendars have time to be more productive in other areas.

Employee information Reference materials Organizational information
Pamphlet welcoming Folders outlining fringe Brochure outlining mission
new employees benefits statement
Dress code guidelines Forms for leave time Fact sheet on company
or travel products
Telephone numbers of Brochure on training Background paper on
employees company”s history

Table 8.1 Internal Communication Types of Content and Material.
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US courts have ruled that employee handbooks are considerad binding

{ contracts. i

{ In 2002 a university employee, laid off in a mass reduction of positions,
sued the organization because the procedure for firing had not been followed
as outlined in the employee handbook. The employee won the sult in spite of a !
disclaimer in the handbook stating that its contents were not a binding contract.

| Altorneys say using a disclaimer in a handbock is good, but it will not protect

i against lawsuits. They suggest using flexible language and general terms in

! handbooks as well as staylng clear of specific procedural processes.

{ Advice to companies: indicate that all situations will be handled on a case-by- |
case basis, at the discration of the company and according to the law. i

For example, since the 1990s, Cisca Systems, an international systems corporation,
has utilized an lueranet called “Cisco Emploves Connecrion” to help emplovees

navigare online resources more efficiently.

Protecting Your Company Image from Within

A company image is the aggregate perception peaple have abour the company, its
employees and its products or services.

Although this image 1s often associated with a public viewpoint, it has its
roots within the orgamzation. Time, study and resources go into creating an
organization’s image. Satistied loval workers help ensure that a company is well
received by the public and the community. A company’s image also will be
evaluated on seemingly insignificant details such as how a phone is answered or how
emplovees dress.

Any action an employee takes, whether during office hours or over a fence chatting
wirh 2 neighbonr an a Sarnrday atternoon, reflects an rhe company’s image Will an
employee brag about the company's efforts to set up a better than average pension plan,
or will she comment on the lack of her manager's business echics?

Experts say the surest way to garner the rrust of internal publics and establish a
reputation as a sincers company is to communicate honestly, openly and frequentdly with

all emplovees. They are the links to clients. trade parmers. suppliers, customers and
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competitors. Management must work wich this influential audience o develop a sense
of commitment and lovalty to common goals and objecrives.

A study by the Opinion Research Corporation {(OCR) reported thac 97 % of
manager respondents sud that company image added to “a significant measure of the
successes and failures of their organizanons™ (Marken, 2005).

Building a successtul corporate image requires satisfied employees whe can act as

ambassadors of gnodwill.

i

Communicating with employees Is vital to management success. Today there are more
ways than ever to disseminate vital information. But it is the wise management team that
uses the correct communication channels to distribute this information.

More important than making information available is ensuring that this information
is neaded and easily accessible to all employses. These communication tasks can be
achieved through a variety of formats, including memos, emails, company newsletters,
blogs, in-house television and pelicy handbooks,

Frequent communication with employees builds trust and company commitment.
Encouraging employee feedback, sincerely addressed and evaluated, should be a
primary goal of any internal communication vehicle. It gives employees a stake in the
future success of the organization.

How employees represent a company inside and outside the workplace is crucial
to a company's image and reputation. Employees can help reach company goals and
objectives or they can work as obstacles thwarting progress.

As a manager, it is your responsibility effectively to utilize multiple communication
channels. Knowing what your employeses want and need to know, in which way and
under what circumstances is a start in the right direction. #

Kristi LeBlanc is Managing Partner of Global Consumer, Retail and
Hospitality Practice at Nosal Partners, LLC. Her executive placement and
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