
According to the January 
2009 Labour Market 
Outlook Survey, improving 
internal communications 
is the predominant reason 

cited by employers in improving staff 
engagement during the credit crunch. 

Nowadays, there’s no real excuse 
for poor communication – we have a 
huge number of tools at our disposal 
and they’re extremely cost-effective. 
Knowing your audience, though, is 
critical, and understanding the most 
appropriate channel or channels to use 
is vital.

Access to technology has never 
been greater and the use of web-based 
communications platforms can be 
extremely cost-effective in terms of 
providing regular updated information 
in an impactful and motivational way. 
Many organisations use this route to 
create dedicated portals for delivery 
of a wide range of communications, as 
well as tactical incentives, and reward 
and recognition programmes. The 
cost of creating this kind of dynamic 
medium may be less than you think. 

And while technology is an 
increasingly important area for 
communicating, don’t dismiss hard 
copy. Integrated activity across a 
variety of media – including e-shots, 
scratchcards and web pages – will work 
together to strengthen your message.

Consider, also, the way in which you 
deliver your information. Reams and 
reams of product info is not going 
to engage many staff – whatever the 
delivery mechanism. We have worked 
on quizzes to test product knowledge. 
In these, the back-end participant 
reporting and the front-end screens 
and interactive elements are quick 

and simple to program and develop. 
The key is not to overcomplicate – this 
activity can then be achieved on a 
relatively low budget.

This can work even harder if you 
add another incentive in. We worked 
on a campaign that offered Motor 
Show tickets to dealer employees via a 
simple online quiz. A series of multiple-
choice questions were delivered via 
a microsite, with the top scorers 
entered into a draw to win tickets. It’s 
fun and engaging as well as allowing 
participants to identify their knowledge 
gaps and improve product familiarity.

And once again, cost need not be a 
big issue. The coding for one game can 
be reused with a totally different front-
end format to deliver a different game, 
with different branding and theme. 

So what’s the big message? Integrated 
communications activity across the 
right mix of channels is so important. 
And once you’ve put together your 
comms plan, rewards need to be 
selected carefully to have the right 
aspirational and psychological impact 
– good comms is only half the battle. 

Rosabeth Moss Kanter, a professor 
at Harvard Business School, says: 
“Recognition – saying thank you in 
public and perhaps giving a tangible 
gift along with the words – has 
multiple functions beyond simple 
human courtesy. To the employee, 
recognition signifies that someone 
noticed and someone cares. To the 
rest of the organisation, recognition 
creates role models – heroes – and 
communicates the standards. These are 
the kinds of things that constitute great 
performance.”
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How effective 
communication with 
staff is the key to a 
motivated workforce
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