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Foreword
Communications is the Key
to Optimizing Human Capital

CEOs lauding the virtues of their employees as “our most important 
asset” can be a bit like watching politicians kiss babies during the elec-
tion season. One can be forgiven for arching an eyebrow at the sincerity 
of such pronouncements. It is particularly forgivable when statements seem to occur only 
in specific circumstances (such as at the annual board meeting or to allay concerns about a 
merger or acquisition that is suddenly announced to the surprise of the rank and file). 

i know that i am not alone. John Verrico, the president-elect of the national association 
of government Communicators, points out in his article on recruitment and retention that 
less than half (45%) of employees in a recent survey expressed being satisfied or somewhat 
satisfied with their current job. The organizations that employ them may feel smug now when 
folks are encouraged to “just be grateful to have a job.” But is such a status sustainable as the 
economic cycle eventually turns the corner?  The reality is that the most successful organiza-
tions make consistent investments to keep the lines of communications open with employees 
in constructive and increasingly innovative ways.  

That is why in this edition of the PR News Employee Communication Guidebook we pres-
ent the insight, strategies and experiences of executives, communicators and pR practitioners 
who have transformed organizations by:

Recruiting and retaining the best talent. ➤

Tapping into the intellect and creativity of their workforces. ➤

Leveraging today’s social media tools and other technologies to foster interpersonal  ➤

     collaboration and create a strong corporate culture.  
Organizations today are under growing pressure to identify new opportunities and con-

stantly improve existing processes in order to respond to constantly changing markets.
this requires a workforce that is intelligent, talented and resilient. after all, it is not enough 

to simply make it through the storm.  as luke lambert, president-CEo of gibbs & soell, points 
out in the overview section of this book, “at a time of great uncertainty, mental toughness is 
in big demand.”  

this perspective is all the more critical in today’s dynamic and volatile economy, because 
both organizational structures and strategic objectives must shift as marketplace realities 
change.  How effectively can organizations respond if their employee relations’ structures are 
rigid, job functions are stovepiped and the employees are “stuck” in their ways. ironically, the 
cure to this malady is more talk—or at least more frequent and higher quality employee com-
munication.   

in this edition of the pR news Employee Communications guidebook, we have recruited 
a stellar set of authors who have shared their real-world perspectives on how to connect em-
ployees to each other and how their organizations can create vibrant and sustainable value 
propositions. 

best Regards,

Lane F. Cooper
Editor, pR news guidebooks

 

Published weekly by Access Intelligence, LLC 
4 Choke Cherry Road, Rockville, MD 20850

Client Services: 
Phone: 888.707.5814 •  Fax:  301.309.3847 

e-mail: clientservices@accessintel.com
New York Editorial Office: 

88 Pine Street, Suite 510, New York, NY 10005 
Phone: 212.621.4890 •  Fax: 212.621.4879

SVP/Group Publisher, Diane Schwartz, 
212.621.4964, dschwartz@accessintel.com 
General Manager, Tony Silber, 
tsilber@accessintel.com
Associate Publisher and Brand Director, PR News 
Group, Amy Jefferies, ajefferies@accessintel.com
Group Editor, Matthew Schwartz,  
mschwartz@accessintel.com
Guidebook Editor, Lane F. Cooper, 
lcooper@biztechreports.com
Community Editor, Lucia Davis, 
Ldavis@accessintel.com
Editorial Director/Events, Steve Goldstein, 
sgoldstein@accessintel.com
Associate Editor,  Caysey Welton, 
cwelton@acessintel.com
Editorial Intern Samantha Wood, 
swood@accessintel.com
Director of Marketing & Event Logistics, Kate Schaeffer, 
kschaeffer@accessintel.com
Senior Marketing Manager, Laura Snitkovskiy, 
lsnitkovskiy@accessintel.com
Graphic Designer, Jake Hounshell
Division President, Heather Farley
President & CEO, Don Pazour

       

PR News ADVISORY BOARD 
Paul A. Argenti - Tuck School of Business
Ned Barnett - Barnett Marketing Communications
Neal Cohen - APCO 
Carol Cone - Edelman 
Peter Debreceny - Gagen MacDonald
Mike Herman - Communication Sciences
Laura Kane - Aflac
Michael McDougall - McDougall Travers Collins
Larry Parnell - George Washington University 
Mike Paul - MGP & Associates PR 
Deborah Radman - Senior PR Consultant
Brenda C. Siler - Best Communication Strategies
Helene Solomon - Solomon McCown & Co.
Mark Weiner - PRIME Research

PR News BOARD OF CONTRIBUTORS
Dave Armon - Critical Mention
Andy Gilman - CommCore Consulting 
Bruce Jeffries-Fox - Jeffries-Fox Associates 
Angela Jeffrey - Member, IPR Commission
Richard Laermer - RLM Public Relations
Richard Levick - Levick Strategic Comms 
Ian Lipner - Lewis PR/YoungPRpros 
Katie Paine - KDPaine & Partners 
Rodger Roeser - The Eisen Agency 
Lou Thompson - Kalorama Partners 
Reid Walker - T-Mobile 
Tom Martin - College of Charleston

Group Subscriptions - Kate Schaeffer,  
301.354.2303; kschaeffer@accessintel.com 

Additional Copies & Article Reprints -  
Contact Wright’s Media, 877-652-5295; 
info@wrightsmedia.com

To Order Multiple Copies 
and Article Reprints:
Call 888.707.5814 or e-mail 

clientservices@accessintel.com

 
Join Us Online:

 
Add your handle to PR News’ Twitter Directory at 

prnewsonline.com



EmployEE CommuniCations guidEbook  •  VolumE 4

4
 Table of Contents © PR News

Table of Contents
Editor’s Letter ..................................................................................................... 3

Index of Companies & Organizations .............................................................. 6

Chapter 1. Overview .......................................................................................... 8

top 10 tips to boost the impact of your next Campaign to Employees  —  by Jill Mairn ................................................. 10

How to Instill Optimism and Build a Resilient Workforce For The Long-Term — by Luke Lambert ................................ 14

Using Research Is Key for Solving Employee Communication Problems — by Bruce K. Berger, Ph.D............................ 16

Chapter 2. Motivation & Morale ..................................................................... 20

Creating Authentic Senior Leader Connections to Engage Employees — by Diane Gage Lofgren .............................. 22

Linking New PR Strategies for Engaging Non-Wired Employees — by Dorian Cundick ................................................... 25

Five Hospitality Industry Tips for Achieving High Employee Morale — by Chad Mudd.................................................... 27

How A Baseball Team Gets Its Communications Across the Plate — by William Harris Ressler ...................................... 30

How to Encourage Employees To Share Their Thoughts — by Judith Rich ............................................................................ 34

Moving the Morale Needle Using PR Fundamentals — by Jeffrey S. Morosoff...................................................................... 36

Melding Corporate Responsibility With Employee Engagement — by David Marbaugh and Kathleen Coble.......... 40

Chapter 3. Management Innovation .............................................................. 44

Strategies for Crowdsourcing Employee Communications — by Jenni B. Baker .................................................................. 46

Effective Communications During m&a deals: a Cultural imperative — by Robert Moll and Marcey Uday-Riley ..... 50

Handling Internal Communications and the Revolving Executive door  — by Mike McDougall ................................... 54

How to Transform Your Managers Into Professional Communicators — by Elizabeth Castro .......................................... 56

How to Write a Bylined Article That Will Reflect Well on Your Boss — by John Roderick .................................................... 58

Making Professional Development A Key Part of Your Corporate DNA — by Cathy Thompson ..................................... 60

Manage Change Through a Strategic Communications Campaign — by Mary Schafer ................................................... 62

Light a Fire: Getting Communicators To Move Beyond Their Comfort Zone — by Howard Sholkin .............................. 65

pR Execs Close to the CEo Reveal this secret—‘be a Voice of Reason’ — by PR News Editors ......................................... 67

7 steps to How pR Execs Can use to  Communicate organizational Change — by Connie Tejada ............................... 69

Crafting Multiple Messages Ahead of Outcomes Takes Supreme Effort — by PR News Editors ...................................... 73

Chapter 4. Recruiting & Retaining Talent ...................................................... 76

Organizational ‘CLIMATE’ Can Help Retain the Best and Improve the Rest — by John Verrico ........................................ 78

7 Factors to Consider When Starting Your PR Internship Program — by Michelle A. Sieling ............................................. 84

How to tip the scales in your Favor to Retain your most Valuable talent — by Donna  Farrugia ................................... 86

use soft benefits strategically to attract, nuture and keep top talent — by PR News Editors ........................................ 89



EmployEE CommuniCations guidEbook  •  VolumE 4

5
prnewsonline.com Table of Contents 

Communicating Effectively in Today’s Diverse Work Environment — by Melony Shemberger, Ed.D. .............................91

Create a Worry-Free EnvironmentFor Effective Employee Training — by Erin Dunkel .........................................................93

Your ‘About’ Page Can Play a Key Role in Storytelling and Attacting Talent — by PR News Editors .................................96

Chapter 5. Crisis Management ..................................................................... 100

Engaging Internal Brand Ambassadors in Crisis Situations — by Harold Nicoll .................................................................. 102

Maintain Communications With Employees Throughout Every Crisis — by Julie Pompa ............................................... 105

Preparing Your People to Protect Your Brand During Times of Crisis — by Brenda Libby ................................................ 107

Chapter 6. Social Media ................................................................................ 110

leverage social media to train, protect and Elevate your Employees — by Tonya K. Dale ............................................. 112

as the nlRb Cracks down, it’s time For a Refresh on Social Media Policy — by PR News Editors................................. 116

10 Best Practice Tips for Internal Employee Social Media Policies 

         — by Marcia DiStaso, Ph.D. , Tina McCorkindale, Ph.D. and  Julie Tomkins ....................................................................  118

Question: does sEo Help your pR, or Does PR Help Your SEO? — by Nancy Marshall ..................................................... 122

Facebook Helps Tech Firm Overcome Fragmented Communications — by PR News Editors ........................................ 125

Put Digital Communications in its Place Once and for All — by Anjanette Delgado ......................................................... 128

How Can Your Company Culturally Adapt to Social Media? — by Marc Monseau ............................................................. 130

Beyond The Byline: The Social Side of Thought Leadership for Employees — by Michelle LeBlanc ............................ 132

Chapter 7. Workplace Culture and Brand Evangelists ................................136

Company Culture: The Beginning of Strong Employee Communication — by Tiffanie Bond ....................................... 138

Engaging authenticity, agility and The Pursuit of Internal Brand Clarity — by  Derek LaVallee ................................... 141

Creating Internal Brand Ambassadors to Cultivate Better Communication  

         — by James M. Bessette and Michelle R. Johnston, Ph.D. .....................................................................................................  143

Changes to Company NewsletterUpdate a 60-Year-Old Tradition —  by PR News Editors  ............................................. 146

Diversity and Inclusion Must Be Communicated From the Inside-Out —  by PR News Editors  .................................... 149

Forget the Controlled town Hall, Employees Have the Social Floor —  by PR News Editors ........................................... 151

Board of Contributors ...................................................................................154



  © PR News

EmployEE CommuniCations guidEbook  •  VolumE 4

6

index of Companies & organizations
 
Following are the companies featured in this guidebook. 

Company  ..................................................................... Chapter
 

ADP Inc. .......................................................................................3
American Crossroads .............................................................3
Appalachian State University ..............................................6
Applebee’s .................................................................................6
Association of American Railroads ....................................3
Atlantic Health ..........................................................................4
Austin Peay State University ................................................4
Bank of America .......................................................................6
Bell Helicopter ..........................................................................3
Blessing White ..........................................................................1 
Blogger  .......................................................................................6
Blue- Cross BlueShield of Tennessee ................................3
Borshoff  ......................................................................................2
Boy Scouts of America  ..........................................................3
Brand ............................................................................................3
BRANDfog ..................................................................................6
Bureau of Labor Statistics ................................................ 2, 7
Capstrat .......................................................................................6
CEB  ...............................................................................................2 
Center for Creative Leadership ...........................................1
CenterLight Health System  .................................................3
Chevron ......................................................................................2
Chicago Tribune .......................................................................2
Chronicle of Philanthropy ....................................................2
Cigna ............................................................................................6
Cisco Systems ...........................................................................6
CITI  .......................................................................................... 6, 7
CNN ..............................................................................................1 
CNN  .............................................................................................3
Communica, inc. ......................................................................5
Cone Communications ..........................................................4
Copperfox marketing  ............................................................1 
Costco ..........................................................................................6
Coursera ......................................................................................3
Cowboys Dancehall ................................................................2
Crossroads GPS ........................................................................3
CVs Caremark ...........................................................................7
Delaware North Companies ................................................7
Dell ................................................................................................6
Department of Labor .............................................................4
Discovery Communications  ...............................................4
Diversified Information Technologies ..............................6
Domino’s  ....................................................................................6
Dr. Pepper  ..................................................................................2
Eastman Chemical Co.  ..........................................................2
Eastwick ......................................................................................3
Economist Intelligence ..........................................................6
Eli Lilly and Co.  .........................................................................2
eMarketer ...................................................................................4

Evviva Brands ............................................................................4
Facebook ..................................................................2, 3, 4, 5, 6
Forrester ......................................................................................6
Fortune  .................................................................................. 3, 4
Fournaise Marketing Group ................................................3
Fox news ....................................................................................3
General Motors .........................................................................6
gibbs & soell ........................................................................ 1, 7
GoDaddy ....................................................................................4
Goodwill Industries International......................................3
Google ................................................................................... 3, 6, 
Harley Owners Group  ...........................................................6
Heinz ............................................................................................2
Hofstra University ....................................................................2
Hootsuite  ...................................................................................6
IDG Global Solutions ..............................................................3
Imagine Communications ....................................................7
Instagram  ..................................................................................6
Institute for Public Relations ...............................................1 
Intel ...............................................................................................4
Intern’l Association of Business Comm. ..................... 4, 7
IRI Consultants  .........................................................................3
Ithaca College  ..........................................................................2
J. Roderick Inc.  .........................................................................3
Kaiser Permanente ..................................................................2 
Kemp Goldberg Partners ......................................................3
Kemp Goldberg Partners ......................................................7
Kemper CPA Group LLP  ........................................................6
kimpton Hotels & Restaurants ............................................4
KitchenAid  ................................................................................6
KRC Research  ...........................................................................1 
Kwittken + Company .............................................................4
Landor Associates ...................................................................4
LinkedIn .............................................................................3, 5, 6
Mail Chimp .................................................................................3
Maritz Research  .......................................................................1 
Maryland State Forest and Park Service  .........................4
Masco  ..........................................................................................2
Mashable  ...................................................................................4
McDougall Travers Collins  ...................................................3
Mintcollective  ..........................................................................6
MWW  ..........................................................................................6
National Assoc.Government Communicators ............. 4
National Fed. of Independent Business. ..........................4
National Labor Relations Board..........................................6
O’Malley Hansen Communications ..................................3
Organizational Communication Research Center .......1
Pennsylvania State University  ............................................6
Peppercomm West Coast .....................................................1 
Pinterest  ................................................................................ 4, 6
Porter Novelli  ...........................................................................7



prnewsonline.com  

EmployEE CommuniCations guidEbook  •  VolumE 4

7

Prescient Digital Media  ........................................................7
Prudential  ..................................................................................6
Public Relations Society of America  ................................4
PulsePoint Group  ....................................................................6
Quora  ..........................................................................................6
Reynolds American  ................................................................2
Rich Relations  ..........................................................................2
RPM Communications ...........................................................4
Salesforce  ..................................................................................4
SAS  ...............................................................................................4
securities and Exchange Commission  ............................3
Slideshare  ..................................................................................3
Society for Human Resource Management  ..................4
superValu  ..................................................................................7
Survey Monkey  ........................................................................3
Target  ..........................................................................................6
Telemundo Station Group  ...................................................6
Ternium  ......................................................................................2
The Creative Group  ................................................................4
The New York Times  .......................................................... 3, 6
The Wall Street Journal  ................................................2, 3, 4
TIC Gums  ...................................................................................5
tnt truck & Equipment .........................................................2
Towers Watson..........................................................................1
Tumblr  ........................................................................................6
Twitter  .......................................................................... 3, 4, 5, 6
U.S. Department of Homeland Security  .........................4
UC Health  ..................................................................................1 
Ultimate Software  ..................................................................4
University of Alabama  ..........................................................1 
University of Montevallo  .....................................................7
university of north Carolina, Chapel Hill  .......................6
University of Pennsylvania  ..................................................1 
University of Zurich  ...............................................................4
US Army ......................................................................................1
Vantage Communications ...................................................4
Viadeo  .........................................................................................6
Visualscope  ..............................................................................4
Wikipedia  .............................................................................. 4, 6
Wilbur-Ellis Company  ............................................................1
WordPress  .................................................................................6
Wufoo  .........................................................................................3 
Yahoo  ..........................................................................................3
Yale School of Management  ..............................................4
Yammer  ......................................................................................7
YouTube  ................................................................................ 3, 4
Zappos  .......................................................................................7



 Chapter 1: Overview © PR News

EmployEE CommuniCations guidEbook  •  VolumE 4

8

At a time of great uncertainty, mental toughness is 

in big demand.
— Luke Lambert, President and CEO, Gibbs & Soell
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Top 10 Tips to Boost The Impact of 
Your Next Campaign to Employees
By Jill Mairn

Employee communications has come a long 
way from monthly newsletters and annual 
emails from the CEO. With some focused in-
tention and a few key practices, your next 

campaign could empower employees to become am-
bassadors of your brand and add energy and enthusi-
asm to your organization.

Here is my Top 10 list of things to do to boost 
the impact of your employee communications cam-
paign.

1.  Do Your Research
In 2012 UC Health, a $1.2 billion health system 

in Cincinnati, needed to rally its 9,500+ employees 
around its five-year strategic plan. The first thing we 
did was a quick blitz of qualitative research with 46 
employees from various locations and levels of se-
niority. The research gave us insights that impacted 
every creative choice we made thereafter, from mes-
saging to media to execution.

Whether you feel you have a good handle on over-
all morale or employee issues, qualitative research is 
very valuable for getting a sense of what is top of mind 
with employees and the strength of their conviction 
on key issues. We hypothesized that most employees 
at UC Health would think that discussing the five-year 
plan would be as much fun as getting root canal. On 
the contrary, we found that most said something akin 
to, “Yes, let’s see it, learn it and let’s get going.” The 
organization had been through a number of chang-
es—new leadership, an acquisition, and the dissolu-
tion of an alliance—and employees were hungry for 
clarity. That dramatically affected the entire tone of 
our campaign. We didn’t need to find a spin to incent 
employees to be interested; we needed to find a way 
to give them topline messages, key details and a way 
to engage.

When they hear about doing research, most folks 
assume that they need a big budget. If you have a big 
budget, then it is definitely worthwhile to hire profes-
sionals to write discussion guides, moderate sessions 
or do statistical modeling of results. If you have a low 
budget, however, I still recommend taking the time to 
listen to people, with whatever you can afford.

We did two types of qualitative research, with just 
two to three interviewers, a hand-held flip camera 
and a discussion guide. 

Man-on-the-street video interviews. We ap- ➤

proached employees for a quick, impromptu 
interview in the hallway, cafeteria and lobby. 
Asking just a few high-level questions helped us 
understand awareness of the five-year plan and 
the organizational mission, vision and values.
30-minute in-depth individual interviews. We  ➤

met with employees of various levels and job 
functions and asked a range of questions to 
more deeply understand individual opinions of 
morale, the five-year plan, marketing vehicles, 
the success of prior campaigns and perceptions 
of the organization.

Qualitative research is very 
valuable for getting a sense 
of what is top of mind with 
employees.
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2. Develop Campaign Concepts
The best campaigns always hinge on a key emo-

tional insight from your target market. The trouble 
is, there are often several motivators that you could 
choose from. We’ve found that creating concept 
boards around a single motivator can help the team 
envision the full campaign and decide which direc-
tion is best, before you put all of the time and effort 
into developing materials.

In our case, we found three potential motivators:
Clarity / Confidence. ➤  Employees were excited 
by organizational clarity, focus and confidence 
in their leaders.
Individual Importance. ➤  Some employees were 
motivated by the idea that they played an im-
portant role in delivering health care to people 
in Cincinnati and that they personally had the 
power to affect the organization.
Connection to patient. ➤  Most people at UC 
Health are extremely connected to the mission 
of providing exceptional patient care. Whether 
someone was in Accounts Payable, Environmen-
tal Services, or a doctor or nurse, he or she cared 
ultimately about the patient.

Each of these concepts had a very different tone 
and emotional quality. Leveraging concept boards, 
we had an extremely productive discussion with the 
UC Health team. 

3. Campaign Intensity
Employees in most big companies often receive a 

significant flow of communication on corporate top-
ics. They may need to do mandatory training, under-
stand new policies and attend department seminars. 
In order to break through the regular level of commu-
nication, build your marketing plan with campaign-
like intensity. Remember how in October and Novem-
ber all of our phones were ringing off the hook and 
everything on tV was about the elections? it’s no dif-
ferent with employees; if you want to get their atten-
tion you have got to focus your efforts. 

4. Start With A Visual Splash 
With our Plan 20-1-7 campaign, we needed to find 

a way to tell all employees on the same day that some-
thing big was happening. We did prime the pumps 
with emails and announcements, but we also created 

a big visual splash in common areas to ensure that ev-
eryone understood that Plan 20-1-7 was kicking off. 

You could use any kind of large-scale visual that 
grabs people’s attention. We tried the following with 
great success:

Elevator wraps: ➤   Full scale messaging on key el-
evators in hospitals and business centers.
Window/wall clings: ➤  In areas where there 
weren’t elevators, we used window and wall 
clings.
Video monitor billboards: ➤  We created an-
nouncements that were light on text and more 
like billboards.

5. Have Leaders Carry The Message 
Often in marketing, we focus on crafting the exact 

message that is fun or compelling or arresting. Equal-
ly important is who is delivering the message. While 
our overall campaign focused on clarifying details, we 
wanted the spokespeople to be key leaders in the or-
ganization. This was not an impersonal five-year plan 
that was just a binder in an office; we wanted people 
to see the leaders and thinkers who were champion-
ing this plan and leading the organization.

We included leaders in the following:
CEO kicked off the campaign at each location,  ➤

with the leader of that location. 
Key leaders were on video describing key ele- ➤

ments of the plan and the organizations future.
Initiative leaders were showcased on digital bill- ➤

boards.

6. Consider New Tactics
Every organization has its patterns of communi-

cating with employees. It is easy to rely on the same 
vehicles we always use, such as a SharePoint site or an 
email blast. Try to consider new tactics in your cam-
paign.

In our case, we realized that we had two distinct 
communication segments. Those who used com-
puters for work tended to prefer electronic com-
munications, while those who worked in hands-on 
professions read emails or used the intranet only 
occasionally. There was a strong desire to access in-
formation outside the workplace via smartphones, 
tablets and home computers. We developed a mobile-
optimized website just for employees so they could 
see videos, billboards, key materials on their phones, 
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tablets or computers at home or at work. Putting up a 
website is not as daunting as it used to be with tools 
like WordPress.

7. Give Employees A Chance To Engage
Even though we call this “Employee Engagement,” 

it is easy to forget to actually give employees a chance 

to interact. Be careful that your communication is not 
one-way. There are some simple ways you can give 
people a chance to get involved in your campaign. 
Devoting part of your budget to this is critical; with-
out it, you are talking at people, not with them. 

Here are a few things we did that you might try:
Have a photo booth. ➤  In our kick off events we 
gave people pompoms, props and signs that 
they could personalize, like “I’m excited about 
Plan 2017, because …” and “I’m proud of UC 
Health, because…” Now there are pictures in de-
partments and break rooms all over UC Health 
with fun pictures of teams in hats and cracking 
up.
Question of the Week. ➤  On the website that we 
developed for Plan 20-1-7, we asked employees 
a question of the week like “Name a coworker 
that is living up to our values,” “What do you 
think our next initiative should be?” and “name 
initiative #21.” It was inspiring to read what em-
ployees were thinking, but also gave internal 
folks a way to keep the conversations about 
Plan 20-1-7 going and to address questions.
Prizes. ➤  Who doesn’t love a good T-shirt or gift 
card to target? use them in drawings or to in-
cent engagement. It works and adds a little fun.

8. Ensure Middle Managers Are In The Loop
Managers and department heads can be excep-

tional message bearers. They have a perspective that 
can translate the overall message and/or answer 
questions from their teams. It should be noted that 
this group of middle management is also generally 
extremely busy. Give them tools to make it easy to 
cascade information.

In our campaign, we: 
Gave managers a tool kit to educate employ- ➤

ees about plan 20-1-7. Each of uC Health’s 450 
managers received a tool kit featuring an in-
structional guide, convenient pocket-sized em-
ployee guidebooks, campaign T-shirts and lapel 
pins. The manager’s guide broke the plan details 
into manageable chunks of information and of-
fered tips on how to introduce and discuss each 
Plan 20-1-7 component with their teams in a fun 
and easy-to-follow format.
Created a handy educational booklet for each  ➤

Key Takeaways 

While developing Plan 20-1-7, we were reminded how 
important the following are in creating an effective cam-
paign. Think of this as your Cliff’s Notes version.

Do your research. •  Know the state of the employee 
culture. In this case, UC Health employees had been 
through several changes in the last several years. 
Because of this, we knew the campaign promoting the 
new five-year strategic campaign had to be uplift-
ing, believable and inspiring. Also, make sure you are 
aware of the type of marketing messages that have 
been used in the past. Ask your client which ones were 
successful and which ones fell flat. Plan accordingly 
with this information. 

Think campaign-style. •  When working with a diverse 
range of employees, it saves time and money in the 
long run to initially focus on developing the right high 
level campaign message. If possible, run concept ideas 
past a sample size of the population. For example, a 
message that is perfect for nurses may not necessar-
ily be appropriate for administrative staff. Once you 
have picked a campaign, do it up with a splash and 
panache. Look for ways to have high visibility and 
intensity to get people’s attention. 

Don’t be afraid of a small budget. •  Employee rela-
tions campaigns rarely carry huge budgets. In our case, 
UC Health felt this was a high priority, so they had a 
dedicated budget, but it is also a nonprofit and had 
to do things economically. Get creative first and think 
about every idea you can. For PLAN 2017, we wanted 
to give incentive prizes, but quickly realized that with 
10,000 employees you couldn’t give a T-shirt or a gift 
card to everyone, so we used drawings and contests to 
give away prizes. Likewise, we wanted to create a big 
visual splash with elevator wraps for all five UC Health 
facilities. Ideally we would have wrapped every eleva-
tor, but we got big visibility for fewer dollars by focus-
ing on high traffic areas. You may have small budgets, 
but if you’ve got creativity, you can make it work. 



prnewsonline.com Chapter 1: Overview 

EmployEE CommuniCations guidEbook  •  VolumE 4

13

employee.  Each of UC Health’s 9,500+ employ-

ees received a pocket-sized Plan 20-1-7 guide-

book, which covered the plan details in weekly 

manageable chunks. This put an all-inclusive re-

source in the hands of all associates and served 

as the “curriculum” for weekly team meetings. 

9. Consider A Staged, Multi-Week Roll Out
If you are hoping to convey a good chunk of in-

formation, consider breaking your campaign out over 

several weeks and rolling in new information each 

week. We want employees to still be doing their job, 

so they cannot always take time out to understand all 

of the details you want them to absorb. Break your 

message into chapters, weekly editions or webisodes. 

Ideally, people should be able to grasp your message 

in just a few minutes per day, or less than 30 minutes 

per week.

In our case, we broke our campaign into eight 

weeks, taking one to three weeks to cover each major 

component:

Introduction to the Plan ➤

Introducing the 20 Initiatives in the Plan ➤

Reminding and educating about the members  ➤

of our 1 System

Giving people 7 things they could do to engage ➤

Each week, we published new videos, articles and 

billboards. And each week, the managers could go 

through the weekly guide with their employees.

10. Keep It Going
If an initiative is important enough to deserve a 

campaign, then spend some time thinking about 

what will happen when it is finished. Does it end 

abruptly or will they need updates? What about new 
employees, how will they get the information in this 
campaign?

If you go to the trouble to make something rel-
evant and important to employees, be sure to keep 
that fire burning, even if it is just a periodic stoking 
of the fire. This helps people understand its relevance 
and importance to the organization.

For Plan 20-1-7, UC Health is keeping up the el-
evator wraps, posting many of the photos from the 
launch events and continuing to do quarterly up-
dates and progress reports about where they are in 
the Plan. 

Your Best Ambassadors 
Plan 2017 was very successful for UC Health. We 

reached more than 9,500 employees while  28% of 
the staff visited the website, with an average length of 
each visit of three minutes. In addition, 8% of the staff 
engaged in our online Question of the Week. Through 
these various efforts, we have received a lot of posi-
tive feedback from clients and employees alike. Our 
client, Tony Condia, CMO of UC Health, says: “Not only 
did Plan 20-1-7 achieve our objective of educating 
employees about our five-year strategic plan, it also 
created an organizational rallying cry and a platform 
to inspire associates to be ambassadors of our vision 
for the future. “

Your next employee engagement campaign can 
be a lot of fun and have tremendous results for your 

company.  PRN

Jill Mairn is Client Services Director with Copperfox Marketing.
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Although most experts declared the U.S. 
recession over in 2009, few executives 
are singing “Happy Days are Here Again.”

The PR industry, however, has been 
humming along rather nicely.

Most exciting is anecdotal evidence that more cli-
ents have broadened their horizons by expanding the 
scope of PR work beyond the traditional to accelerate 
growth trajectories. Not bad at all. That’s because in-
stead of worrying, many PR firms are busy reinventing 
their organizations. Some have invested in acquisi-
tions to expand their capabilities. For others, the reen-
gineering started before the recession and was part 
of a long-term plan. Regardless of the paths chosen, 
central to all is the support of a resilient workforce. A 
generation ago, it was called “mental toughness.”

Mental Toughness
Mental toughness refers to the emotional perse-

verance necessary to overcome adversity and stay 
focused, while emerging stronger after the transition. 
At a time of great uncertainty, mental toughness is in 
big demand. As a result, all forms of resilience training 
are being adopted in the workplace.

At Gibbs & Soell we recently attended a program, 
facilitated by the Center for Creative Leadership, to ex-
plore what it takes to guide an organization through 
business gyrations. A key learning revolves around 
understanding the difference between change and 
transition.  Change is “situational” and an experience 
with clearly defined terms, while a transition is “psy-
chological” and akin to the mourning process that 
precedes a new endeavor.

The U.S. military has rolled out a program focused 
on conditioning its drill sergeants to be more resilient. 
How? by being more optimistic.

Dimensions of Optimism
The program, developed for the U.S. Army by the 

University of Pennsylvania, teaches the sergeants that 
optimism has very specific dimensions that contrib-
ute to achieving mental toughness. The most produc-
tive ways of behaving optimistically are to:

Understand that failure happens with some  ➤

regularity and cannot always be avoided, but it 
is temporary.
Nurture a positive style of thinking that address- ➤

es rational concerns, but does not constantly 
dwell on the worst-case scenario.
Work to recognize and appreciate others’  ➤

strengths and avoid jumping to conclusions — 
especially when an individual initially struggles.

Malcontents
Even when an optimistic point of view considers 

the harsh reality, does it still expose an organization’s 
vulnerabilities? after all, some may say the ameri-
can’s “can-do” spirit hasn’t delivered the immediate 
economic recovery many had hoped for. In a CNN.
com commentary, Frida Ghitis, a Miami Herald col-
umnist, wondered, “is optimism really good for you?” 
She wrote: “It’s this kind of arrogance passing for self-
confident optimism that gave us the economic mess 

How to Instill Optimism and Build a 
Resilient Workforce For The Long-Term
By Luke Lambert

At a time of great 
uncertainty, mental 
toughness is in big demand. 
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we have had for the past five years. It’s the optimism 
that falsely promised home prices could only go up, 
so we should borrow as much as possible, regardless 
of income.”

Survival Strategies
Of course, not all optimism is healthy, but firms 

can protect themselves by understanding that con-
fidence cannot be selfish and must be rooted in op-
timism and generosity. Gaining the prize is rarely a 
solitary win. Organizations that build resilience can 
develop survival strategies, which help them ride 
out rougher business conditions. Leaders should ask 
these questions about their teams:

Expertise. ➤  Do they possess the know-how to 
help others facilitate their organization’s tran-
sitions? Can they recognize the obstacles that 

stand in the way of moving forward with a 
change?
Experience. ➤  Will they be capable of drawing 
from practical knowledge or firsthand observa-
tions to find ways of coping with change? How 
will they use this information to counsel clients 
with their own change management situa-
tions?
Network of resources. ➤  Do they have the right 
tools and support to help catalyze change in our 
organization?

Whether you call it resiliency or mental toughness, 
one thing is for sure: When the going gets tough, the 
tough head to the sunny side of the street. PRN

Luke Lambert is president and CEO of PR agency Gibbs & Soell.
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