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Thank you for
having me!

* Began career (internal comms) mid 1990s
* The Right Message Company (late 1990s)
* Priceless Communications (early 2000s)

* Corporate and consultative comms

* Self-employment (small, medium
enterprise) - Aotearoa NZ, Australia

e Public sector (internal comms) from 2016
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Whatis internal
comms — and why does
It matter?

Understanding the different functions of
internal communications: what value does
it have for your organisation/ enterprise?
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The what and the why

Whatis internal
communications?

Internal communications connects and informs people
within a business, enterprise, organisation.

It communicates the right messages, at the right time, to the
right people, in the right way!

Internal communications is:
« Operational

« Informing, educating

« Inspiring, empowering.
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The what and the why

Why does it matter?

Internal communications is ‘the people business’ -
and what is a business without its people?!

Internal communications matters because:

It informs and influences people

It builds brands/ consumer experiences, inside
out and is a key lever for leaders

It activates strategy, activity, marketing and sales
It drives performance and productivity

It connects, helping people to see, hear and know
one another.
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Five commandments

1
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Ask your
audience
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3

Sayitin five
different ways
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Honesty is the
best policy
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Aim for repeated
simplicity

/\_/—\/

4
Show, don’t
tell

/\_/—\/
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Five commandments

1. Asking the audience(s) - get feedback, understand their
workday, ask them what works

2. Keep it simple, then repeat it! - focus on essence of message
(key messages!), then purposefully repeat it...

3. Sayitin five different ways - repeat key messages in various
formats /channels for it to reach/ land with everyone

4. Show don’t tell - walking the talk is more effective than talking
at: make internal comms practical rather than preachy

5. Honestly is the best policy - internal comms isn’t PR or ‘spin’!
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Challenges (you might have)

Capacity &

How to manage
all of these
internal comms?!

Content 5/"

How to gather the
content to be
communicated
internally?!
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Connection .

How to reach the right
people, at the right time,
in the right way?
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L et’s look at some

strategies + solutions
that might help!
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Principles to keep in mina

 Internalis your first external audience
* Tone is guide by matapono, behaviours (the how)
* Relatable so people see themselves in the message

* Energise internal comms; how they feel is more powerful
than what they say!

* Connect purpose, priorities and people - and you have a
winning formula!
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touchstones

1. Understand the brand experience
—what s it for your enterprise?

2. Understand the brand essence -
what are the brand values?

3. Develop touchstones - now, define
touchstones for internal commes:
made up of matatpono (values),
behaviours, attitude, purpose.
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UJtilise your brand + build O Referto the

touchstones
regularly!

RESPECT

HONESTY
— INTEGRITY _~
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Channels, approach and tips to drive engagement

The tapestry of internal comms

Understand what you need the internal communication to achieve + develop a strategy + map
out tactics and timings.

« Objectives - what are you trying to achieve? What do people really need to know?
« Contentinforms channel - e.g. change =face to face, email; operational = newsletter, intranet

« Channels - what do you already have? What works? Mix comms + engagement channels that are
effective for the context, e.g. email, newsletter, stand ups/face to face, intranet, social media

« Get creative within the channels you use, e.g. use imagery, design, colour, brand elements
« Use structure within the channels you use, e.g. what to know/ do/ share with others
« Timing and sequencing - use routine, sequencing and provide reference information/ points.
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The tapestry of internal communications

Channels

Face to face

G

Support with
written

Connects,
compelling,
authentic

Newsletters

_
4

People, purpose,
priorities,
progress

Email reaches
people; use
structure,
graphics, links
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Intranet
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Informs, engages,
empowers

Reference point

for people; mix of
news and landing
page information
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Photography
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=

People are drawn
to photography

Show people
themselves; use
what you have;
picture says 1,000
words!

Socials

Works for
internal, too.

Internally,
repurpose, repeat,
and reshare
socials.
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Channels, approach and tips
to drive engagement

Use your brand from the
inside, out

What’s the brand experience you
want someone to have?

Touchstones or brand
attributes/values

Translate for your people: brand
ambassadors

Use marketing/ design assets

Show how (internal) people are part of
the brand experience, e.g. photos.
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Jse your brand from the
inside, out: show people
oW they are part of the
orand experience.

Your people are the brand.
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T1psS

Channels, approach and tips
to drive engagement

Use your brand from the
inside, out

What’s the brand experience you
want someone to have?

Touchstones or brand
attributes/values

Translate for your people: brand
ambassadors

Use marketing/ design assets

Show how (internal) people are part of
the brand experience, e.g. photos.

What content goes to
what channel

Think strategically about content,
and what channel will deliver it
best.

« Leadership, strategy, change - face
to face, direct email, Q&A

« Operational information - timely
(newsletter) + referenced

« Sales and marketing - share the
external, internally e.g. reels.
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Be strategic about
wnere content goes:
wnat content goes
to what channel?
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Tips

Channels, approach and tips
to drive engagement

Use your brand from the
inside, out

What’s the brand experience you
want someone to have?

Touchstones or brand
attributes/values

Translate for your people: brand
ambassadors

Use marketing/ design assets

Show how (internal) people are part of
the brand experience, e.g. photos.
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Be strategic about
content and channels

Think strategically about content,
and what channel will deliver it
best.

« Leadership, strategy, change - face
to face, direct email, Q&A

« Operational information - timely
(newsletter) + referenced

« Sales and marketing - share the
external, internally e.g. reels.
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Make it about the
people

Human nature is the heart of the
matter.

People engage with people first.

Simple question + answer, using
human interest photography.

People explaining ‘what’s in it for
them’ and why they care is more
impactful than facts and figures.

People tell stories - use that.
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Make it about the people:
we intrinsically respond to
one another and stories.

Use that to your advantage.
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Addressing the challenges (summing up)

Capacity (@

How to manage all of these internal
comms?!

Come back to your touchstones -
helps you prioritise what to focus on

Use your marketing and external
comms - repeat, re-purpose

Use your leaders and advocates
(engagement channels)

Channels - define what content goes
where (and be disciplined on it)

—
Content %

How to gather the content to be
communicated internally?!

Templates - ‘colour by numbers’, a
degree of self-service

Systems - point of contact, reference
material/ information, processes

Prioritisation - help the business ‘self
select’ which channel for their
content, and whether their content
makes the cut (do they need to
communicate it, instead?)
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Connection gy,

How to reach the right people, at
the right time, in the right way?

People engage with people first: use
your leaders, advocates, influencers

People explaining ‘what’s in it for
them’ and why they care is more
impactful than facts and figures.

People tell stories - use that.
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Go well
with your
internal
commes!

They matter.
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