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I Introduction

'The greatest problem in communication is the illusion that it has been accomplished' (George
Bernard Shaw 1856 - 1950)

Over the past few decades we have seen major shifts in opinion as to what makes a business
successful. The 1950's and 1960's saw a production focus whilst the 1970's and 1980's saw
progressive change towards quality and 'customer is king' as key business drivers. A popular
view now suggests that the next step change will be towards internal marketing, based on the
concept that, in the future, winning employee support will be seen as the single biggest
contributor to driving business performances.

2 Business Focus

Internal communication is a business process and should be recognised as such at executive
level. It requires inputs (enablers) and has outcomes. Successful communication can be
defined as being when the outcomes of communication activity match the aims or intent.
There are four key stages in the communication activity:

0) Defining the intent
(ii) Agreeing the messages
(iii) Delivery
(iv) Assessing the impact

3 Audience Focus

Individuals need to move through stages of receptivity and ownership of an idea or message.
Each stage on the curve in Appendix I is achieved as a result of well planned and executed
communication.

4 Three ypes of Communication

Each requiring a different style:

Reactive or rapid response communication
Communication providing information on general business issues
Campaign corrimunications
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5 Communication Principles

Underpinning 2 3 and 4 above, six key principles for effective communication have been
developed:

Be sure about the purpose of wanting to communicate.

Be clear who the target audience is and is not.

Develop the communication to match the needs of the audience and the type of message.

Test the communication on someone representative of the target audience.

Plan the communication delivery so that the audience is likely to be receptive and not under
pressure from competing priorities.

Gather feedback and act on it.

In summary, to win hearts and minds you must understand the needs of your audience, the
intent of your communication activity, adopt a suitable style and match your deeds to your
words.
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