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BY: JAMES O’GARA

CEOs and C‑suite executives must realize that  
the actions taken and the words used by their  
employees directly impact the customer  
experience and the company’s financial results.

So, as a CEO or C‑suite executive, how can you 
influence those actions and words? It’s simple.

Your corporate strategy
Should drive consistent actions and outcomes 
across your organization.

Your corporate story
Should drive a consistent storyline throughout  
the customer experience.

With that said, to deliver consistent financial  
results and a compelling customer experience, 
your corporate strategy and story must be  
fully aligned.

Why? Because you can’t do one thing and say another.

When this happens, trust is broken. Your  
employee and customer experience breaks down. 
Brand perception is damaged. And that’s how 
employees and customers lose faith and belief in 
your company.

Employee Actions and Words May 
Be Killing Your Business.
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How do you avoid this from happening?

You get serious about your strategy and story. More  
specifically, you get serious about driving alignment around 
your strategy and story – up and down your organization.

Our team has spent the last 16 years helping executives 
ensure a consistent strategy and story is brought to life 
throughout the customer experience. We have been  
fortunate to work with executives who understand what it 
takes to compete in the new experience economy.  
Executives who are committed to ensuring employees can 
instinctively and consistently activate the company’s strategy 
and story as they engage with customers and one another.

What does it require from you to make  
this happen?

Well, today we will share how your strategy and story relate 
to critical areas of your business and some basic tips for 
achieving greater alignment across your organization.

Executive Team and Leaders
Your entire executive team must be fully aligned with your 
go‑to‑market strategy and story. This requires having a 
clearly defined corporate purpose, vision, mission and  
values system in place. The executive team must also  
crystallize the core value your business delivers, what  
differentiates your company from the competition and  
the key messages that will connect with your customers,  
employees and partners. We recommend that you develop  
a unified Corporate Strategy and Story Platform that will 
serve as the foundation for planning and decision‑making 
across the business.

Frontline Employees
Employees crave clarity. Clarity increases their  
commitment and conviction in what the company does  
and what it stands for. You must have programs in place 
that ensure every employee fully understands and internalizes 
the corporate story and strategy. This dramatically  
improves employee engagement, loyalty and productivity.  
It also ensures they play a positive and active role in  
bringing a consistent story and strategy to life in the  
customer experience.
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Internal Communications
The message you deliver internally must be aligned with 
the company’s go‑to‑market story and strategy. The 
executive team must put disciplined processes in place 
to ensure internal communication plans and programs 
align with the company’s purpose, vision, mission and 
values. Processes also need to be in place to ensure the 
corporate strategy cascading down from leaders to  
managers and frontline employees is clear and consistent.

Human Resources
It is imperative the messages you are sending to  
employees are fully aligned with the messages they are 
being asked to share with customers. Executives must 
work with the HR team to ensure the corporate strategy 
and story being shared with prospective and current 
employees is fully aligned with external messaging.  
From recruiting materials to onboarding presentations, 
employee engagement programs and more.

Public Relations
Executives must ensure the PR team is leveraging a 
consistent, enterprise‑wide corporate story to formulate 
media strategies, pitches, stories and more. This will 
help you keep media briefings, interviews and  
coverage “on message.” The public relations team,  
internal subject‑matter experts and PR firm also need  
to fully understand and be able to communicate the 
company’s strategy across a wide range of public  
relations activities.

Investor Relations
Investors demand consistent and predictable results. 
The same is true when it comes to the company’s story 
and strategy. The executive team must ensure the 
corporate story and strategy being shared with investors 
is fully aligned with the messages being communicated 
throughout the customer experience. Greater consistency  
and alignment in the strategy and story increases  
investor confidence in the executive team’s ability to  
execute and own a differentiated position in the market.

Marketing
Marketing is responsible for delivering a consistent story 
and promise across critical communication channels 
utilized throughout the customer experience. The 
executive team needs to ensure marketing fully  
understands how the strategy and story connect to daily 
work activities. With a documented corporate strategy 
and story in place, marketing teams can ensure  
continuity and connectivity exists from one customer 
touchpoint to another.

Sales
Executives must ensure the sales team’s voice is aligned 
with the corporate strategy and story. This will ensure a 
consistent value‑based message is delivered in selling 
conversations and that the message aligns with the story 
buyers consume throughout their end‑to‑end journey. 
Disciplined processes must be put in place to ensure 
sales fully buys into the corporate story and can  
articulate the strategy in a clear, compelling way.
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Partners
Your partners play a vital role in the customer experience, 
and today companies have larger partner ecosystems 
than ever before. That’s why it is imperative that your 
partner ecosystem is operating from a shared corporate 
strategy and story. This will create greater connectivity 
and continuity in the messages partners deliver across 
various channels, communication vehicles and  
touchpoints throughout the customer experience.

As a CEO and C‑suite executive you might be saying, I 
have lieutenants who are responsible for these areas of 
the business. That is true. However, if they don’t have 
access to a shared corporate strategy and story – how can 
they operate from the same sheet of music? If they have 
not been educated on how the strategy and story relates 
to their area of the business, how can you expect their 
teams to execute effectively on a daily basis?

It’s no wonder only 14 percent  
of employees understand what  
the organization’s strategy is and 
90 percent of frontline employees 
don’t know what their company 
stands for. They have not been 
given a consistent roadmap to  
operate from nor have they been 
told how to navigate it.

Do you want to outperform the competition?

Do you want to deliver better bottom‑line results?

Then you better get serious about aligning and activating your  
corporate story and strategy across your organization. And  
remember, as a C-suite executive, while you may not own the 
end-to-end execution of your strategy and story … you sure as 
hell own the activation plan behind it.

James O’Gara is the CEO and Founder of 

OnMessage, a management consulting firm 

that specializes in helping C‑suite executives 

formulate intentional messaging and  

communication strategies to create clarity 

in the minds of employees and customers. 

Clarity that increases employee engagement, 

improves the customer experience and  

maximizes organizational performance.

Mr. O’Gara is also an active member of the 

Forbes Communications Council and his 

thought leadership often appears on  

Forbes.com.

To learn more about OnMessage visit www.itsonmessage.com.

http://Forbes.com
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BY: JAMES O’GARA

Achieve Success Through  
Consistency, Connectivity 
and Continuity.
In the hyper‑connected, always‑on, customer‑driven world we operate in today, leading CEOs are 
leaving their old‑school definitions of marketing and communications behind. They are writing a 
new playbook. A communications playbook for the entire enterprise that is rooted in delivering  
a consistent, connected and cohesive story throughout the customer experience. 

Consistency serves as the cornerstone. 

As a CEO or C‑suite executive, you have long understood that formulating a meaningful and  
relevant corporate story is critical to success. However, what you may not have realized is that  
delivering a clear, consistent story throughout the customer experience ultimately determines  
the winners and losers in business today.

In fact, I would go so far as to say that a flawed, less-than-compelling corporate story — delivered consistently 
throughout the customer experience — will outperform a highly effective, relevant message that is delivered 
inconsistently … every time.  
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Connectivity is what establishes critical links. 

One thing successful companies have been known for is launching things.  
Launching new brands. Launching new campaigns. However, what will define  
successful companies in the future is not how well they launch things … but how  
consistently they link things. More specifically, intentionally linking the various  
conversations, communication channels, marketing vehicles and touchpoints that  
play a critical role in the customer journey. An article on Business2Community.com 
crystalizes this thought: 

“Customers don’t need more ads, emails, ebooks,  
webinars, workshops, phone messages, sales meetings … 
they need an experience that turns their interest to  
purchase. You must think about every touchpoint in  
a very intentional way rather than simply creating yet  
another marketing initiative.” 
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Continuity is about the customer experience. 

The customer experience, as the battleground for 
business, has elevated the importance of “intentional” 
consistency, connectivity and continuity of your story like 
never before. To be successful, CEOs are deploying an 
entirely different approach to managing the corporate 
story throughout the customer journey. They are  
reengineering roles, responsibilities and processes.  
They are reaching across “party lines” and developing 
connected, cross‑functional messaging development 
and delivery processes between every customer‑facing 
area of the company. These CEOs are breaking down 
silos across the business that prevent the company from 
delivering a clear, consistent and connected story. They 
are demanding the development of cross‑functional 
communication strategies and implementing change 
management programs to transform how the company’s 
story is brought to life throughout the customer experience. 

Why is consistency, connectivity and continuity 
so important to the modern CEO? 

Because, the customer experience has fundamentally 
changed how prospects and customers engage with 
your company. It has also changed the way companies  
acquire, retain and create loyal customers. These 
changes are sweeping and impact almost every facet  
of the business. 

Leading CEOs are meeting these challenges head‑on by 
redefining how their organization delivers the company 
story. They are designing and implementing messaging 
development and delivery processes that will meet the 
communication and connectivity requirements of  
today’s buyer.

In the end, leading CEOs are transforming their companies  
into “customer-centric” organizations that are intentionally  
engineered to bring a clear, compelling and consistent story  
to life throughout the customer experience. 
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To establish clarity in the minds of customers, the C‑suite 
must make corporate messaging a strategic priority across the 
organization and fully buy into the fact that the story directly 
impacts the financial performance of the business. It also 
requires that the C‑suite get sales, marketing and customer 
experience leaders in a room to define what the story is and 
devise a new game plan for how that story will be delivered 
across all three phases of the customer experience (self‑ 
service, sales, post‑purchase).

For executives to develop a compelling and authentic  
message, the corporate story should be rooted in the  
company’s go‑to‑market strategy, competitive intelligence  
and insights gained from voices that matter. These voices 
include prospects, customers, employees and partners. Then 
the executive team must invest the time and energy to build  
a holistic Corporate Messaging Platform that will serve as the 
foundation for customer communication across the enterprise.

Creating Clarity in the 
Mind of Your Customer 
Starts in the C-Suite.

BY: JAMES O’GARA
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This platform must include specific, intentional words and phrases that 
tell the complete corporate story. A story that captures the essence of 
the company’s:

> Purpose
> Vision
> Mission
> Values
> Promise to customers
> Positioning statement
> What we do
> The value we deliver
> What makes us different

The critical role your story plays in all three phases of the 
customer experience. 

With a strategically aligned Corporate Messaging Platform in place,  
executives must then work with customer experience professionals and 
functional leaders to activate the story. The goal is to establish conviction  
in the story and ensure processes are in place to activate consistent 
messages across critical channels and touchpoints throughout all three 
phases of the customer experience (self‑service, sales and post‑ 
purchase). Let’s examine the role each phase plays in the customer 
experience:

Self-Service Phase 
This phase of the customer experience is increasing in importance  
every day. The self‑service phase is where prospects and customers are 
engaging with your corporate story independently, without any human 
interaction from your organization. This is where they are learning more 
about your company, people, products and services predominantly 
online, consuming content and messages through a wide range of digital 
channels. According to Kapost, a content management company …

“60% of decision makers start their buying  
journey with informal research, using search  
engines and business blogs to research  
products, problems, and solutions.”

To reap the greatest value in the self‑service phase of the customer  
experience, you must cultivate engagement and trust, which is  
accomplished by ensuring that a clear, compelling and consistent  
message is delivered across critical self‑service channels and touchpoints.
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Sales Phase 
The buying journey is a critical aspect of the customer 
experience and consists of two distinct, yet highly  
connected processes: self‑service and sales. The 
self‑service phase, as we have discussed, takes place 
when prospects conduct independent research and 
consume your corporate story without interacting with 
anyone at your company. This is when they decide if 
they want to engage in actual sales conversations. If 
they like your story, content and point of view, they will 
engage with a sales person.

At this point, the goal is to ensure sales professionals are 
well‑positioned to connect with, extend and add to the 
story consumed during the self‑service phase. However, 
if marketing and sales are not working from the same 
sheet of music, the self‑service and sales experience 
can break down because of inconsistent and disjointed 
messaging. That’s why it’s imperative that marketing and 
sales are working from a common Corporate Messaging 
Platform, and why sales enablement tools and selling 
conversations must be infused with strategic messages 
from this shared platform.

Companies that connect the self‑service and sales phase 
of the customer experience with a clear, compelling and 
consistent corporate message spark meaningful and 
trusted connections and conversations with customers.

Post-Purchase Phase
The post‑purchase phase of the customer experience 
plays a significant role in repeat purchase, customer 
retention and loyalty. In fact, according to research  
conducted by New Business Strategies …

“60 percent of Fortune 500 companies say their purchase 
decision is based on what the buyer believes their post-purchase 
experience will be like.”

Many executives default ownership and accountability 
for the post‑purchase phase of the customer experience 
to the customer service or support department.  
Needless to say, this is a blatant oversimplification. The 
truth is, almost every aspect of the business plays a role 
in the post‑purchase experience. Sales, sales support, 
product management, marketing, public relations, 
account management, and professional services just to 
name a few. The executive team must get more involved 
in shaping the post‑purchase phase of the customer  
experience. After all, it is in this phase of the journey 
when the promises and messages the company has 
communicated during the self‑service and sales process 
must actually be fulfilled. Purpose‑driven brands  
leverage the power of a consistent story.

The bottom line is, your story shouldn’t (can’t) change 
from one phase of the customer experience to the next. 
The story should become richer, clearer and more 
compelling as the customer journey takes shape. This 
reminds me of a great quote in the Wall Street Journal 
from Susan Credle, Global Chief Creative Officer at  
FCB …

“The most successful brands are  
purpose‑driven and don’t get bored 
with their story, because it is authentic 
to them. They retell it over and over 
again in new, surprising, creative ways. 
The story doesn’t change because 
of a new CMO or a new agency. The 
pace might get more dramatic, the 
plot might take a twist, but it is still the 
same story.” 

Are you telling a consistent and compelling story throughout all 
three phases of the customer experience (self-service, sales, 
post-purchase)? If you are not, you’re missing out on an  
opportunity to build stronger, more profitable customer  
relationships that will deliver sustained business growth.
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5 Questions Every CEO  
Must Answer to Maximize  
Customer Engagement.
The #1 trait of companies that succeed in delivering a superior customer experience is the ability  
to develop and deliver a clear, consistent message. (McKinsey)

Today, prospects and customers expect continuity and consistency throughout the buyer journey. 
One way CEOs and C‑suite executives can ensure this happens is to implement a disciplined  
process for developing and delivering a consistent story throughout the customer experience.
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Here are five questions every CEO should answer to 
determine if their corporate story is maximizing  
engagement and growth throughout the customer  
experience.

73% of CMOs indicate that their teams are not on  
message. (CMO Council)

Most executives think if they have a snappy corporate 
tagline and value proposition, the corporate story is 
complete. But the reality is, that will only go so far with 
respect to engaging and converting prospects to  
customers. There has to be more to the story. That’s why 
executive teams need to ensure there is a comprehensive  
Corporate Messaging Platform in place and embraced 
across the organization. This complete version of your 
story serves as the foundation for clear, compelling and 
consistent communication throughout the customer 
experience. A Corporate Messaging Platform goes well 
beyond a simple, one‑page messaging document for  
the marketing department. It includes a broad range  
of actionable messaging content and tools for every  
customer‑facing area of your business and drives  
messaging continuity throughout the customer journey.

70% of brand perception is driven by employees.  
(Enterprise IG)

To bring your corporate story to life and cultivate lasting 
change in the customer experience, every employee 
must buy into and be armed with the key messages that 
can be delivered consistently across critical touchpoints 
in the customer journey. From casual conversations over 
the phone to customer‑facing presentations, your  
employees must be able to deliver clear, compelling  
elements of the story with every connection they make. 
For this to happen, executives must ensure formal  
processes are in place that enable employees to  
internalize, personalize and activate the corporate story 
in daily work activities.

13

Is your corporate message clear,  
compelling and consistent?

Are your employees able to bring your 
story to life?
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53% of sales executives say that consistent messaging 
in sales is a significant challenge. (SAVO Group)

In this self‑service age of the customer, buyers consume 
a large percentage of your corporate story before ever 
speaking with a salesperson. That’s why messaging  
continuity and connectivity is essential between the 
self‑service and sales phases of the customer journey. 
Executive teams must ensure clear, compelling and 
consistent corporate messaging is infused into sales 
tools and selling situations if they want to ignite trusted 
conversations with buyers and improve sales results.

56% of companies do not have a documented thought 
leadership strategy. (Content Marketing Institute)

According to the Pedowitz Group, “Content is not a nice 
to have. It’s your voice and direct link to customers and 
prospects … companies must make sure it aligns with 
their marketing message.” So, needless to say, thought 
leadership is critical when it comes to engaging today’s 
buyer. To maximize engagement throughout the buyer 
journey, your company’s content strategy must be  
intentionally designed to extend and amplify critical 
elements of your corporate story. This will ensure the 
story buyers consume from one phase of the customer 
journey to the next is clear, compelling and connected.

While your corporate story is the foundation of business 
success, it must be wrapped in memorable creative to 
achieve maximum audience engagement. That’s why 
brand integration — creative execution that is aligned 
with your messaging strategy — is so important. Your 
visual brand (colors, images, photography, etc.) must 
be intentionally designed to bring the corporate story to 
life if you want to maximum engagement throughout the 
customer experience.

Are you capitalizing on every customer 
conversation?

Is your thought leadership strategy 
aligned with your corporate story?

Does your story and visual brand align?
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So, are you maximizing the return on every  
connection you make?

The days of marketing owning the voice of your company 
are over. Today, every employee and touchpoint a  
buyer interacts with can make or break the customer  
connection. That’s why your organization’s ability to  
deliver a clear, compelling and consistent message is  
so important.

Remember, consistency and connectivity in your story 
won’t happen by chance.

As a CEO or C‑suite executive, you have to play an active 
role in the process. More specifically, you must ensure 
your organization has… 

> A Corporate Messaging Platform in place and your 
story is fully embraced across your organization.

> Intentional processes that are used to deliver a  
clear, consistent and connected story across customer‑ 
facing parts of your business and critical technology‑ 
enabled touchpoints. 

Only then will your corporate story become a competitive  
advantage and your business be well positioned to succeed in  
the customer experience economy you operate in today.

http://Forbes.com
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