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If You’re an Executive, Chances Are 
“Change” Is on Your 2018 Agenda.

Here we are. The first week of 2018. If you’re like most executives, you have a short list of strategic 
changes that you need to execute in the coming year.

With that said, now is a great time to ask yourself what you’re going to do to ensure these initiatives:

Take root;

Deliver measurable results; and

Produce sustained growth. 

One critical factor in the success or failure of these initiatives will be your ... Messaging and  
Communications Strategy.

In business, especially when it comes to strategy and execution, communication can be the root  
of all evil or the true reason for success. 
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If your message is poorly crafted and delivered —  
it will produce chaos and confusion.

If it is intentionally shaped and communicated —  
it will increase efficiency and effectiveness. 

And let’s just say, having worked with  
hundreds of executives over the last 16 years, 
we’ve seen our fair share of train wrecks  
and tragedies when a messaging and  
communications strategy has not been the  
core driver behind critical initiatives. 

Reoccurring Themes of Change 
Every year, we also see reoccurring themes of change 
in business. Strategic changes which executives focus 
on at this time of the year. Below are a few that you will 
likely be executing against in 2018, and all of which 
 will require disciplined messaging and communications 
strategies to be successful. 

Corporate Repositioning / Differentiation 
Competitive movement, shifts in buying requirements, 
category disruptors and more demand that executives 
reposition their companies and / or offerings to compete 
in changing business environments. The degree by 
which employees, partners and customers understand 
and embrace the new positioning can make the  
difference between success and failure. 

Product / Service Introductions 
Many companies will launch new products and services 
this year to stay ahead of the competition and meet ever‑ 
changing customer requirements. The degree by which 
executives prepare their employees, partners and other 
stakeholders to execute product / service introductions 
will determine the short‑ and long‑term success those 
offerings have in the market. 

Market / Industry Expansion 
Many executives will look to enter new markets and 
industries in the coming year. To effectively penetrate 
and capture market share — your leadership team must 
have a complete and cohesive plan of attack. How you 
position your offerings, the story you will tell in these 
markets, and the communications strategy you execute 
internally and externally will have a direct impact on  
your ROI. 

Vision / Strategy Changes 
With it being a new year, many companies have made or 
will be making changes in leadership, the vision for the  
company and / or their go‑to‑market strategy. These 
significant shifts in the business require disciplined  
and persistent communication up and down the  
organization. Executives must ensure the message is 
understood, embraced and activated if they want these 
changes to produce greater organizational clarity,  
alignment and performance. 
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Mergers / Acquisitions 
Many executives have M&A transactions on their mind 
as the year begins. The key word being “transaction.” 
But, what happens when the deal is done? Don’t forget 
“integration communication” will ultimately determine 
your ROI. So, the question you should be asking is, 
who’s going to define and execute the communication 
strategy that is required to shepherd employees,  
partners and customers through each phase of the  
M&A integration process to ensure it is a success? 

Employee Recruitment / Engagement 
A big theme this year is employee experience. How can 
companies create a superior experience that can be 
used to recruit, retain and engage high‑performing  
talent? One critical part of the journey is the story you 
share with current and future employees. Executives 
must develop an authentic, compelling story that  
attracts, inspires and engages today’s diverse workforce. 
A story that employees will want to share with others. 

These strategic change initiatives can make 
or break a company’s year. And, their success 
depends heavily upon effective messaging and 
communications strategies. In the end, only 
those executives who translate these and other 
strategic initiatives into meaningful stories 
will win. They will win because they will have 
created meaningful, material connections with 
customers, employees and their brand. 
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LEADERSHIP

When C‑suite executives are added to the team, they 
are brought in for reason.Whether it’s a new CEO or a 
leader over finance, operations, marketing or HR … 
that person has been put in place to inject change 
into the organization. 

Changes that impact the trajectory of the organization 
as a whole or a specific dimension of the business. 

What many executive teams overlook is the impact 
this significant leadership change can have on  
employees, investors, customers and partners.  
After all, their world has just been shaken up as well. 
Why? Because new leaders come with new ideas, 
strategies and priorities. They come with different 
expectations as it relates to corporate culture  
and performance. 

When these new and different initiatives are put  
into play — they can wreak havoc on organizational 
performance if they are not communicated effectively. 

Change in  
Your C‑Suite. 
Change 
Your Story.
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There has to be a story behind the change. A story that 
helps employees, customers and partners connect the 
dots. A story that answers specific questions such as …

>  Who is this new leader? 

>  Why was a change made? 

>  What are their plans and expectations? 

>  How does this impact our current strategy? 

>  How does this impact what is expected of me  
(as an employee)? 

>  How does this impact me (as an investor)? 

>  How does this change impact me  
(as a customer)?

>  How does this change impact me  
(as a partner)?

>  How will this impact our culture? 

>  How will this impact our brand story  
(short‑term and long‑term)? 

In certain cases, answers to some of these questions  
will be “not at all.”

However, in most cases, there is a story that needs 
to be told. A story that increases clarity, comfort  
and confidence across your employee, investor, 
customer and partner ecosystems. 

And when the story associated with changes in the 
C‑suite is poorly managed — the change creates  
more confusion than clarity. It disrupts organizational  
performance … instead of improving it. 

Now, let’s be clear. When we say you need a story, we 
don’t mean a company‑wide email or press release.
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We are talking about an authentic story that has been 
intentionally shaped to answer these questions for each 
stakeholder group and at each level of the organization. 
And no, we are not talking about sharing that story in a 
single town hall event or introduction at the next  
company meeting. 

We are talking about a sustained set of messages that 
leaders, managers and frontline employees will receive 
over time. A story that will mature and evolve as the  
new leader’s strategy takes root. A story that is synched 
with the changes this leader will be making across the 
organization. 

We recommend companies have a messaging and 
communications strategy that aligns with the new C‑suite 
executive’s journey during his or her first year in the 

organization. That means you have an intentional story 
and communications strategy for Week 1, the First 100 
Days and for the remaining quarters that follow during 
the first calendar year. 

So, if your C‑suite has recently made a change — 
ask the tough questions. What’s our story in  
support of this change? Who owns it? What’s  
the communications strategy to get employees,  
investors, customers and partners to embrace it?

If you happen to be the one filling a C‑suite position — 
you need to ask the tough questions. And then ensure 
there is a messaging and communications strategy in 
place so you can be successful in your new role. You’ll 
be glad you did.



Are Strategic Shifts in 
Your Business Reflected 
in Your Story?
As a business leader or C‑suite executive, your job is to look at the big picture. 
To assess internal and external factors and make appropriate business decisions. 
Said another way, it’s your job to move the business forward.

And if you are like most executives, you’ve made some pretty significant shifts 
over the past 12‑18 months. And, you probably have a few more on your list for 
2018. That’s why, as a business leader, you have to ask yourself … 

How do these decisions and strategic shifts in the business impact the story our 
employees, salespeople and partners share in the market? 
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If you don’t ask this question or do anything about it, 
the same old story will play out in customer and buyer 
conversations.

Worse yet, the change and growth you are striving to 
achieve will never materialize. 

So, as you look back at 2017 and look forward to 2018, 
ask yourself … 

Are the strategic decisions and changes we are 
making … coming to life in our corporate  
messaging and positioning? Or ...

Do we need a new story? 

The truth is, if you’ve made material changes in the 
business in the recent past, it’s highly unlikely that they 
are part of your corporate story today. At least not in any 
sort of comprehensive and consistent way. 

Has your organization …

>  Run into new competitors and players in  
your space? 

>  Launched new products or services? 

>  Enhanced or upgraded your solutions portfolio? 

>  Updated your vision and go‑to‑market strategy? 

>  Expanded into new geographic markets  
or industries? 

>  Grown exponentially and experienced a  
culture change? 

These are just a few examples of events that trigger 
executive decisions, redirect the business and yes 
… directly impact your corporate story. They all have 
implications on corporate positioning, value proposition, 
differentiation, etc. 
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With that said, in most cases, even though the  
business has evolved … the story in the market 
goes unchanged. This just doesn’t make sense. 

You invest heavily to ensure strategic changes 
are operationalized, yet when it comes to the 
message your employees and partners share 
with prospects and customers ... that story 
remains the same. 

What a waste.

What a lost opportunity.

Most importantly, what a mistake. 

It is important to remember, the degree by which 
stakeholders understand and embrace the new  
story and positioning determines just how successful 
strategic shifts in the business will be. Said another 
way, it ultimately determines if the investment you 
have made to move the business forward will  
actually materialize into growth. 

So, if you’ve made strategic shifts over the past 
year or plan to make changes in 2018 — look 
at them through the lens of your story. The 
story you are currently telling in the market 
and then … the story that needs to be told for 
these investments to pay off.
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Quarterly and Annual 
Business Performance  
Is Driven by Clarity.
This is the time of year when executive teams chart the course for the  
organization. They devise pillars, anchors and initiatives that serve as the  
cornerstones of their strategy. And for good reason, they want to ensure the 
organization is aligned. They want everyone moving in the same direction. 

They seek to achieve organizational clarity. 

These plans are typically launched in a company “kick‑off” or town hall meeting. 
And this is a great starting point. This event becomes a “level‑setting” opportunity  
for the entire organization. An opportunity for executives to clearly communicate 
the vision; priorities the organization should be focused on executing; how  
you are going to make it happen; and the goals you are collectively setting out  
to achieve. 

PERFORMANCE
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This is also the time of year when many executive teams 
enhance, update or clarify the overarching vision,  
mission, values and story the organization wants to  
share in the market. This too is rolled out company‑wide. 
Many times, through an all‑employee meeting or series 
of internal communications initiatives. 

The question is, how do you know if it sticks? 

How do you know if it is understood, embraced and 
acted upon? 

By leaders, managers and frontline employees? 

Most executives don’t. 

And this is a problem because if the story around the 
strategy is not understood, embraced and executed … 
the strategy will fail. I am using strategy broadly here. It 
could be your top three strategic initiatives for the year 
… your vision, mission and values … your overarching 
go‑to‑market strategy, etc. 

With that said, I can’t tell you how many times I’ve heard 
C‑suite executives and business owners say … 

“I’m just not sure if our leaders, managers and 
team members are all on the same page.” 

“I really don’t know if our employees understand 
how the strategy links to what they do.” 

“I wish I knew if our employees have really bought 
into our vision, mission and values.” 

These statements reflect the need for executives to have 
greater visibility to the level of clarity and alignment that 
exists up and down their organizations. At every level, 
across critical roles and within specific functional areas 
of the company. 

To make this happen, executive teams must have a  
process and solution in place to gain visibility to “the 
degree of clarity” that exists across the organization on  
a consistent basis. 

At OnMessage, we help executives gain access to this 
visibility through engaging, online Organizational Clarity 
Assessments. This online discovery tool and reporting 
dashboard enables executive teams to assess the degree 
of clarity that exists in four specific areas that directly  
impact business performance. More specifically, it  
provides C‑suite executives and leaders with answers  
to these critical questions … 

Does our organization have a shared definition 
of success, understand why we exist and do 
what we do? (Vision) 

Do our team members have clarity around  
our strategic business initiatives and  
priorities? (Strategy) 

Are we operating under the same set  
of shared beliefs and behaviors?  
(Values) 

Do we all share the same message and  
position we want to own in the minds of  
the customers? (Story) 
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These assessments are accessed and 
launched entirely online. The tool is easy to 
use and provides leaders with the insights 
they need to assess and improve  
organizational clarity in all four areas  
(Vision, Strategy, Values and Story). Results 
are captured, segmented and shared through 
“drill‑down” reports executives can view 
online to identify areas of the business that 
require greater clarity. Once identified,  
additional communication, education or 
direction can be delivered with pinpoint  
accuracy (by role, department, tenure, etc.) 
to improve organizational performance. 

Regardless of how you, as an executive, gain 
visibility — you must have it.

Why? Because, the successful execution of 
core business strategies and organizational 
performance is directly tied to the degree  
of clarity that exists up and down your  
organization. Without proof that clarity exists, 
all you can do is “hope” that the story around 
your strategy is embraced and acted upon.

But we all know that in business and in life 
… hope is not a winning strategy.
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