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One Thing That 
Drives Effective 
Business Strategy 
Execution
If an organization succeeds or fails at  
implementing strategic corporate initiatives,  
navigating a crisis, completing a merger, launching  
a new product line, or living up to the company’s 
vision,mission and values … the CEO is accountable.

Why? Because he or she owns the strategy. No, not just the 
business strategy – the messaging and communication  
strategy required to make it a success.

Sure, C-suite executives hold themselves accountable for  
strategy. However, what many executives have not  
acknowledged is … they own the story behind it.

In a recent article published by Wharton School of Business, 
communications expert Walter G. Montgomery said …

“CEOs commonly blame lousy communication  
when well-laid plans go awry. Yet, paradoxically,  
communications is an undervalued, lightly 
regarded discipline in the theory and practice 
of corporate leadership.”

PERFORMANCE
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Think about how much brain power and energy you  
and your C-suite put into shaping strategic business 
initiatives. Now think about the small amount of time  
(in comparison) you spend on the messaging and 
communication strategy in support of it. As a C-suite 
executive, you may not be the one to actually put words 
on paper (many do) – but you absolutely need to lead, 
shape and guide the messaging and communication 
strategy that is used to bring the strategy to life. Why?  
No one knows the business strategy like you do. No  
one knows the story behind it like you do. You need  
to be involved throughout the entire journey.

Montgomery went on to say, “Chief executives need  
to focus on communications as a management  
capability much more seriously than they typically  
do. They should lead a thorough rethinking of what  
communications does and should do, subsequently 
transforming it into the constructive force it can be.”

Modern CEOs are taking Montgomery’s advice. They 
know that if communication breaks down, business  
performance goes down. They realize that business 
strategies, when backed with the right messaging,  
deliver better results. Most important, modern CEOs 
know they have to own the process, because at the end 
of the day … success or failure lies on their shoulders. 

Winning business strategies are driven by successful 
messaging and communication strategies. So, if you’re  
a CEO or C-suite executive, it’s time to redraw the 
boundaries around strategic communications in your  
business … placing yourself and members of your 
C-suite squarely in the middle of it.
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Executives leverage communication strategies to harness organizational 
power and produce value. Value that translates into improved  
organizational performance, competitive advantage, employee  
engagement, customer loyalty and business results.

The CEO Communicator Awards celebrates leadership excellence in  
communications, honoring those executives who communicate in ways 
that produce lasting business value.

Nominate your executive today at CEOCommunicator.com. 

Winners will be revealed in the November issue  
of CEO Communicator Magazine and featured on  
CEOCommunicator.com.

Submit Your 
Nomination Today

Do Your Executives
Have What It Takes?
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Business leaders must address customer,  
competitor and industry dynamics more rapidly  
than ever before. To keep pace, many executive 
teams cast new visions and strategies for their  
businesses … then ask the organization to  
“skate to where the puck is headed.”

After all, that’s what it takes to compete in the  
modern world, right?

True. To compete in today’s business environment, 
organizations have to be extremely agile and adaptive.

However, there is one caveat.

You can’t let your vision, strategy  
and external story get too far out  
in front of your organization.

What this means is, business leaders must remember …  
there are two parts to every strategy and story.

Sure, there’s the market-facing strategy and story you 
share with customers, partners and investors that are 
designed to pull the organization forward and capture 
new opportunities.

But there is also the “operational” strategy and story 
that must be shared with employees. The story that 
bridges where you are today and how you are going 
to realize the vision you are chasing.

Your New Go-to-Market Strategy 
May Be Killing Organizational  
Performance.

CULTURE
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This is the critical step in the “change process”  
many executives forget about. They under-estimate  
the impact a shift in their vision/strategy and story can  
actually have on the mindset, behavior and performance  
of their workforce. Then, when new strategies and  
stories are launched, executive teams wonder why 
everyone isn’t re-energized. Why the organization isn’t 
embracing the change and all the greatness that will 
come as a result.

Well, the main reason is because the external  
strategy and story has not been “translated” into an 
employee-facing story that answers the most critical 
questions …`

What’s in it for me?

What are you asking me to do differently?

What is going to change … what is not going to change?

How is this going to impact my role now and in the future?

What’s our game plan/timeline for getting there?

What does success look like in 12, 18, 36 months?

Simply put, you need to share a well-defined and clear 
story with your employees about how the vision/strategy 
is going to be “operationalized” across the business.

We see it happen time and again. The strategy and 
external story get way out in front, and large segments of 
the employee population are left behind asking, “What 
does all of this mean?” When this happens, employees 
get confused. They become apprehensive. They start 
to question if they even have a role in the story being 
shared in the market. All of these things drive up  
voluntary attrition and customer confusion, and they 
ultimately drive down organizational performance.
It happens when new product or service offerings are  
introduced; when organizational transformation  
initiatives are launched; when executive teams reset  
the go-to-market vision, strategy and story.

Now, we aren’t advocating that you slow down. We aren’t even 
saying you shouldn’t ask your organization to “skate to where the 
puck is headed.” But what we are saying is that you can’t forget 
the other part of the story. The part your employees need to 
hear, understand and embrace if you are going to operationalize 
change and capture the opportunities you are chasing.
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Today, prospects and customers expect continuity and consistency 
in your story throughout their journey with your company. The only 
way to ensure this occurs is to develop and infuse a clear, compel-
ling and consistent corporate message inside and outside of your  
organization.

No wonder a recent McKinsey study revealed the  
number one trait of companies that succeed in delivering 
a superior customer experience is in fact the ability to 
develop and deliver a clear, consistent message. That’s 
why it is critical that your organization have a well-defined 
process for delivering a consistent story throughout the 
customer experience — a process that will maximize  
engagement and deliver the highest return on every  
connection you make.

Everyone knows that effective engagement starts with a 
clear and compelling message that resonates with your 
target audience and is brought to life consistently through 
interactions prospects and customers have with your 
organization. This is a challenge for most companies. In 
fact, according to a recent survey, more than 73%  
of CMOs indicate that their teams are not on message.

Continuity in Your  
Story Will Separate 
You from the Pack.

PERFORMANCE
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That’s why you need to have a strategic Corporate  
Messaging Platform that will ensure employees share  
a consistent story in critical business situations. This 
platform must go beyond a simple, single-page  
positioning document for the marketing department 
and deliver the actionable messaging content and tools 
that executives, sales, customer service, HR and every 
other customer-facing team across your organization  
so desperately needs to stay on message.

From casual conversations to client-facing meetings, 
social media interactions and more your employees 
have the opportunity to make or break your brand and 
customer experience. In fact, a recent study found  
that up to 70% of brand perception is driven by the  
interactions and conversations prospects/customers 
have with your employees.

So, if you want to differentiate your business from competitors 
and deliver a superior customer experience it’s time to get on 
message. It’s time to build a clear, compelling and consistent 
story that your entire organization can get behind and bring to 
life in the customer experience.
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Sharing a Consistent Story in the  
Market … Starts on the Inside.

STORY

We talk a lot about the value and importance of infusing 
your corporate story into your culture and customer  
experience. It is the process by which leading compa-
nies secure a clear position in the market and in the 
minds of their customers.

So, you probably understand why your biggest  
advocates “must be” your employees — telling one  
consistent story inside and outside of your organization.

And while all business leaders want their company  
to share a clear, compelling and consistent story in 
the market — very few do what it takes to make it  
actually happen.

So the question is … what does it take?

How do you get employees to deeply  
understand and embrace the true 
meaning behind your story?
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How do you get employees to consistently bring that 
story to life?

Well, it all starts on the inside. You must establish 
employee “buy-in” through intentional and sustained 
internal communications and educational programs  
that leverage proven learning techniques. You also  
need to provide your employees with the knowledge, 
content and tools required to personalize, internalize  
and apply the story in everyday business situations.

Here are a few tips for converting your employees into 
true messaging evangelists:

Personalization.
You have to tell employees what’s in it for them.  
You must convey the strategic rationale behind your 
story and how it relates to their daily work activities. 
Employees who understand the big picture and connect 
that perspective with their individual responsibilities are 
more likely to activate your story in daily interactions with 
customers and team members.

Internalization.
Your goal is to ensure employees internalize your story. 
This means helping them connect the messaging with 
real situations they will experience on the job. Make it 
real and relevant to the activities they participate in every 
day with other employees and customers.

Application.
Let your team know what is expected of them when 
they return to their daily routine — and educate them 
on how to apply the new messaging and tools they can 
use to put the story into play (marketing materials, sales 
enablement tools, etc.). As our team says, “It’s not what 
they learn, it’s what they use.”

By integrating this personalization, internalization  
and application approach into sustained internal  
communications and education programs, you’ll be  
sure to create messaging ambassadors across your 
organization.

But remember, it all starts with an “inside-out” state  
of mind.
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