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Change your  
employees’ story. 
Change your  
customer experience.
According to Enterprise IG, 70 percent of customers’ brand perception is determined by 

conversations with employees; and yet, Gallup Poll found that only 41 percent of employees 

understand what their companies stand for.

What stories are your employees telling? And how would you go about changing these stories 

to create a clear and consistent customer experience?

First, companies must discover the story they want to tell. Effective customer communication 

starts with a clear, compelling and consistent Corporate Messaging Platform.

But then getting that story into the hearts, minds and voices of employees requires change. The 

word “change” often elicits an involuntary stress response. Why? Because change isn’t easy.
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CHANGE YOUR EMPLOYEES’ STORY. CHANGE YOUR CUSTOMER EXPERIENCE.

Chip Heath, author of Switch: How to Change Things 

When Change is Hard wrote, 

“[A leader’s] rational side may say that the 
company needs to go in a different direction. 
But the emotional side is comfortable with  
the old ways of thinking and selling, and it  
has great anxiety about whether the company 
can change successfully.”

The fear is real, and it’s valid. Nearly half of all corporate 

change initiatives fail. To succeed in changing employee 

behavior, build a plan that:

>  Creates awareness through sustained internal  

communications

>  Develops skills through learning that’s reinforced 

over time

>  Integrates your new story into sales processes, 

service scripts and more

> Builds desire through recognition and rewards

>  Monitors the impact of change through effective 

measurement method

When marketers work across lines of business to  

engage change amongst executives, HR teams, sales 

organizations, customer service and delivery teams — 

change can be successful and reap tremendous  

benefits. By helping employees deliver a clear,  

compelling and consistent message through disciplined 

organizational change initiatives your company will:

>  Realize new business opportunities and growth

>  Articulate credible, mutual business value in  

every customer conversation

>  Engage employees with authentic reasons 

 to believe

>  Build trust with customers through a  

consistent messaging

>  Achieve measurable business and  

performance goals

As the industry continues to add more and more channels 

through which to reach customers, it is imperative that 

marketers select the ones that will have the biggest  

impact on reaching stated goals. Investing in changing 

the way employees bring your company story to life will 

have a lasting effect on the customer experience.
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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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CMOs: Give Your 
Company an Edge  
in the Competition  
for Talent
According to a recent LinkedIn survey of 4,000 talent and  
recruiting leaders from around the world, a strong partnership  
between the CMO and the human resources leader is more 
important now than ever before. In fact, nearly half of  
recruiters expect that recruiting will increasingly resemble 
marketing over the next five to 10 years.
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CMOS: GIVE YOUR COMPANY AN EDGE IN THE COMPETITION FOR TALENT

Improving the candidate experience and  
bolstering the employee brand is becoming a 
priority for more and more recruiters. After all,  
as Forbes points out, the same people who buy 
your products are the same people who apply  
for jobs, and they have equally important roles  
as “one pays you cash and the other grows  
your business.”

So why don’t we talk to these audiences in the same way? 
We should. In today’s intensifying competition for talent, 
your company can’t afford a gap between marketing and 
HR. The messaging that employees consume during the 
recruitment experience must align with the messages 
they hear as customers moving through the buying journey.

This means that as CMOs assume a more  
prominent role in the C-suite, they must partner 
closely with HR to lead the charge in creating a 
strategy that infuses the company’s vision,  
mission and values throughout the recruitment 
experience in a clear, compelling and consistent 
manner. By ensuring that recruitment materials  
are anchored in the company’s Corporate  
Messaging Platform and that key messages are 
pulled intentionally and strategically through 
every touchpoint, from the website to job listings, 
in-person interviews and beyond, CMOs and HR 
can give their company a serious competitive 
edge. And by aligning their goals and creating 
recruitment materials that promote the brand and 
ensure a consistent employee experience,  
HR will gain a deeper understanding of the  
company’s needs. This enables them to not just 
hire individuals with the right skills, but construct 
a clear, compelling and consistent talent plan  
that attracts and retains employees capable  
of driving improvement vital to the company’s 
long-term success.
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CMOS: GIVE YOUR COMPANY AN EDGE IN THE COMPETITION FOR TALENT

Sixty-three percent of recruiting leaders expect an  
increase in hiring volume. It’s time to move away from ad 
hoc job ads, and take advantage of a strong partnership 
between marketing and HR leaders. By creating a strategy 
that weaves a clear, compelling and consistent message 
throughout the recruitment experience, CMOs can begin 
to infuse the company’s vision, mission and values into 
the hearts and minds of employees and transform them 
into company advocates — even before their first day.
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Pull Your Business 
Strategy Forward With 
Corporate Messaging.
Have you ever assessed your business strategy through the lens of your 

corporate message? You should. Architecting a corporate message that 

will pull your business strategy forward is key to your success. However, 

there is often a lack of connectivity between an organization’s strategy 

and its messaging. And even worse, it is frequently left to the interpreta-

tion of others.
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What causes the business strategy and corporate  

message to be misaligned? In short: constant change. 

New product launches, new regulations, new leadership,  

industry shifts, mergers and acquisitions, business 

growth and geographic expansion all impact the  

alignment of corporate messaging and business strategy. 

If messaging doesn’t pull the business strategy forward, 

misalignment may create the following barriers for growth:

> Sales cycles slow or stall

>   Customers are confused

>   Employees perform poorly

>   Revenue opportunities are missed

>   Merger or acquisition integrations fail

It takes commitment — illustrated through both clarity 

and buy-in — to align your business strategy with  

corporate messaging. To gain clarity, schedule an 

alignment session each year with your leadership team, 

or anytime a major market disruptor occurs, to vet 

alignment issues. Your alignment session may include 

variations of the following:

 

>   Discuss the ripple effect of disruptions to your 

strategy and messaging alignment

>   Review the industry and competitive landscape

>   Discuss market opportunities from a customer 

point of view

>   Surface channel and customer trends  

and challenges

>   Assess options for unique points of difference  

and competitive advantages

>   Determine where you are placing your “bets”

>   Agree to areas of expected decline or  

significant growth

>   Discuss how product or service roadmaps  

should evolve

To gain buy-in, start at the top. But don’t stop there. 

Individuals in mid-management are less likely to be  

engaged in the actual development. They may have  

details, but still expect direction. At the lower levels, 

most employees depend on the commitment from  

immediate managers and peers. You must make  

believers of everyone in your organization, requiring 

an intentional, disciplined and on-going alignment and 

communications strategy.

As a business leader, one of the most effective ways you 

can leverage your time and influence is to be prepared 

at every opportunity to reinforce understanding of the 

business strategy and how that strategy connects with 

your corporate messaging.
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Marketing’s Role in Activating 
the Company’s Story in the 
Customer Experience
In a recent Forbes article, “Connecting the Dots Around The Customer,” David Cooperstein, 

vice president of Forrester Research, wrote, “to truly earn their place at the executive table, 

chief marketing officers today must go beyond overseeing marketing programs. They must drive 

the brand promise into the hearts and minds of everyone in their organization.” Marketing owns 

the corporate message, and as corporations continue to work toward becoming increasingly 

customer-centric, the CMO must develop expertise in reaching across functional areas of the 

organization to infuse the message into the DNA of the corporate culture.
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Why? A recent Gallup Poll demonstrates the  

significant communication gap that exists within 

most organizations. 

According to Gallup only 41 percent of managers and just 
9 percent of front line workers know what their company 
stands for and what differentiates it from the competition. 

If managers and employees do not know this critical 

information, it is impossible for them to deliver a 

clear, compelling and consistent story in the  

market. Which is why forward-think CMOs are  

engaging strategic business consulting firms to 

develop and deploy a Corporate Messaging Platform 

that clearing identifies critical elements of their story, 

including mandatory messages regarding the  

value the company delivers to customers and its key 

points of difference. This messaging platform is then 

infused across the company through organizational 

change initiatives that utilize the perfect blend of 

training, educational tools and internal communication 

programs designed to create lasting change in the 

customer experience.

CMOs who continue to focus their time, attention 

and resources exclusively toward advertising and 

marketing campaigns designed to generate brand 

awareness and product promotion will fail to bring 

value to the customer, and therefore to the  

organization as a whole. However, CMOs who reach 

across functional areas of the business and drive  

the corporate story into the hearts and minds of  

employees will have a material impact on the  

customer experience and business results.
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