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When a C-suite executive is 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. New strategies and prior-
ities. 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 perfor-
mance if they are not communicated effectively. 

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.

C-suite Changes Reach Far 
Beyond the Boardroom.

ORG CHANGE

December 3, 2018_______
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And when the story associated with changes in the 
C-suite are 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.  
We are talking about an authentic story that has been 
intentionally shaped to answers 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.

You should have a messaging and communications 
strategy that aligns with the new C-suite executive’s 
journey during their 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 quarter that follow that 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 communication  
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.
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1

A study by Social@Ogilvy with partners CIC, Salesforce 
Marketing Cloud and Visible Technologies, analyzed  
22 brands and their related 7 million brand social  
mentions across the U.S., Brazil, China and the U.K. 

What they found was both surprising and disappointing 
for brands: positive mentions (advocacy) represented  
only 15 percent of all brand mentions. The remaining  
85 percent consisted of negative or neutral comments.  
In fact, only two out of 22 brands had more than 50 
percent of their American mentions categorized as “most 
enthusiastic advocacy.” That’s a tough reality to face. 

So how can a company build brand advocacy against 
these odds? Here are our 5 observations on best  
practices:

5 Steps to Building 
Brand Advocacy.

BRAND

Create a company culture that makes employees 
your most loyal advocates. Forrester Research 
recently found that 96 percent of marketing leaders 
agreed that executive team commitment to brand 
building was a top reason for their company’s  
success. And it’s not just the higher-ups: all  
employees need to be engaged with your brand’s 
messaging and purpose. They’re the face of your 
brand in the real world, and a powerful force  
for evangelism. 

2
Understand important touch points. Why 
would your audience feel passionate about 
your brand? What is meaningful and inspires 
them on an emotional and cognitive level. 
You corporate messaging must connect with 
what is most important to them personally 
and professionally.

December 10, 2018_______
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3
Know your own brand. Listen to what people  
are saying about you online. Use that insight to  
shape your messaging and positioning. Compare  
that to perceptions of internal stakeholders  
(executives, sales reps, frontline employees).  
Ensure there is alignment between what you  
think your story represents in the minds of your  
customers and what they are actually saying  
about you.

4
Move past sentiment as a primary metric.  
You need a rating system that is more 
complex than something like “positive/
neutral/negative” to truly grasp the  
intricacies of advocacy. Instead, a rating 
system that looks at the big picture and 
tracks advocacy over a period of months 
or years. This system should pinpoint  
advocacy drivers, as well as help you  
understand how you are different from 
your competition.

5
Make advocacy easy, encouraged and rewarded. 
Make it simple for people to extend and amplify 
key messages that represent your brand. Your 
employees are talking (online and offline) make 
sure they have the knowledge and understanding  
of your brand to truly bring it to life.

With these 5 ideas in mind, you can increase brand 
advocacy and messaging continuity throughout the 
customer experience. When you do this – your brand 
and your business will truly stand out.
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Restore Law and Order to Your  
Multichannel Strategy.

STORY

The first step to solving any problem is to face reality. This starts by answering some fundamental questions: How 
am I currently managing the multichannel customer experience? What messages are we really communicating 
across critical touchpoints throughout the customer journey? What stakeholders and technologies are involved in 
the process? In most companies, these questions go unanswered — at least in any formal, documented way. Our 
experience working with hundreds of CMOs and marketing executives over the years paints a chaotic picture that 
looks like this:

1. Too Much Technology (Not Enough Story):  
 A recent Accenture report stated, “Digital technologies have empowered today’s consumers to get what they  
 want, when they want and where they want. So, while consumers may have few problems moving from one  
 media channel to an other and from one device to another, business is having a hard time keeping up with  
 them.” For that very reason, CMOs and marketing executives have been focused on two things over the past  
 few years: technology and data. This is a problem for those companies that do not have a core story or  
 message that is driving technology-driven communication and engagement. In many cases, technology has  
 increased customer confusion, not clarity, throughout the customer experience.

December 17, 2018_______
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2. Try Everything  
 (Prioritize Nothing): 
 Twitter, Google+, Instagram, Facebook, LinkedIn,  
 blogs, email, text messaging, webinars — we  
 could fill an entire page with the explosion of  
 communication channels companies now use  
 to get their message in front of and interact with  
 customers. More is not always better. CMOs have  
 to leverage customer insights to identify and  
 prioritize which communication channels have  
 the greatest impact on the customer experience  
 and perception. They must stop adding to the  
 complexity and start breaking it down. They  
 must prioritize which channels truly matter.

3. Change Strategy 
 (Operate the Same):  

 Forrester recently said, “Multichannel marketing  
 is not about giving an existing team some new  
 tools to go about the business of marketing. It’s a  
 strategic initiative that will disrupt, and then trans 
 form, your current marketing processes.” Most  
 marketing executives have been moving so fast,  
 their engagement strategy has changed but they  
 are still operating in legacy mode. They have  
 simply layered new technologies and channels on  
 top of outdated operating models. Changing your  
 strategy without changing how that strategy gets  
 operationalized will never deliver positive, lasting  
 business results.

4. Personalize Everything  
 (Confuse Everybody):  
 Personalization is all the buzz in CMO corners of  
 the world. Personalized messages. Personalized  
 offers. Personalized content. Personalized  
 experiences. Enough already. Personalization that  
 is not anchored in a clearly defined corporate story  
 is just random, free-form testing, adding to the  
 chaos and increasing customer confusion. 

5. Deliver Integrated Journey  
 (Further Fragment the  
 Experience):  
 Most marketing organizations are still operating  
 in silos, each functioning independently instead of  
 as a whole. Marketing executives must align  
 functional and operational areas of the business  
 with a shared multichannel strategy. They must  
 ensure each area is accountable for customer  
 experience connectivity and continuity. 

To deliver a clear, compelling and consistent story 
throughout your multichannel customer experience, 
marketing executives must avoid these mistakes. They 
must address these issues to stop the chaos and put 
systems in place that will restore order to this critical 
facet of the business — systems that will ensure their 
company is well-positioned to deliver a clear, compelling 
and consistent story throughout the customer journey.
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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. The only 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. 

Here are five questions every CEO should answer to 
determine if their corporate story is maximizing  
engagement and growth throughout the customer  
experience.

1. Is your corporate message clear,  
 compelling and consistent?

 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.

5 Questions That Will Help You 
Maximize Customer Engagement.

PERFORMANCE

December 24, 2018_______
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2. Are your employees able to bring  
 your story to life?

 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. 
  
3. Are you capitalizing on every customer  
 conversation?

 53% of sales executives say that consistent  
 messaging in the sales process 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 sales person. 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.

4. Is your thought leadership strategy aligned  
 with your corporate story?

 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. 

5. Does your story and visual brand align? 

 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. Executives who ensure the visual brand  
 (colors, images, photography, etc.) is intentionally  
 designed to bring the corporate story to life will  
 maximum engagement throughout the customer  
 experience.

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 touch-
point 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 mes-
sage is to 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. 
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When it comes to content, many marketing and business 
executives are looking for a quick win. What is that? It 
may be, to quickly generate more visitors to the website 
or additional leads for the sales team. Irrespective of the 
message or actual value they are delivering in the market. 
As a result, marketing executives may get a nibble here 
or there – but they never really engage the audience in 
a meaningful and lasting way throughout the customer 
experience.

For thought leadership to positively impact business  
performance, it must be intentionally designed and  
delivered. It has to have a purpose beyond engagement 
and conversion. According to Thought Leaders International, 
“Thought Leadership is establishing a relationship with 
and delivering something of value to your stakeholders 
and customers that aligns with your brand/company 
value. In the process you go well beyond merely selling a 
product or service and establish your brand /company as 
the expert in that field and differentiate yourself from your 
competitors.” 

To be a thought leader … you can’t waffle. You have to 
know precisely what you want to be known for. You have 
to commit to the thought leadership positions you want 
to own in the minds of your customers. Then you need to 
earn those positions consistently throughout the customer 
experience. 

Executive Commitment 
is Critical to Winning 
the Thought Leadership 
Battle.

LEADERSHIP

December 31, 2018_______



DECEMBER 2018         COMMUNICATION STRATEGIES FROM THE BOARDROOM TO  THE FRONT LINE.          CEO COMMUNICATOR 11

Thought leadership requires a long-term strategy,  
anchored by a commitment from the entire executive  
team to put themselves and other subject matter 
experts out there. Where is out there? It’s a place most 
companies won’t go. Why? Because it takes guts and an 
unwavering commitment. Commitment to draw a line in 
the sand. Take a laser-focused position on issues your 
target audience deeply cares about. A commitment to 
put unabashed thoughts and opinions out there for the 
world to judge. Maybe that’s why respected authors 
Craig Badings and Liz Alexander once said,  

“Thought leaders are brave; explore 
areas others don’t, raise questions 
others won’t, and provide insights  
others can’t.”

True thought leadership is about change. Changing how 
your target audience thinks about or views their world. 
How they should approach problems and challenges 
differently because of the “insights” you deliver. Do 
you have what it takes to be a thought leader? There is 
one metric that will help you answer that question: the 
degree by which your executive team is committed to 
locking down specific thought leadership positions  
that your company wants to own in the minds your  
customers. It all starts here.
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