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Chief marketing officers and other C-suite executives 
across all industries recognize that customer experience 
is crucial as both a business driver and key differentiator. 
In today’s “constantly connected” world, customers 
expect a cohesive experience across all touchpoints. 
When this expectation is not met — when the link  
between what a company says and what it does is  
broken — customers lose trust in the business and  
the services/solutions they deliver. 

Savvy business professionals know that developing a 
clear, compelling and consistent corporate story is  
important for customer engagement, but where many 
fall short is “consistently” bringing the story to life 
throughout the customer experience. 

What business professionals forget is that as their  
company evolves, so does the company’s message.  
If left “unmanaged,” it will take on a life of its own –  
becoming less and less clear, compelling and  
consistent. That’s why smart companies implement 
“change management” programs to ensure the  
corporate messaging is infused throughout the  
organization. When the corporate story is woven into  
the fabric of the company, it can come to life in the 
following ways:

Is Your Story Part of Your 
Company’s DNA and 
Customer Experience?

CULTURE
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Employees become storytellers. All too often, executives 
make the mistake of assuming their employees will 
intuitively understand the corporate message. Not so. 
For messaging to truly be effective, it must be infused 
into the organization through sustained internal change 
management programs that ensure employees internalize 
corporate messaging and are inspired to bring it to life.

Selling conversations convert more customers. Magic 
happens when strategic messaging is infused into  
sales tools and selling conversations. When this  
happens, conversations throughout the buying process 
become more clear, compelling and consistent. This 
results in prospects converting to paying customers at  
a higher rate. 

Thought leadership extends and amplifies the corporate  
story. Marketers know that content is not a “nice to 
have” but rather a must-have. And yet, according to 
IDG, 86 percent of buyers say B2B content is not  
useful, relevant or aligned to purchasing needs. Content 
is the direct link to customers and should always extend 
and amplify the core elements of your Corporate  
Messaging Platform. 

The customer experience begins and ends with a  
conversation. Create a consistent and compelling  
customer experience by infusing your corporate  
message inside and outside of your organization. 
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CEOs and C-suite executives have a really tough job. We 
should know. We work with them every day. They have to 
keep their eyes focused on where they are going and ensure  
they don’t leave the rest of the organization behind. 

That said, most C-suite executives spend the majority  
of their time with direct reports, board members and 
investors. In many ways, this is just the reality of the job.  
However, in other ways this “isolated operating environment” 
can have devastating consequences on the business.

Especially when it comes to delivering a clear, compelling 
and consistent corporate story in the market. 

Case in point: When OnMessage, a leading B2B  
communications consultancy, engages with clients to  
help them deliver a unified message throughout the  
customer experience, they find that there are always  
at least two different stories being told across the  
organization. 

The CEO’s version of the story and … 
everyone else’s version of that story. 

Rarely do these totally align.

CEOs – 6% of  
Your Time on the 
Frontline and  
3% with Customers 
Won’t Cut It.

LEADERSHIP
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This disconnect is due to how most CEOs and leaders 
spend their time. But, don’t take our word for it. All you 
have to do is look at the research recently published in 
Harvard Business Review.

Researchers Michael E. Porter and Nitin Nohria  
tracked 27 CEOs over a three-month period. They  
wanted to understand where they spent their time and 
what made certain leaders more effective than others.

OK – get ready for this …

The CEOs in the study only spent an  
average of 6% of their time with rank-and-file 
employees, and only 3% of their time was 
spent with customers.

The study also found that almost half  
(46%) of a CEO’s time with internal  
stakeholders is spent with direct reports. 
This ranged from a low of 32% of time to  
a high of 67%.

The truth is, CEOs and C-suite executives do need to  
be better about allocating time to frontline employees 
and engaging with customers. In doing so, they are  
better equipped to lead their company. They are more  
in tune with the customer. And they will have a better 
grasp of the story that is really being shared across the  
organization and throughout the customer experience.
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Today’s business environment is more complex than 
ever. To be truly successful, your corporate story  
must be delivered consistently throughout the entire  
customer experience – from social media to sales  
presentations, industry events and customer service 
phone calls…even casual conversations in the hallway. 

Every interaction is an opportunity to strengthen  
your market position or lose market share. And every  
customer-facing voice and touchpoint deliver your  
message in a consistent and compelling manner. 

The bottom line is this …

Executives have to get their corporate story straight …  
if they want to positively impact the customer experience  
and bottom line.

The development and activation of consistent messaging 
across all channels helps establish the value of your 
product/services in the marketplace and reinforces 
the position you want to own in the mind of your target 
audience. When executed properly, consistent messaging 
turns every connection into a building block for a  
cohesive and compelling customer experience. 

Executives—  
It’s Time to Get 
Your (Corporate) 
Story Straight.  
Or Else.

STRATEGY



MARCH 2019                              EFFECTIVE COMMUNICATIONS STARTS AT THE TOP. DON’T FORGET IT.                          CEO COMMUNICATOR            7

Is your corporate story being delivered in a consistent 
manner in the self-service, sales and post-purchase 
phases of the customer experience? Ask yourself the 
following questions: 

> Do we describe who we are, what we do and the  
 value we deliver consistently? 

> Have we formally documented an “approved  
 corporate story” that everyone has embraced  
 and which now serves as the platform for consistent  
 communication?

> Have we provided any education or training to our  
 employees in regard to our corporate messaging?  
 Do our employees understand our key points of  
 difference and the value we deliver? 

> How consistent is our story told throughout our  
 core marketing communications vehicles – website,  
 brochures, proposals, presentations, videos, social  
 media profiles, etc.? 

> Are the messages used in our demand generation  
 programs aligned with day-to-day conversations,  
 sales tools and marketing materials?

> Do sales, customer service, and support conversations  
 reinforce key messages that align with our story? 

Consistency exponentially increases the power of your 
messaging. When consistent messages are infused into 
your company, culture and customers, it elicits optimal 
engagement across all communication channels and 
enables you to achieve the highest return on every 
connection you make.
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The Message Millennials  
Want to Hear.

CULTURE

The Millennial Generation should be top of mind for 
every CMO and business executive. They were born  
between 1980-1996 and are taking the world by storm. 
75 million strong, this generation brings with it significant  
changes and challenges for companies – from a culture 
and a consumer perspective. 

During a recent Gallup Research conference, they 
shared that Millennials now make up a growing  
percentage of the overall workforce and how important  
it is that companies understand how to engage this  
critical segment of the employee population. 

So what challenges come with this generation in the 
workforce? First of all, only 29% of Millennials in the 
workplace are engaged – in fact, six in 10 are actively 
looking for new employment opportunities. To get them 
engaged, companies are going to have to change. Here 
are a few things business executives can expect to 
change in their culture if they want this generation to  
be actively engaged and highly productive in their  
business…
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Purpose matters. This generation wants to work for  
companies that have a clearly defined purpose. They 
want to know how your company makes a difference in 
the world. More importantly, they demand that you tell 
them how they (their role) connect with and contribute 
to this greater purpose. They want jobs that have  
meaning. Purpose is more of a motivator than pay.

Development is highest priority. They demand the  
company they work for provide opportunities to learn 
and grow. More specifically, almost 60% of them rate 
growth and learning opportunities as the top priority 
when choosing a company they want to work for.  

Coaching is expected. Millennials expect their managers  
to do more than just manage them … they expect them 
to coach them up. Managers must be prepared to  
individualize the expectations they have for this generation  
and then help them (almost weekly) achieve higher  
levels of performance in their job.

Consistent conversations are required. Annual reviews 
won’t cut it for this generation. They want clear, consistent  
and continuous feedback. 44 percent of Millennials who 
report their manager holds regular meetings with them 
are engaged, while only 20 percent that do not meet  
regularly with their boss are engaged. More importantly, 
72 percent of Millennials who strongly agree that their 
manager helps them set performance goals are engaged.
 

Focus on their strengths to succeed. If you want to  
maximize productivity from this generation of your  
workforce – make sure their job maximizes their 
strengths. Having a job that makes the most of their 
knowledge and skills is of greatest importance to  
Millennials. The same holds true when it comes to  
feedback – make sure you tell them how you are  
helping them exploit their strengths, not improve  
their weaknesses.

Ask and talk about their overall well-being. This  
generation looks at life from the perspective of their  
overall well-being. This includes work and life outside  
of work. They want their managers to talk to them  
about all aspects of their life and those conversations 
can include topics concerning physical, social and  
financial goals.

Make no mistake about it, company cultures will  
change because of the Millennial generation. Why is  
this important to CMOs? Well because, these individuals 
will play a more significant role in your customer  
experience in the years ahead. And some say …  
the state of your culture is a direct reflection on the  
state of your customer experience. 
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