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Our job:

Make the important interesting




Linkedin

Satellite TV Conversation
24-hour news cycle Sports
Podcasts
Facebook Hobbies Magazines Television
Blogs
Radio
Online Shopping
Drinking
Exercise
Satellite Radio
Newspapers
Family Phones
Twitter iTunes
YOU TUbe Novels Email
Tivo
Online Gaming Flickr

Performing Arts
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Why we are needed!

Left to themselves, organizations will always
create bad, boring stuff










“Corporate” communications is dying

Pudgy white men
spewing corporate
boiler plate

Top-down
information flow
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LEADERSHIP
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VISION
+ INNOVATION

Jargon, buzzwords SUCCES
and platitudes

Formulaic writing
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Top down

Stiff and formal

Policies and programs
Old vehicles .
“Safe” content

Formulaic
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Interactive and participatory
Conversational

People

New vehicles

“Risky” content

Great storytelling



Welcome 10 my comer of the newly redesigned Board Talk, where | will 1alk about
issues and avents concormng oll of us at the Board In thas issue, I'd e 10 touch on
change. In fact, change is going to be an underfyng theme for several 1ISSUes 10
come

People have asked me why we re 1 King organzatonal changes before the Core

Services Roview i1s complete. The govermnment's core review i lookong ot the fun

damoental structure of sorwvico Solnvory Dy MinStne s, Crowmm Cornporations, and agen
ces such as the WCB
What we 1o dosng now 15 totally separate from the core review and was inisated

last spaing by the préevious Panel. Our mandate s Tar narrower than the govermn

ment s review. The semor executive 1eam had 10 identily whath servaces are funda
mental 10 the compensaton system. Thore are three: Seld mspecton, adjudhca
von of cikaims. and the ¢ Bcnon of assessments. Everything ¢lse 15 being exam

wssontal or a valued-addod service that supports thy

d. The bottom hine s that

nod 83 10 whotha

OO SOrvVIOCNs we v s e 10 GO DUSINgsSs I

the most efhicsen ost-offectve way ¢ takong & hard ook ot

VOrYTRING Wi

The government's Coro raviow s ontonts of the

Minister's report when i1 is tabled i the legssiat the budget
announcement. Like you. 1 am not privy to the reviews. So, we |l b wanng abount
1 at the same time. | can’t prochet the future, but tho only cortanty &5 that if the
pokcy and framawork of what we do changes, have our work cutoutforus. |
look at it as an oppPOortunty. & teme when things are dynan g exciting

When | think back to my days i the munmg indusiry. change was nstant. Andn

came n marny forms. There's a penod whi ¢ croating, buskdrnyg wydd devol

oping now things. That part | bke. Then thers
Ping 0 |

procoss. When | compare that penod 1o now, | 3

ume of fundamental change as we refine our processes
$ f

| know you may feel uncertann and perhaps a tle Tear

cortainly understandable. But | wr you 10 also ook ¢ facgus asa

L Of NOW OREOruUNIty

Lot's talk in tho noxt issue of Boavd Tak And please. if you have discussson wos
5 ¥

sond them 10 the eduor of Boavd Tadk. Or you can post a queston through "Ask The
|

Presxciont” on BoardNET

Ralph McGnn
Pr m andd CEO
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HO'S AFRAID
OF CHANGE?

LET IT ROCK YOUR WORLD!
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2003 Cheshire Award of Excellence Recipient
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‘It happens in a split second and ndthing is ever the same again"
January 28, 2009

John Handin can tell you exactly
where he was and what he was
doing when he got the call no parent
wants to get. It was the call telling
him his son, Mike, an APS
journeyman lineman in Buckeye
Construction, had been injured on

~ the job.

"It’s like people being able to tell
you where they were when
President Kennedy was shot or when
: the Challenger exploded,” said John,
— senior siting consultant, Facility
' Siting. "You never forget those
events. They're imprinted on your mind forever. Mike’s accident is one of those events for me."

It was March 18, 2008, and John had just finished 2 meeting at the Paradise Valley office when he
got the call that his son had been injured while working in the Organ Pipe National Monument in the
southwestern corner of Arizona.

4l

Paul learned Mike was being transported by ambulance to Ajo. From there a medical helicopter
would fly him to St. Joseph’s Hospital in central Phoenix.

*I went home and picked up my wife and we drove straight to the hospital,” Paul said. "We got
there just as the helicopter landed. We couldn’t see Mike right away but we saw him before he went
into surgery.”
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Investigating IRAs and their tax turmoil

If you qualify for an IRA, here are the pros and cons compared to our unmatched profit sharing contribution.

from Suze Orman to Warren Buffert—uwill To
1 much as you ¢ ploy s counting
But for a quick
mmul'ulmu But if \nuh
15 (see char

offers.

Walgreens unmatched Traditional IRA Traditional IRA th IRA
profit sharing (tax deductible) (non tax deductible)
RULES ON CONTRIBUTIONS

To contribute, income must ba a5 "'In2 Y Single: $60.000 No income limits
less than: Z Married, filing Jointly:
$80,000¢, f participating in a
qualfied retirement plan

Maximum annual contrbution’ Up to $4.000 for 2005 - 2007 | Up to $4,000 for 2005 - 2007 D $4,
RULES ON WITHDRAWALS

d eamings unti Yas
money Is withdrawn
Winarawsissubectopcometax | Yes |
Age you can withdraw contribu- 9 %, or 55 if saparatad ontnbutions: A
tions and eamings without a from Walgreen Co. Eamings: b
Age you must withdraw

%) (makched B wnmakched pe

g pariod

]fyour target reti

25 to 34 35 to 44
=

Here's how our profit sharing funds fall into each category in the graph above.

Balanced Large Cap Small & MidCap Fixed Income Cash
* Cormervative Stock/Bord Fund * Large Comparry Stock Fund * Mig-sizn Comparyy Stock Fund * Bord Furd = Stable Vialue Fund
(50% Large Cop) 60% Fleed Iecoma| + S8P 500 Index Fund * Russel 2000 Index Fund + Stable Viskn Fund
« Moderate Stock8ond Fund * Total Stock Market Index Fund + S&P MdCap 400 Index Fund
(0% Large Cop' 20% Smal & MdCap!  [Inchudes some Small & ap Lunds)
. 9 o)

Calif., store know thetr age and target retirement date affect the way they muvest. Fho: Dowd Yoang Wl

ate Communi
200 Wimot Road, Mal 166, Dearfiald, IL
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InvestingMatter®

THE FINANCIAL RESOURCE IT PAYS TO READ

want to make

arn these valuable lessons from other profit sharing members.

M aqging a retirement account is tough.
t's not impossible, but it does tawe a
good chunk of time. And investing isn't an
exact science, SO many pecple make bad ce-
cisions here and th

Investing M.

and mishaps. Th

fal«s in our Atlanta market te divuige t
Blunders so that you don't make the same
. Here's what they had to say.

INVESTING ONLY THE MINIMUM

o “For several years, | put in only the
nimum 2 percent matched profit

sharing contribution,” says Kevin Billings,
store manager in Norcress, Ga. “Had | in-
vested more unmatched mo n my 20s
or 30s, I'd e sitting on a beach right now. A
frienc of mine took half of every raise and
put it in prefit sharing or bought green
stock separately. Now, he's retired and | wish

I'd picked up his strategy.”

CASHING IN EARLY
“In the 1990s, | left the company and
sharing
says Kathy
manager at 695 W. Crossville
Road in Roswell, Ga. “Had | xnown how much
ney I'd lose in taxes and earnings, | would
r pulled that cash cut. When |
from scratch.”

“I joined profit sharing when | was 21
° and had no idea what | was coing,”
says Kim Taylor, heac photo specialist in
Norcross, Ga. “Wnen | received my state-
ment this year, | realized my balance ceuld
higher if | lookec at the paper-
work when | jeined the Plan eight years
If | nag learnec about the funds then

PUTTING YOUR EGGS IN ONE BASKET
o “A few years ago, | had all my contri-

butions invested in one fund and lost
thousands of dollars because | didn't balance
vy stock investments with bongs,” says Dan
Dirr, store manager in Douglasville, Ga.
“Now, | den't put more than 20 percent in
any one of the 1l funds. That way, | can't
kick mysell fer not teing in the right func at
the right time.”

UNDERESTIMATING THE FUTURE
o “I'm already semi-retired, but work
at Walgreens as a secend career
ause | dign’t foresee my increasing
expenses,” says Rick Plera, service clerk
at 695 W. Crossville Road in Roswell, Ga.
“Tocay, | pay mere for gas ang healthcare
than | predicted 10 years age. There’s no
know future prices,
n will always be there. That's why it's
overestimate your r
needs than ¢ assume you can live on what
you're making today."

Q@ Don't jump

10-YEAR S&P 500 RETURN

Jumping in and out of funds might

seem excit but it can seriously
penalize your return. If a jumping 10.2% If you stayed fully invested
oesn’t time his mo

ay end up missing the 5.1% If you missed the 10 best days

st days — those with t -

1.3% If you missed the 20 best days

uy-and-he
howewver, is more likely to be
s best days If you missed the 30 best days

eturn

ndex retun



You may be able

to increase your
pensionable
service by
purchasing the
leave time for
which you did

norreceive pay

PensionFacts

Purchasing leaves of absence

{ you took an approved leave of absence from a Public Service Pension
Plan employer, you may be able to increase your pensionable service by
purchasing the leave time for which you did not receive pay.
A leave of absence is an employer-approved absence from work.
A leave can be with {ull pay, partial pay or without pay. For pension
purposes, a leave with full pay is treated as if you were not on leave at all.
During a leave of absence with partial pay, your contributions
and pensionable service are reduced in proportion to your salary.

For example, if you receive half your regular pay during a leave, you
accumulate half the pensionable service.

During a leave without pay, you do not receive pensionable or
contributory service. If you purchase a leave period you will receive the
pensionable and contributory service for the leave period, which will
increase your future pension benefits.

Types of leave

Pregnancy (commaonly known as maternity) leaves can only be
purchased by the birth mother. Parental/adoption leaves can be

purchased by birth mothers, fathers and adoptive parents.

Income Tax Regulations under the Canadian Income Tax Act limit the
maximum cumulative service you can purchase for pregnancy/maternity
and parentaliadoption leaves completed after December 31, 1691 to three
years. Each leave cannot exceed one year from your child’s birth or
adoption date. You may be required to show your child’s birth certificate
or adoption papers to your employer.

There is an employer requirement to pay the employer portion of any
leave covered under the Employment Standards Act (esa) if the member
elects to purchase these leave types. These leave types include
o family responsibility leave,

o bereavement leave,

o compassionate care leave (occurring on or after April 27, 2006),
o jury duty leave,

o pregmancy/maternity leave, and

o parental/adoption leave.




1 O/ COULD MAKE ALL
O THE DIFFERENCE...

Using your current salary, the illustration below shows how much it would cost
you each month if you paid just 1% in Additional Voluntary Contributions into
your JMEPS Extra account. It's not as much as you might think!

£11,991
%
£999
AAAAA €999
"_.‘,..--""' £799
65
£19,200
(£12.775 in today's terms)

Piesoe note thet the shove Speres sre only ertwmated and are
proveded for whormeron oely 15%e Apurer do not represest avy
promoe or prarsttee of the Msl vaive of your contrbartiona.




HERE ARE A FEW
A IVAE

With tax relief, saving into your pension doesn’t cost as much as you’d think!

KATE

Jim is 25 years old. His annual salary is Kate is 50 years old. Her annual salary is
€30,000 or €2,500 per month before tax. €50,000, or €4,166 per month before tax.

Jim decides that he can afford to save around Kate decides that she can afford to save around

€100 per month into his pension. €500 per month into her pension.

This works out a5 %% of his salary. This works out a5 12% of her salary.

Ower the year, Jim's contributions Over the gear, Kate's contributions
add up to €1,200 (€100 x 12). add up to €6,000 (€500 x 12).

Because Jim recelves tax relief on the money he Because Kate recelves tax rellef on the money she
pays into his pension, his take home pay only pays into her pension, her take home pay only
actually drops by... actually drops by...

€295 per month
rather than €500

These examples are based on current tax rules.




What Is
Strategic Creative Communications?

1. Research

Strategic \‘,

2. Creative Tactics Creative ==

Communications

With Steve and Cindy Crescenzo

3. Measurement
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Be more creative
AND more strategic!
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Use the Strategy Ladder for every major
communication effort

Business Goal

Communication
Goal

Messages

Content

Channel, Audience,
Timing, Creative

Measurement




The Strategy Ladder

woundedwarriorproject org

¢ To honor and empower wounded warriors.
¢ o foster the most successful, well-adjusted generation of wounded service members in
our nation's history.

Business Goal

¢ To raise awareness and enlist the public's aid for the needs of injured service members.
¢ To help injured service members aid and assist each other.
¢ o raise awareness and participation in direct programs and services that meet the needs of injured

Communication Goal |SEEAEECNEEES

e Your generous donation to WWP helps thousands of Wounded Warriors - and their families - as they return home from the current
conflicts.
e You are not alone in this journey, whether you are newly injured or have been on the path to recovery for a while, WWP is here to
M e S S ag e S support you as you define your new normal.

¢ \We support family members who suddenly find they are serving as full-time supporters or caregivers.
e There are many things, big and small, that you can do to help a Wounded Warrior.

Channel: Website, Twitter, Video, Audio Facebook
Audience: U.S. Citizens, Veterans, Current Military

Integrated Social  timing: ongong

I 1 Creative: Show, don’t tell. Through personal stories, videos, podcasts, demonstrate
Med Ia Campalg ns the effects of the Wounded Warriors project and why it is necessary.

oV/isibility of the program (PR placements, positive mentions, stories in
the media ¢ [nteraction on social sites
M easu remen‘t e Number of donations and volunteers ¢ \Web hits/views

¢ Number of veterans participating




The “Real Warriors” content

« Everything they do is tied to
the overall business goal

REAL STRENGTH

 They use each tool for what
It does best . . . and
everything is integrated

- They focus on PEOPLE

- Everything works . . . they
aren’t doing stuff just to do it



Home | Abowt Us | Partners | Resources | Videos | ECards | Get Invoived | Press Room | Soclal
Nedia

REAL WARRIORS ~REAL BATTLES
REAL STRENGTH S —

ACTIVEDUTY  NATIONAL GUARD & RESERVE ~ VETERANS ~ FAMILIES  HEALTH PROFESSIONALS

FEATURED CONTENT [

» Toons & Degloyrmert What S Expoct and Vow o leob

» Podeact You Are Net Alone Suicde ProverSon Rosources
for Warriors

»>» Read Moo

24/7T HELP

DCoE Outreach Center
For Paprssngi ol Heath ind Trepmana Boar

rury Hieenetor ard Resoroes
866.966-1020 M cm’

Military Crisis Line
For Crinm Mlervention for Sevvice Mersbers, Veterins ard Farviles

pa———— - 1-800.-273-8255, Press "1~
Reaching out makes a

afterdeployment.org
REAL DIFFERENCE R

F PODCASTS

E GET EMAN UPDATES

E LINK TO US DOWNLOAD COft ONROER ONLINE

ABOUT US VIDEOS IN THE NEWS

The Real Warsiors Carpaipn s an nifatve launched Real stores of streng® and hope Lz Montalvan Cowplos Therapy May Bo Koy in
by %o Defenso Contors of Excollonco for corme % o through Sis colloction PTSD Recovary, Tho Houston Chronicle
Paychologeal Hoalth and Traumalic Bean Injury of video profiles, PSAs and 0142012

{OC2E) 10 promote e processes of buiding podcasts

Deferno afical 'Waurdod vetorane' caogvors a

resilierce {aciltatine —
eslorce, facltating recovery and supporing pricrity, Siars and Spos— 0QMA2012

reinfogration of refuminrg service mombers, veterars
and their farrilies

>> View Videos

SHARE »» Road Moro
YOUR STORY )

>> Read More




Real Warriors on Facebook

 REAL WARRIORS S - | \ I\
' REAL BATTLES [ 2 A\ h \

m Real Warrlors & Like | %~
Join us in su oportr‘g resilience: ww s.net.
someone immediately, b »

If you are in crisis, call 800-273- 825>xo spc.uv.(h




Facebook: Conversation

mammns Real Warriors shared a link.

19 hours ago @

WARRIOR WEDNESDAY SALUTE: Joint Base Lewis-McChord's
Warrior Huddle is showing how when it comes to invisible
wounds, warriors don't have to cope alone.

Have you ever deployed? What advice do you have for your
fellow warriors on coping with post-deployment stress?
Post here!

Warrior's Huddle provides game
plan to combat redeployment
issues

www.nwguardian.com

Like - Comment - Share 1

3 12 people like this.

. Write a comment...



Podcasts: Audio Storytelling

Home | About Us | Partners | Resources | Videos | ECards | Get involved | Press Room | Social

REAL WARRIORS ~REAL BATTLES —-
REAL STRENGTH Pt -

ACTIVEDUTY ~ NATIONAL GUARD & RESERVE ~ VETERANS ~ FAMILIES ~ HEALTH PROFESSIONALS

Videos
Podcasts
Home ) )
Video Profiles CEEY Yiweet 8 Elke 0 Q1) 0 Pinit | SUBSCRIBE » ‘
Video PSAs Real Warriors, Real Advice is a weekly podcast seras in which wamors,
Racio PSAe veterans and military families highight the importance of seeking care for { DOWNLOADS » ‘
- invisidle wouncs and offer 1005 and tips on buiiding and mantainng
Ecards psychological resilience, ACCEss and COwWNioad Selected episodes here or
subscribe to receive weeily updates automatically
Podcasts

PowerPoint Help Real Warriors, Real Advice
Special Eplsode: Resilience

24/7 HELP ‘Epltodoow-ﬂ July 2012

In 2 SpeCal presentason, waimiors discuss reshence and the OOWO'
paat g ot o et o ks g g e, ermomeen. REAL WARRIORS

. e REAL ADVICE

DCoE Outreach Center

For Puychcioges Heath and Traurmate Bran Inpry
WEOTAnOn ANd ResOurces

866-966-1020

LIVE CHAT




YouTube: Use video to show emotion




ACTIVEDUTY  NATIONAL GUARD & RESERVE ~ VETERANS  FAMILIES ~ HEALTH PROFESSIONALS

FEATURED VIDEOS 3. 4 8 FEATURED CONTENTE

» Nawvigating the Disabilty Evaluation Sysiem

» Secuwrity Clearances and Psychological Health Care

» Transitioning Through Reunicn

24/T HELP

- DCoE Outreach Center
l'Fld war, includ 'IIIU" ﬁi' ."I d 'il‘l' " N Fer Paychological Health and Traumatic Bran
of h = A njury doemation and Resowrces LNE CMT
TR oGO, Feernal recaingd $ . 866-966-1020
numerous physical injuries... A :
Military Crisis Line
For Crinis Intervention for Service Members, Viterans and Familes

Reaching out makes a " SHARE . 1-800-273-8255, Press “1”

SHARE ||
REAL D|FFERENCE | YOUR STORY mory s L

» GET EMAIL UPDATES 20 =
‘ oé | O(f) W
- | Q =
'1‘: | <(: =
> LINK TO US af | %< 8=
2»— wo : QU)
<< | S@ -
» PODCASTS = ‘




©MERS

Th e St rateg y I_ad d er Municipal Employess’ Retirement System

Business Goal

Communication Goal

Messages

Measurement

¢ The Municipal Employees' Retirement System (MERS) of Michigan helps municipalities
offer affordable, sustainable retirement solutions for their employees.

e Connect MERS members across the state.
e Demonstrate how MERS can help you prepare for retirement.
e To raise awareness about the importance of retirement planning.

¢ No matter what your age, it’s not too late to start planning for retirement.
¢ No matter what you do for a living, you need to plan for retirement.
* MERS gives you a solid plan, peace-of-mind and a sense of stability

Channel: Website, Video
Audience: Michigan municipality employees

Multimedia S
Cam p ai gn Creative: Show, don’t tell. Through personal stories and videos MERS members talk
about what they do for a living, and how MERS is helping them plan for the future.

¢ Knowledge of MERS benefits

e Number of peop|e par‘tICIDa’[lng ¢ \Web hits/views



¥ *MERS GO

Municipol Employees’ Retirement System Home Forms Help Login

EMPLOYEE RETIREE EMPLOYER Search

Account Access
For a Brighter Financial Future, Help Your Employees

THINK ABOUT TOMORROW TODAY
With MERS 457 Supplemental Retirement Program o Lochn

éwn  ®MERS

Supplement Your Retirement

Experts estimate that

you'llneed as much as 457
90% of your working income to
continue your standard of living in
retiement. MERS 457 saway to

prepare for your future conveniently

F CITY OF GRAND MAVEN
MERS member since Macch, 1993
e —— through payrolldeductions

EMPLOYER QUICK LINKS Learn More »

- Py ——— -
»> MERS bvestments

»> Update beneficary nformaton

EMPLOYEE QUICK LINKS

Upcoming Events

» Tax forms > Work after Iretre

‘\_;T;::E' ;‘.;--.1

" readds 4o rote == Defred Benef® pay dates o Arve s Actiarial Vak atiare (AAV)
20y toretre >> Defned Beneft pay dates >> s Actuara Vawatons UWY) v -
View our event list, click here

MERS News View All News »



| o MERS

From around the state, our members tell their stories

VIEW STORIES




isited our members around the state to hear their stories. Click the links below to hear them say what
RS means to them in their own words

| AM SECURE | HAVE PEACE OF MIND | AM FORWARD THINKING
Akerms Gordon £d Klobucher Bonnie Sucheck
pLayvioeo payvioeo )

-

+ | LOVE STABILITY | LIKE A PLAN 1 |AMSECURE IN MY RETIREMENT
Jerry Peterson Jennifer Seman Kayo Zmmerman

prayvioeo @9 l prayvioeo @)

| HAVE TRUST AND COMMITMENT | AM SECURE | AM COMMITTED
Michael Brown Ron Coleman Debra Wilhedm







Use research to be more strategic

Link everything you do with the goals
of your organization and know your audience.




Your Ammunition h

1 Surveys The hard numbers you need to prove your point
and build your case to communicate differently.

2 Focus Groups The why behmd the numbers. Collect quotes
that paint the picture.



Guerrilla Research: You Can Do It

= |f you can hire a professional, do it

= But if you can’t hire someone to cut your
lawn or clean your house, does that
mean you don’t do those things?

= There are tons of great things you can

conmaien s A ZE
BIG DATA

= Research has actually never been easier!



“That’s not the way
we’ve always done

= ,,
Sl L et




Why should | bother?

Redefine your role as an expert, not an order taker

- Identify what you need to stop doing

« Uncover perceptions and beliefs

» Find opportunities

- Understand your audience

« Understand your business




Measurement vs Research

« Measurement

* How are specific communications working NOW?

« Snapshot of this moment of time.

« Measure the effectiveness of major initiatives, activities, vehicles and messages.

 Research

* Your overall performance review.

+ Analyzes how we did and looks at how to improve communications as a whole going
forward.



What to Measure”?

* Knowledge: Do they know the facts?

 Perceptions: They might know
something, but they don’t believe it.

« Behavior: Do their actions reflect what
they know and believe?

- Effectiveness: How many people did
you make aware of a communication
piece? How many people followed your
call to action?



What you learn when you listen

Uncover the gap between awareness and understanding




1.1am aware of the change In the Foundation's strategic direction,

Strongly agree
Somewhat agree
Somewhat disagree

Strongly disagree

Notsure ||

Response Response
Percent Count

T6.4% 94

228%

2.4%

0.0%

0.8%

answered question

skipped question

2. | understand the “Connecting Legacy to Future™ plan.

Strongly agree

Somewhat agree

Somewhat disagree

Strongly disagree

Not sure

Response
Percent

30.9%

skipped question




5.1 understand how this change will affect my work and job duties.
Response Response
Percent Count
Stronglyagree [ 14 9% 18
Somewhat agree | 13% 50
Somewhatdisagree [ ] 15.7% 19
Srongly disagree [ ] 15.7% 19
Notsure [ ] 12.4% 15
answered question 121
skipped question

——

7. lunderstand how the Foundation must change to make this new mission succeed.

Response Response

Percenmt Count
Strongly agree 23.8% 29
Somewhat agree | 41.8% 51

Somewhat disagree

Strongly disagree

N /T

Not sure



And how will we know?

10.  understand how the Foundation will measure success in achleving this mission and vision.

Stongly agree

Somewhat agree | |

Somewhat disagree | |

Strongly disagree | |

Notsure | l

Response Response

Percent Count
0.0% 0
19.5% 24
32.5%\
30.9% 38
17.1% 21
answered question 3

skipped question 0




Identify what you need
to STOP doing




How would you describe your weekly e-newsletter?

“One word. DELETE!”
“We call it the Weekly Tombstone.They send

it out on Friday afternoon, pretty much
marking the end of the week.The information
in it has already been posted on the web — so
it basically tells me it’s time to go home.”

“Too much and too “It’s just all way too much. It doesn’t matter it
redundant.”’ says the same thing as the intranet. No
matter what you look at, it’s the same thing.”

“Timing of Weekly Newsletter is really off. By
the time they get it out, you've already read
about it or talked about it.”



2%
‘ ‘ Read the weekly

e-newsletter once
per month--or not at all!

53






Who said what?

Do you think using social and multi-media tools would help tell internal stories?

Executive Responses Employee Responses

> “Hourly employees might not be able to access > “I don’t know. Opening comments up to everyone
everything because they’re not in front of a can be scary. You don't want to make it a job to
computer. But, | could see where they can be police comments. Who knows what people will
useful to get quick messages out that are needed.” say.”
» “I think it would push the more open and honest ) “As far as comments, | think you need to keep it
communications that are needed.” anonymous, otherwise it’s career suicide.”
) “The new generation of the workforce expect new > “It’s also time consuming. Do we really want
social tools —it’s crazy not to have them here.” people to sit there and read comments — instead
of doing their jobs?”
» “It would be nice to have these in place. More and
more people are doing that type of thing outside of > “I'think it will be too big of a distraction. It’s easy to
work, so why not bring them internally?” get caught up in the back and forth in the
commenting sections.”
> “I'd love to see the intranet be more of a
community.” > “I think the whole idea is pretty dangerous. Be

prepared that if you open up the gates, you don't
know what you’re going to get.”









Three main audiences

Corporate
employees

-

‘%‘ <

254
U

Primary vehicle: Intranet

Secondary vehicle: Monthly print
magazine

v 4

Retail
employees

—- = =
b

e

Primary vehicle:
Monthly print magazine

Secondary vehicle:
Table Talkers

O

Warehouse
employees

Primary vehicle:
Monthly print magazine

Secondary vehicle:
Table Talkers

O




DO you read

:%

D Magazine”?

Responses from retail and warehouse employees

“If it’s laying around, I’ll read it, but I’'m never looking for it.”

“It’s too much to read, and | don’t necessarily want to spend

my 15 minutes on it.”

“If they took it out, not many people would notice.”

“It’s never got anything that has to do with us. It's mostly for

corporate.”

“I'just go straight to the back page for the coupon.”

“I don’t read it. No one reads it.”

“It’s not for us, we just ignore it.”

“It’s really girlie.”




Do you read Table Talkers?

Responses from retail and warehouse employees

“Those | look at because you can easily read them, it’s quick and

“It would be cool if they could feature a new product each week.” STIRRING UP CULINARY CREATIONS
with Giada

“They should also use them to update us on new promotions or
policies -- we’d actually get this information this way.”

“It would be cool if we could use them daily to report numbers and
help communicate things that we don’t have time to talk about in
our huddles.”

KEEPING GUESTS COMING
BACK FOR MORE

“If it had information that pertained to our warehouse, it would be
useful.”

“It’s the best way to get information to us because they’re easy to
read when you only have a few minutes. But, they don’t use them
in the best way -- the information is not always relevant.”

“l think they are useful, but could be better. Everyone sees them
and looks them over — if we could have a better filter on what gets
communicated to us over here, we could put those messages there
so that it backs up what we talk about in our a.m. updates.”



The result: Red Magazine

They produce it less, but do it better!

Before
Monthly

Distributed through shared
copies in break rooms

Minimal generic headlines
and an art feature

Lacking profiles on people
and best practices

Stories came across as
“corporate speak”




The result: Red Magazine

They produce it less, but do it better!

After

Quarterly
Mailed to team member homes

Uses great art and consumer
headlines to push people to inside
pages.

Stories are tied to people at all levels
to make stories more relatable and
personal.

Use surveys and in-person focus
groups to ensure content resonates
with field team members.

20% increased readership after the
changes!

> ‘THE SHOPS
AT TARGET'

LIKE OI\ | AHAUNTED
~ TARGET?

W gosn pé i »
Eand P v v L’

f 'y



Before

Twice monthly with
corporate and store/DC
pages

Lacked member voice, so
content didn’t always
resonate with employees.

Layout was based on a
generic template.

Never used as a way to
push people to other
vehicles for more
information

The result: Table Talkers

More timely, specific and targeted!

After

Twice monthly with corporate and
store/DC pages

Team member voice is incorporated in
all features to make news more
relevant.

Design is specific to audience
demographics. Moved from a
template layout to a consumer look
and feel. Quick and easy to read.

Used as a marketing tool for other
comm vehicles. Pushes to print pub
and online news site for additional

information.
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Surveys:
Questions that deliver results




When you think of surveys and number crunching do you
look like this?




Rules of Guerrilla Surveys

Construct clear » Use language survey participants can understand.
direct questions. [MAIECE

Only ask about
things you can * Don't set false expectations
change or impact

e Don’t give them a reason to NOT take the survey
» Save the long ones for the pros

Keep it short

e Limit demographic questions!

Keep it simple! * Don’t try to get fancy with the tools.
» Again, don't give people a reason NOT to respond!




—ffective Survey Questions

Clear, specific and jargon free

No
Opinion

Strongly Strongly

hees Disagree

Disagree

Agree

Communications are timely.

| understand how | contribute to the goals of the
organization.

It is easy to find company news on the intranet.

The internal communications | receive helps me feel
connected to the organization.

| understand the goals of the company.

| understand the strategy the company is using to achieve
our goals.

The internal communications | receive is relevant.




—ffective Quick Poll Questions

Quick, easy and fun

| would recommend L £ = - =
this article to a

colleague.
This article helped me

understand our new
product line.

o Yes o No

0 Yes 0 No

).
¥ i

New Website
What do you think of our new website?

© Vow, It's really great!

. . @ Well, it's ok, | guess
This article was easy @ Hnem, fim not reslly sure

to understand @ 1 domt tike 1t much

o Yes o No




Focus Groups

Understand the “why”







The Detalls

= Structured discussion led by a moderator
= Small groups—8 to 12 people, top

= Participants have a general idea of what the
discussion will be about

= Participants do not get a copy of questions

= 45 minutes to one hour works best



Inviting participants

= How many groups?
= Different job categories

= Different job levels

= Different locations, if possible

= Keep managers and employees
separate



Dear Company Name Employee:

Let your voice be heard. The COMPANY NAME communications team is conducting a series of
staff focus groups. The purpose of the focus groups is to hear your opinions about COMPANY
NAME's internal communications tools.

Are you satisfied with the communications you receive? How can we improve? What information
is the most relevant to you? Are you getting the information you need to help you in your job and
feel connected with the rest of COMPANY NAME?

Participants have been selected randomly and your feedback will be completely anonymous. We
will use the results from the focus groups to ensure that everyone in COMPANY NAME is
receiving consistent, accurate, relevant and timely information on an ongoing basis.

We know that everyone is busy, so we are keeping the length of the focus groups to a minimum.
Your session should last approximately 45 minutes to one hour. Your focus group will be held:

Date:
Time:
Location:

Space is limited, so please R.S.V.P. by [DATE] to NAME at EMAIL. If you cannot attend, it
is important that we know so that we can invite someone else to take your place.

Once you RSVP, we’ll send a meeting confirmation to your calendar.

Your participation is important, as it represents the views of many employees. We know how
valuable your time is, so we thank you in advance for taking the time to support our
communication efforts.

Sincerely,

NAME
Corporate Communications




—ffective focus group questions

Encourage a conversation

What do you like about this monthly print publication and why?

Give me an example of an instance where you felt you weren’t getting the
information you need.

On the note card in front of you write down the first two or three words that come to mind
when you think of internal communications.

Seeing as you’re not in front of a computer all day, what’s the best way to get information to
you?

Can you see video as a helpful way for employees to share best practices? Why or why not?

If you had the opportunity to comment on articles on the intranet, would you feel comfortable
doing so? Why or why not?



| Crescenzo

Focus Group Discussion Guide Sample

1. Opening Remarks (2 Mnutos)
Thanks for coming today. The goal of ioday's meeting & % understand ¥ the internal
communications and news you curmently recene is efective, relevant and valuable to
you. There are only a few basic nides 10 keep in mind while paricipating 1ocay

a) Everyone is expeciod 0 be an attive pariicipant.

b) There are no right” or “wrong” answers

c) Speak freely but remember not %0 Intermupt others while they are taliking

d) Note taking s for reporiing purpases only and will be used for analyss
Names are not atlached 10 the noles.

@) Al feeddack today will remain anonymous. In order 10 maintain anocnymity,
| just ask that anything that is said durning our Session i$ not repoated
outside of our session

Il. Introductions (2 Minutes)
Bedooe we start, I'd like 10 o around the room and have everyone introduce
themseives and tell us what your position Is and how long you've worked here

Interactive Exercise (10 minwlos)

Thick about the diffecent ways thal you ceceive intemal news. Write down the first two
or three words that come 1o mind when you think of them. How would you describe
them, or the information you receive from them?

V. Communication Vehicles Review (20 Minutes)

We're Qoing 10 1ake Some Uima and review Some SPOCific vahicies your CommunNication
team is using o communicate with you.

ALL GROUPS:

intranet site: How many people visit the site on a frequent basis? What do you like
adout 17 What's usoful? What king of information grabs your anenson when you're on
this site? 1L you donl usa &_why 00t? Do you think then's ancugh interaction on this
Sile7 If thore were an opportunity 10 imeract morne by leaving comments, using like
buttons or ratings, eic.,, would you use these 100is7? 'Would you ever acoess this she
from home? How about @ mobile covica? Do foel that now media such as video, blogs
of pOdcasts would De nice Teatures 10 8060 On the ste?

FRONT LINE EMPLOYEES:

Which vehicles do you refer to the most %0 get news? Do they provide you with the
information that is important % you? Can you give me an example of the types of
Information you find important? How often do you use any of these vehicies, What's




Focus Group Discussion Guide Sample

appealing o you, what isnY? Which vehicles don’t you use, why not? Mow would you
Mprove of enhance these vehicles?
WEST COAST EMPLOYEES:
Which vehicies do you refer 1o the most to get news? Do they provide you with the
nformasion that is important 10 you? Can you give me an exampio of the types of
nformation you find imporiant? How often do you use any of these vebicles, What's

appealing %0 you, what isn't? Which vehicles don't you use, why not? How would you
improve or enhance these vehicios?

ALL GROUPS: If | haven akready heard the answers 10 these questions while reviewing
the specic commenication vehicies, 11 ask them now

2. Does the internal communications you receive make you feel connected to the
orgarizaton? Why or why not? What's missing?

What information co you feel you should be getting, but you're not?

Is there any information you feel is OVER communicated?

V. Company Values and Goals (10 Minutes)
2) Do you feel the organizaton does @ good job expiaining the srategy and
goals of the organization?

Do you undersiand how you contribute 10 the Qoals and siraloges?

How comfortable do you feel asking your manager questions about U
direction, goals and status of the organization as a whole?

Do you feel your manager has the information they need 10 answer your
QUESTONS abowt the status and the goals of the organzation?

For the leader’s focus group only: How comioriadie do you feol
COMMUMNICATING and'or answoring Questions about the strategies and goals
of the organization o employees?
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Focus Group Discussion Guide Sample

f) For the leader’s focus group only: What suppor do you as a leader
need from the Intemal Communications team? What's the best format for
that information?

V1. Closing
Thank you for taking the time 10 participate today. Your feedback will be collected
and included in a report (all feedback is reported anonymously). Your insights help
your communication team understand what information is imporant 10 you, as well
as how to deliver the right information in the right format. Again, thanks for your
time!
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Putting the research to work
Creating content that resonates with your audience

\\.\\\‘\
\ \\\




(/-
SHILLING

UK based benefit communication specialists

60+ clients; global and local insight into member behaviours
Creative in strategic thought and delivery

Focussed on getting ‘under the skin’ of issues

Driven to improve personal ownership levels in pension savers

whilst helping businesses “benefit from their benefits”

(5

SHILLING






What people really think!

“Time is the
“I only care only thing
about what'’s stopping me

importa”nt thinking
NOW. about it!”

“'m more “I have to work
concerned hard to understand
whether 'l what | am meant to

have a job be doing”
tomorrow!”

(7

SHILLING



“PLEASE... just “Investing is alien

V4
tell me what | tome—-I'm
have to do

1 frightened about
making a bad
decision...”

“I don’t think about

money in “How do | know
percentages — how I’m not funding

much will it’ll Colonel Gaddafi?”
ACTUALLY cost”

(7

SHILLING



Doom and gloom...

- It’s a subject alien to normal people!

- Continuous media negativity

- No trust in financial system (not just pensions)
- Lack of personal ownership to save

- Perception it’s too time consuming

- Lack of confidence paralyzes decision making

(7

SHILLING






Create an impact

- Use design to:
- Fight for attention
« No clichéd imagery

- Use graphics to
explain




HELP

| don’t know what you mean...

We don't want you to have to become a
;)"'I\\ ons or nvestment ('X‘)("t
before you are able to make the most
of the Scheme and the investment
options available to you. That's
why overleafl we've included
a brief explanation of
any unfamiliar terms

that we have used

Keep this flap open as you read through your booklet
and, when you come across an unfamiliar term, you can quickly
lock 1t up and see what It moans!



Simplify your content

- Be positive

 Don’t bombard...
break information
down

* Focus on what’s
important NOW




Clothes

How much will my =
emploger contribute?

Your ernployer will pay contributions
as detailed in your Mamber Schedule,

?

How mwuch can [ save?

You may be required to pay regular
contributions to CONNECT as
specified inyour Member Schedule,

You can estimate the contributions
that you need to be paying using an
online pension projection tool which
will be available to you when you join,

See page 24 for more detalls.

Can I pag more? F=

Yes, of course! You have the option

10 pay extra contributions into your
Retirement Pot through Additional

Voluntary Contributions (AVCs),

At retirement you can use your AVCs
10 1Op UP your benefits,




UNDERSTAND HOW THE SCHEME WORKS (PAGE 4)

MMmmmmmsms)

TEP3

UNDERSTAND THE DIFFERENT ASSET TYPES (PAGE 8)

REVIEW YOUR INVESTMENT STRATEGY OPTIONS (PAGE 10)

) STEPs
=p) STEP 7




Lose the jargon

* Write how you talk

 Think about things
people WANT to read

- Simple analogies to
explain complex
subjects




! 3Ty Seriows Bought
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Q abogt it




Unusual gift ideas for
this Clristmas

-~ -

We look at whether

\ your pension confroution
&S realy worth it







Make everything relevant and personal

+ Highlight key ‘need to know’
figures A

« Move the detail to the back
or online

* Probing questions

* Integrated personal
information Relevance

* Realistic expectations

* Help people understand
their position
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Take the road less traveled




Do Less and




Subscribe to our new monthly newsletter
-- learn and laugh at the same time!

(e

Low Hanging Fruit

The newsletter that will shift your paradigms so fast, your core competencies will never be the same again

www.crescenzocomm.com



http://www.crescenzocomm.com
http://www.crescenzocomm.com

Contact Information

Keep in touch, we'd love to hear from you!

Steve Crescenzo Cindy Crescenzo
steve@crescenzocomm.com cindy@crescenzocomm.com
@Crescenzo @Creativecomms

www.crescenzocomm.com

www.corporatehallucinations.com
99
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