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Our job: 
Make the important interesting



Blogs

You	  Tube

Magazines

24-‐hour	  news	  cycle
Podcasts

Radio	  

Satellite	  Radio

iTunesTwi>er

Facebook

Novels Email

Online	  Shopping

LinkedIn ConversaJon

Tivo

Television

Satellite	  TV

Online	  Gaming

Phones

Hobbies

Family

Flickr

Sports

Drinking

Performing	  Arts

Exercise

Newspapers



Why we are needed!
Left to themselves, organizations will always 
create bad, boring stuff
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Pudgy white men 
spewing corporate 

boiler plate

Formulaic writingJargon, buzzwords 
and platitudes

Top-down 
information flow

“Corporate” communications is dying



vs.Corporate Creative

Top down Interactive and participatory

Stiff and formal Conversational

Policies and programs People

Old vehicles New vehicles

“Safe” content “Risky” content

Formulaic Great storytelling
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Safety 





















What is 
Strategic Creative Communications?

1. Research

2. Creative Tactics

3. Measurement



www.crescenzocomm.com

Be more creative
AND more strategic! 

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


Use the Strategy Ladder for every major 
communication effort



The Strategy Ladder

Business Goal

Communication Goal

Messages

Content

Measurement

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

• 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.
• To raise awareness and participation in direct programs and services that meet the needs of injured 
service members.

• Your generous donation to WWP helps thousands of Wounded Warriors - and their families - as they return home from the current 
conflicts.
• 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 
support you as you define your new normal.
• We support family members who suddenly find they are serving as full-time supporters or caregivers.
• There are many things, big and small, that you can do to help a Wounded Warrior. 

Integrated Social 
Media Campaigns

Timing: Ongoing
Creative: Show, don’t tell. Through personal stories, videos, podcasts, demonstrate 
the effects of the Wounded Warriors project and why it is necessary. 

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

•Visibility of the program (PR placements, positive mentions, stories in 
the media
• Number of donations and volunteers
• Number of veterans participating

• Interaction on social sites
• Web hits/views



The “Real Warriors” content
• Everything they do is tied to 

the overall business goal

• 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





Real Warriors on Facebook



Facebook: Conversation



Podcasts: Audio Storytelling



YouTube: Use video to show emotion





The Strategy Ladder

Business Goal

Communication Goal

Messages

Content

Measurement

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

• Connect MERS members across the state. 
• Demonstrate how MERS can help you prepare for retirement. 
• 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

Multimedia 
Campaign

Timing: Ongoing
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.  

Channel: Website, Video
Audience: Michigan municipality employees

• Knowledge of MERS benefits
• Number of people participating • Web hits/views
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Use research to be more strategic 
Link everything you do with the goals 
of your organization and know your audience. 



Your Ammunition

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

The ‘why’ behind the numbers. Collect quotes 
that paint the picture. 

1

2 Focus Groups



Guerrilla Research: You Can Do It!
§ If 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 
do right now to improve your 
communication efforts

§ Research has actually never been easier!



“That’s not the way 
we’ve always done 

this.”



Why should I bother?

• Identify what you need to stop doing

• Uncover perceptions and beliefs 

• Find opportunities

• Understand your audience

• Understand your business X
Redefine your role as an expert, not an order taker



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?	  

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

• Behavior:	  Do	  their	  ac=ons	  reflect	  what	  
they	  know	  and	  believe?

• EffecJveness:	  How	  many	  people	  did	  
you	  make	  aware	  of	  a	  communica=on	  
piece?	  How	  many	  people	  followed	  your	  
call	  to	  ac=on?
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What you learn when you listen
Uncover the gap between awareness and understanding







And how will we know?
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Identify what you need 
to STOP doing



How would you describe your weekly e-newsletter?

“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.”

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

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

“Too much and too 
redundant.”

“One word. DELETE!”
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62%
Read the weekly 
e-newsletter once 
per month--or not at all!



54

Uncover perceptions and beliefs



Who said what?

Executive Responses Employee Responses
‣ “Hourly	  employees	  might	  not	  be	  able	  to	  access	  

everything	  because	  they’re	  not	  in	  front	  of	  a	  
computer.	  But,	  I	  could	  see	  where	  they	  can	  be	  
useful	  to	  get	  quick	  messages	  out	  that	  are	  needed.”

‣ “I	  think	  it	  would	  push	  the	  more	  open	  and	  honest	  
communica=ons	  that	  are	  needed.”

‣ “The	  new	  genera=on	  of	  the	  workforce	  expect	  new	  
social	  tools	  –	  it’s	  crazy	  not	  to	  have	  them	  here.”

‣ “It	  would	  be	  nice	  to	  have	  these	  in	  place.	  More	  and	  
more	  people	  are	  doing	  that	  type	  of	  thing	  outside	  of	  
work,	  so	  why	  not	  bring	  them	  internally?”

‣ “I’d	  love	  to	  see	  the	  intranet	  be	  more	  of	  a	  
community.”

‣ “I	  don’t	  know.	  Opening	  comments	  up	  to	  everyone	  
can	  be	  scary.	  You	  don't	  want	  to	  make	  it	  a	  job	  to	  
police	  comments.	  Who	  knows	  what	  people	  will	  
say.”

‣ “As	  far	  as	  comments,	  I	  think	  you	  need	  to	  keep	  it	  
anonymous,	  otherwise	  it’s	  career	  suicide.”

‣ “It’s	  also	  =me	  consuming.	  Do	  we	  really	  want	  
people	  to	  	  sit	  there	  and	  read	  comments	  –	  instead	  
of	  doing	  their	  jobs?”

‣ “I	  think	  it	  will	  be	  too	  big	  of	  a	  distrac=on.	  It’s	  easy	  to	  
get	  caught	  up	  in	  the	  back	  and	  forth	  in	  the	  
commen=ng	  sec=ons.”

‣ “I	  think	  the	  whole	  idea	  is	  prePy	  dangerous.	  Be	  
prepared	  that	  if	  you	  open	  up	  the	  gates,	  you	  don't	  
know	  what	  you’re	  going	  to	  get.”

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



ASSUME
NOTHING!
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Find opportunities!



Three main audiences

Corporate 
employees Retail 

employees
Warehouse 
employees

Primary vehicle: Intranet

Secondary vehicle: Monthly print 
magazine

Primary vehicle: 
Monthly print magazine

Secondary vehicle: 
Table Talkers

Primary vehicle: 
Monthly print magazine

Secondary vehicle: 
Table Talkers



Do you read RED Magazine?

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

• “It’s	  too	  much	  to	  read,	  and	  I	  don’t	  necessarily	  want	  to	  spend	  
my	  15	  minutes	  on	  it.”	  

• “If	  they	  took	  it	  out,	  not	  many	  people	  would	  no=ce.”

• “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.”

Responses from retail and warehouse employees



Do you read Table Talkers?
Responses from retail and warehouse employees

“Those I look at because you can easily read them, it’s quick and 
easy.”

“It would be cool if they could feature a new product each week.”

“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.”

“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.”

“I 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

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”

They produce it less, but do it better!



The result: Red Magazine

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!

They produce it less, but do it better!



The result: Table Talkers

Before After

More timely, specific and targeted!

‣ 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

‣ 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



Effective Survey Questions

Strongly 
Agree Agree No 

Opinion Disagree Strongly 
Disagree

Communications are timely. 

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

It is easy to find company news on the intranet. 

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

I understand the goals of the company. 

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

The internal communications I receive is relevant. 

Clear, specific and jargon free



Effective Quick Poll Questions
Quick, easy and fun



Focus Groups
Understand the “why”





The Details
§ 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 





Effective focus group questions

• What	  do	  you	  like	  about	  this	  monthly	  print	  publica=on	  and	  why?

• Give	  me	  an	  example	  of	  an	  instance	  where	  you	  felt	  you	  weren’t	  geUng	  the	  
informa=on	  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	  communica=ons.	  

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

• Can	  you	  see	  video	  as	  a	  helpful	  way	  for	  employees	  to	  share	  best	  prac=ces?	  Why	  or	  why	  not?	  

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

Encourage a conversation
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Putting the research to work
Creating content that resonates with your audience



-‐ UK	  based	  benefit	  communica=on	  specialists

-‐ 60+	  clients;	  global	  and	  local	  insight	  into	  member	  behaviours

-‐ Crea=ve	  in	  strategic	  thought	  and	  delivery

-‐ Focussed	  on	  geUng	  ‘under	  the	  skin’	  of	  issues

-‐ Driven	  to	  improve	  personal	  ownership	  levels	  in	  pension	  savers	  

whilst	  helping	  businesses	  “benefit	  from	  their	  benefits”





“I	  only	  care	  
about	  what’s	  
important	  
NOW.”

“I’m	  more	  
concerned	  
whether	  I’ll	  
have	  a	  job	  
tomorrow!”

What	  people	  really	  think!

“Time	  is	  the	  
only	  thing	  
stopping	  me	  
thinking	  
about	  it!”	  

“I	  have	  to	  work	  
hard	  to	  understand	  
what	  I	  am	  meant	  to	  

be	  doing”



“PLEASE…	  just	  
tell	  me	  what	  I	  
have	  to	  do!”

“InvesJng	  is	  alien	  
to	  me	  –	  I’m	  

frightened	  about	  
making	  a	  bad	  
decision…”

“I	  don’t	  think	  about	  
money	  in	  

percentages	  –	  how	  
much	  will	  it’ll	  

ACTUALLY	  cost”

“How	  do	  I	  know	  
I’m	  not	  funding	  

Colonel	  Gaddafi?”



Doom	  and	  gloom…

-‐ It’s	  a	  subject	  alien	  to	  normal	  people!	  

-‐ Con=nuous	  media	  nega=vity

-‐ No	  trust	  in	  financial	  system	  (not	  just	  pensions)

-‐ Lack	  of	  personal	  ownership	  to	  save

-‐ Percep=on	  it’s	  too	  =me	  consuming

-‐ Lack	  of	  confidence	  paralyzes	  decision	  making



4 ways to tackle 
these issues 
head on!



Create an impact

• Use design to:

• Fight for attention

• No clichéd imagery

• Use graphics to 
explain





Simplify your content

• Be positive 

• Don’t bombard…
break information 
down

• Focus on what’s 
important NOW 







Lose the jargon

• Write how you talk

• Think about things 
people WANT to read

• Simple analogies to 
explain complex 
subjects  









Make everything relevant and personal
• Highlight key ‘need to know’ 

figures

• Move the detail to the back 
or online

• Probing questions

• Integrated personal 
information

• Realistic expectations

• Help people understand 
their position





Take the road less traveled 



Do Less and 
Do It Better



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

www.crescenzocomm.com

http://www.crescenzocomm.com
http://www.crescenzocomm.com
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Contact Information
Keep in touch, we’d love to hear from you! 

Steve Crescenzo
steve@crescenzocomm.com
@Crescenzo

Cindy Crescenzo
cindy@crescenzocomm.com
@Creativecomms

www.crescenzocomm.com
www.corporatehallucinations.com
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