Revision Sheet - Internal PR

· Typically comes up as making the case for internal PR

· Not to be confused with inhouse PR

· Sometimes referred to as employee communications / staff relations

What you need for Question

Address the quote given as always.  Define what internal PR is.  Look at changing corporate cultures and how they value the employee as a key customer, audience, ambassador of the company.  Need to show link between internal PR and HR and trade unions.  List the tools of internal PR and focus on benefits of each tool.  Have current examples of companies with good internal PR….. PR winning case study in Unilever and Imagination Workshop.  Role of employees as brand ambassadors and customer and community influencers.  Examples of companies with good and bad internal PR and how that impacts broader reputation.  Focus on real and tangible benefits of good internal PR for the company.

What is internal PR?

The in-house PR department is charged with many responsibilities - corporate image, media relations, financial PR and internal communications.  Internal comms is employee-focused.  The purpose of internal communications is to develop, encourage and promote internal communications among employees.  

For good internal PR you need a recognition at board level of the real value of employee communications.  It is a manager's job to manage and to communicate.  Internal comms complements existing management structures.  It does not take over from them!

Good internal comms comes back to promoting understanding amongst your audience.  

Internal PR tools

Clubs and societies

Functions for staff families

House journals

Ideas and awards schemes

Induction literature and training

Internet access

Meetings with company executives

Notice boards

Presentations

Staff conferences

Staff events

Speak-up schemes

Staff meetings

Video links

Benefits

To employees means the creation of better working environment which leads to more pride in their work and more pleasure.  Feel respected and valued.  Input welcomed.  Feel closer to company and therefore more loyal.  Recognition.

To management there are real and tangible benefits.  A happy workforce will be a more productive workforce with better attendance and attention.  Staff retention is better.  Spreads the good name and goodwill towards the company.  Positive community support.  Greater customer satisfaction.

Employee Communication Linked to Performance - Research Snippet
Tuesday, November 4, 2003
Employers looking to increase shareholder returns and reduce employee turnover might want to look at how well they are communicating with workers, according to a study by Watson Wyatt.  The study found that companies with the most effective employee communication programs provided a 26 percent total return to shareholders (TRS) from 1998 to 2002 compared to a -15 percent TRS experienced by firms that communicate least effectively. The study also found that a significant improvement in communication effectiveness is associated with a nearly 30 percent increase in market value.


"The survey results clearly demonstrate that the better a company has communicated with its workers, the better its shareholder returns have been," said Kathryn Yates, one of the study's co-authors. "The bottom line
is that employee communication is no longer a `soft' function but rather a business function that drives performance and contributes to a company's financial success."


A total of 267 U.S. companies participated in the study, which examines the relationship between an organization's communication strategy and practices and its shareholder returns. The respondents are primarily large companies
and represent all major industry sectors in the United States.  The survey also found that high levels of effective communication have a positive impact on employee turnover. The three practices associated with the largest increase in shareholder value are driving managers' commitment to effective communication, having a formal communication process in place (including a documented communication strategy and implementation plan) and creating a clear line of sight between business objectives and employees' jobs.

PRIVATE
Survey finds lack of trust in internal communications
Written by Sara Calabro
Published on January 12 2004 

STAMFORD, CT: American workers are skeptical of their companies' internal communications efforts, according to a study released last week by HR services firm Towers Perrin. The study is called Enhancing Corporate Credibility: Is it Time to Take the Spin Out of Employee Communication?










Of the 1,000 respondents, just more than half (51%) said they believe their company generally tells employees the truth, while almost one-fifth (19%) disagreed. Fifty-one percent said they think their company tries too hard to spin the truth. 

Respondents also believe there is an imbalance between the employer's truthfulness with them as employees and other corporate constituencies. Sixty percent of respondents said that their company is more truthful with shareholders, while 58% said their employer is more honest with its customers. 

Almost half (48%) said they view information from senior leadership as the least reliable, and that they receive more credible information from their direct supervisors than from the CEO. More than half said they are more likely to believe information about their pay (64%) and benefits (59%) than about company direction and strategies - the information most often communicated by management. 

The survey reported disparities in employee perceptions of corporate credibility on different subjects. Most respondents said their employer is least open when communicating what the company needs from employees and what employees can expect in return. Only half of respondents called employers forthright about what the organization needs from its workers, and well under half (39%) said their company is completely open and honest in communicating what the organization offers.

Harris InterActive conducted the survey in mid-2003 on behalf of Towers Perrin. The sample was designed to represent a typical cross section of workers at US-based organizations with at least 1,000 employees. Respondents cut across a range of industries, ages, education levels, genders, and incomes.



