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By the end ofthis session

You’llknow:
1. W hy you’re worth a fortune
2. W hy seniorm anagers don’tunderstand this yet
3. W hy the traditionalcom m unication m odels aren’t

helping
4. How you can startproving allthis
5. W hatwe could allnow realistically aspire to
Butfirstofall…
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Two questions…

…forseniorm anagers
Do you take internalcom m unication seriously…
…enough?
Is ‘seriously enough’ nota m atterofsubjective

judgem ent?

icm© Russell-OliverBrooklands 2008



The
internalcom m unication m odel

A new,burgeoning business m anagem entm odel
Puts IC atthe heartofplanning & m anagem ent
Currently based on 10 principles
Each underpinned with a business policy
-which aren’trocketscience
Supported by procedures
-which often are
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icm principles & policies

1. Language
2. Functionalpurpose ofIC
3. Ultim ate purpose ofIC
4. Investm ents & costs
5. Briefing
6. Integration
7. W riting & Editing
8. Approvals
9. Feedback
10. IC Policy
Stillto com e:
Channelplanning.Projectm anagem ent.Change

m anagem ent. SocialNetworking
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icm principle 1
Language

Language is ourm ain toolforrationalthinking
It’s an inexacttool
“In parliam enttoday,the police w ere called on to stop

drinking in the streets”
Itcan allow for/cause m isunderstandings
The m ore disciplined we are,the less room for

m isunderstandings
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The rightcom bination…

…forgetting atthe goodies:

040760
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The rightcom bination…

…forgetting atthe goodies:

040760

99.99999% correct
Only one m illionth out
And you stillcan’tgetatthe goodies
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The rightcom bination…

…forgetting atthe goodies:

040761

A tiny difference willoften m ake allthe difference
‘Kind ofdoing it’ isn’t‘exactly doing it’
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icm principle 1
Language

Language is ourm ain toolforascribing m eaning
It’s an inexacttool
“In parliam enttoday,the police w ere called on to stop

drinking in the streets”
Itcan allow for/cause m isunderstandings
The m ore disciplined we are,the less room for

m isunderstandings
Policy:
W e willm ake ourlanguage as precise as possible

wheneverbriefing,writing,editing orapproving
internalcom m s,orpresenting them live,orseeking
feedback.
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Com m unication Ownership:

Identifying whatneeds com m unicating
To whom
W hen
And how
In any business situation they encounter
Should seniorm anagers be skilled com m unication

owners?
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Should

Duty/obligation:
“You should stop atred traffic lights”
Yes,they have an obligation to be good atdoing theirjob
Reasonable expectation:
“A flightfrom London to Glasgow should take aboutan

hour”
Is itreasonable to expectsom eone to be a skilled

com m unication owner?
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W hat’s this?
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The business com m unication
gene…

…yeah,right
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Reasonable expectation

1. A business com m unication gene?
2. Learning & Developm ent?
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Learning & Developm ent

Traditionalbusiness com m s courses:
Letterwriting,interpersonalskills,presentation skills etc.
How to execute com m unications
Nothow to w ork outwhatneeds com m unicating
Vocationaltraining forcom m ercialcom m unication

specialists?
Typically journalism orm arketing
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Com m ercialcom m unication
Need to know Nice to know
B Brochures StaffM agazines

U Presentations TV

S M eetings Intranet Radio

I Advertising Books

N Job profiles Theatre plays

E Training New spapers

S Lifestyle m agazines

S Hobby m anuals

R E C R E A T IO N A L
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Vocationaltraining
Journalism m odel
Greatforgetting people engaged in the process
Perfectif:
-audience/advertisers are paying,and
-you don’thave to pay the audience
W ith IC,the process is notenough
IC requires audience action beyond the process
M arketing m odel
W orks where:
Audience is receiving iton theirown tim e
Audience is 100% voluntary
It’s always OK forsom e folk to opt-out
Nottrue forIC
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Reasonable expectation for
com m unication owners

1. A business com m unication gene?
2. Learning & Developm ent?
Everyone who’s com m unicating inside a business has a duty

to fulfilan unreasonable expectation
3. Try to w ork itoutby m eans oftrial& error…
…which has two com ponents:
the firstis ‘Trial’
The second is…
…leading us to an inescapable conclusion
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Inescapable conclusion:

W ith no business com m unication gene,
and with no com m unication ownership training,
Every business has ERROR hard-wired into its IC

practices…
…notby design,butby default
Virtually allbusiness m anagem entactivity involves IC

practices
Hey,let’s celebrate!...

…because we can do som ething aboutit
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Seriously enough…

…to design erroroutofthe business’s internal
com m unication practices – as faras reasonably
possible.

How could anything less be ‘seriously enough’?
How reasonable is ‘reasonably possible’?
Initially,this depends on the category ofcom m unication
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Two categories ofIC

1 M ainstream :the stuffyou and/orotherIC
professionals work on

2 Ad-hoc:em ails,m eetings etc,produced orrun by
anyone around the business

Itm akes sense to sortoutm ainstream IC firstbecause:
-production involves fewerpeople
-individualim pactis greater
Requires investm entoftim e,m oney & effort
W e need a com m ercialcase
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icm principle 4
Investm ents & Costs

InternalCom m unication requires 3 investm ents & can
involve up to 8 unnecessary costs

Policy:
W e willfollow procedures which willm inim ise ourIC

costs and give us m axim um return on ourIC
investm ents
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Investm ents & Costs

The squillion-pound see-saw
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The squillion-pound see-saw

W asted investm ent
5 M oving goalposts
6 Ditched projects
7 W asted audience tim e
Com m unication failure
8 Repeatcom m s
9 Correcting m istakes
10 M issed opportunities
11 Lostgood will
12 Purpose failure

1 Usable incom e
IC investm ent
2 Budgets
3 Production tim e
4 Audience tim e
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The squillion-pound see-saw

Useable incom e
Investm entin internalcom m s
W asted investm ent
Com m unication failure costs

icm© Russell-OliverBrooklands 2008



Under-investm ent

Useable incom e
Investm entin internalcom m s
W asted investm ent
Com m unication failure costs
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One costof‘trial& error’

W asted audience tim e -eg em ailoverload:
Num berofem ail-userem ployees
X
W eekly audience tim e
X
50 weeks a year
X
% tim e wasted
X
£?? an hour

www.internalcom m unicationm odel.com
Free online calculatorforup to six internalaudiences
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Investing seriously enough

Useable incom e
Investm entin internalcom m s
W asted investm ent
Com m unication failure costs
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Initialinvestm entin
internalcom m unication

1. Develop com m unication professionals’ ability (skill&
authority)to use appropriate IC practices

2. Introduce those appropriate practices on
m ainstream com m unications

3. Use the tim e and m oney released to investin
im proving people’s ad-hoc IC practices

icm© Russell-OliverBrooklands 2008



icm principle 5
Briefing Process

The quality ofresultthatany com m unication produces
willbe affected,atleastin part,by the quality of
thinking thatgoes into it.

Policy:
W e willalways follow a structured briefing process,to

ensure a guaranteed m inim um standard ofthinking
goes into allourm ainstream internal
com m unications
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icm principle 7

Unlike m arketing & recreationalcom m unications,
audiences forIC have rarely volunteered them selves
to receive m any ofthe com m s they get. There’s
often a sense ofduty/coercion involved.
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m ini-com m unication

Hear
See
Understand
W illing to respond
Itstillfailed
Is ittalking to m e?
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3 Positions

C. A.

1. Com m unicator D.O.
2. Audience
3. Detached Observer– the ‘fly on the wall’,

eavesdropping on the com m unication (ie they w on’t
feelany instructions/calls to action are forthem )

icm



3 Positions

C. A.

7 Triggers

D.O.

W ith IC there are seven triggers thatpush people
outofthe audience and into the detached observer
position

icm



…occurin 40% ofallm ainstream ICs
M ake 80% ofpeople feelthe com m unication is now

talking to som eone else.
Those people don’ttake/avoid actions
The com m unication fails

icm

The 7 Detached Observer
Triggers…



Com m unication failure costs

1. Repeatcom m s
2. Correcting m istakes & m isunderstandings
3. M issed opportunities
4. Lostgood will
5. Purpose failure
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…occurin 40% ofallm ainstream ICs
M ake 80% ofpeople feelthe com m unication is now

talking to som eone else.
Those people don’ttake/avoid actions
The com m unication fails
One triggerresides in the briefing process
The othersix are linguistic

icm

The 7 Detached Observer
Triggers…



icm principle 7
W riting/Editing

Unlike m arketing & recreationalcom m unications,
audiences forIC have rarely volunteered them selves
to receive m any ofthe com m s they get. There’s
often a sense ofduty/coercion involved.

Unlike M arcom s,it’s often notOK forpeople to optout
ofan IC audience

It’s therefore possible forICs to failbecause ofDetached
ObserverTriggers

Policy:
W e willalways rem ove any such triggers from our

internalcom m unications.
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3 ‘Approval’ Positions

C. A.

1. Com m unicator D.O.
2. Audience
3. Detached Observer– the ‘fly on the wall’,

eavesdropping on the com m unication (ie they w on’t
feelany instructions/calls to action are forthem )
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icm principle 10
IC Policy

There’s no pointhaving clear,logicalPrinciples,Policies &
Procedures forIC,withoutensuring they’re being used

Policy:
Allparties involved in the production ofm ainstream ICs

willreceive the necessary education,and have
appropriate perform ance m easures included in their
annualappraisals.

Feedback on theirperform ance m ustbe soughtfrom the
people with the necessary knowledge.

Anyone who doesn’tfollow the procedures willbe subject
to the business’s existing perform ance m anagem ent
process.

This willeventually apply to allproducers ofad hoc
com m unications too.
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icm principle 10
IC Policy

W e’lldesign erroroutofourinternal
com m unication practices as faras reasonably

possible
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Being worth a fortune

You’re notcurrently being taken seriously enough
No business com m unication gene
Erroris hard-wired into the system
The journalism and m arketing m odels fallshort
It’s costing a fortune
Startwith m ainstream IC practices
Butfirst…
W e need to be prepared to take ourselves seriously

enough
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Taking ourselves seriously
enough

“Ourdeepestfear…
…is notthatwe are inadequate.
Ourdeepestfearis thatwe are powerfulbeyond

m easure.
Itis ourlight,notourdarkness,thatm ostfrightens us.
W e ask ourselves: “W ho am Ito be brilliant,gorgeous,

talented,fabulous?”
Actually,who are you notto be so?
Yourplaying sm alldoesn'tserve the world.
There's nothing enlightened aboutshrinking,so that

otherpeople won'tfeelinsecure around you.
W e are allm eantto shine;
because,as w e letourown lightshine,we im plicitly give

otherpeople perm ission to do the sam e.”

M arianne W illiam son
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To whatextentwould you like to…

…startallowing yourlightto shine,
increasingly,from here on?

www .internalcom m unicationm odel.com
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