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Objectives are set to determine and direct both the style and content of the com-
munication campaign. Stated objectives then become the criteria for measuring the
effectiveness of the content, design, and impact of the communication.

Communication ohjectives should be succinct, clear, focused, and meet the
SMAART criteria. Best practices can be used to provide company benchmarks for
setting appropriate objectives.

Your objectives also will become the criteria by which you measure the effective-
ness of the content, design, and impact of the communication. It is important to
identify the measurements (e.g., retention rates, sick days, benefits claims, perfor-

mance ratings, productivity, etc.) that will validate the success of your communica-
tion campaign,

Step 3: Conduct Audience Research

By understanding your audience, messages can be tailored to meet their diverse
needs. Specifically, by defining your audience’s sphere of experience early in the
design of a commurication campaign, you can avoid the noise that might distort
the message or give it a negative impact. Often, plan or program design cannot be
changed, but the communicator can adapt the materials’ messages so employees
understand what is changing, how the change(s) will affect them, and what actions
they need to take. (See Figure 5.6.)

Audience research can be conducted before and after 2 communication cam-
paign. Knowing your audience and their frames of reference can be pivotal in:

* Identifying the key appeals of a new plan or program to learn what features to
emphasize in the communication process.

* Ascertaining what information employees think is important.

FIGURE 5.6 Questions to determine audience “sphere of experience.”

* Who are your audiences (e.g., socioeconomic profiles, cultural makeup, na-
tive languages)? '

How well do employees understand current compensation, benefits, and

work experience programs?

* How does this project fit in with corporate culture and philosophy?

* How does this project fit with recent or upcoming changes in your total re-
wards program?

* Do managers have the plan knowledge and presentation skills to effectively
deliver the message?

Do employees know what is expected of them and how to link their work ac-
tivities to company goals?

Do employees clearly see a performance-to-reward connection?

How does top management view communication concerning total rewards?
How does the company want to be perceived by the workforce?
What is the employee relations climate?

* What other events or circumstances exist that must be considered?




