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* Previewing a possible approach to see if its style and tone are appropriate. i FGURE ¢
* Determining how well critical information is getting through to employees. . -
* Uncovering trouble spots, disconnects, or pitfalls before they become critical. f Eey Messs
* Identifying special information needs on the part of particular andience  j * Savin
segments. -' g e Cont
* FEstablishing a benchmark for later analysis. 1 retir
The best audience research results in both qualitative feedback and quantitative * 401 q
Jeedback. . ON:‘:;
* Qualitative feedback. Qualitative feedback helps determine why employee at- 3 thet
titudes exist. With this knowledge, you can identify how to reinforce positive 3 * Noo
attitudes and how to correct negative attitudes. M
Qualitative data can be obtained from opinion leaders, cross-functional g 4 "’Z Bx
teams, individual interviews, and focus groups. Listening is the key to gathering e The
qualitative data. Fight the temptation to give feedback during a data-gathering o Fair-
session. Listening, in itself, will build trust and foster confidentiality. -
* Quantitative feedback. Quantitative feedback helps statistically determine how  j . ;:;1:
many employees hold certain opinions and whether various employee sub- 1§
groups have similar or different points of view, The challenge in obtaining |
good quantitative feedback is to develop a set of questions that are both com-
prehensive and clear. These questions should address all relevant issues. More
important, employees should be able to clearly understand what they are being o Act
asked and have the comfort to respond to the questions honestly. Quantita: o Set-
tive data can be obtained from employee questionnaires, exit interviews, and ! . Fras
electronic surveys. 1 e Cor
For example, a manufacturing company with some very long-term employ- i
ees needed to modernize its retirement plans to integrate the employee pop- : Effectd
ulations of both old and newly acquired divisions. Because the plan changes f feg..alo
already were approved, the company was skeptical about the value of con- ; have uset
ducting focus groups. Rather than conduct focus groups to gather opinions : program
on the plans, however, the company sent communication consultants to test : “Perfo
the pilot communication campaign. Conducting these focus groups allowed ously con
consultants to determine ways in which to better communicate the plan ] o Wh
changes. The information garnered in these meetings led to modifications ‘ e Wh
of the planned communications that significantly improved the clarity, emo- : e Ho
tional impact, and ultimate success of the plan. i
i Ather
: ployer h:
Step 4: Determine Key Messages ‘ E aperien
] can betts
After defining the communication objectives, it's time to determine key messages.
(See Figure 5.7.) Key messages link the content of the communication to its objec- ‘ Step 5:
tives. Even for limited communication campaigns, it is important to determine a 1
theme, as it can help the campaign achieve its objectives by grabbing employees’ at- ] .
tention, creating interest, and establishing a recognizable association with the total * Media o
rewards program. ! : -:ba'l, a]
The theme should: gﬁ
* Fit the message being communicated. YO me

* Tie to the strategy behind the program. i . theme




