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[_E.HEE s TUDY: BOOSTING MEDIA VISIBILITY FOR A MEDIA SHY ORGANIZATION l W
[Enmnuimli:ns framework 1
1E‘:'"+E”+ ]l | Objective -\ - — -
A ielast hely yiireg and e of thewaHd s ] Eademhlp SEI'-IE-ItIIElI;IDI'I = Importa r|-:.'1L|_=_l of rnet;j;l v|5|_l::|.ll;t|;r
largest single location global captive = Lost Flppnnunlry and consequences for not being visible
engineering and R&D centers in B2B, e glnb?‘ B b s o
engineering and healthcare segment. The = Char.ige_a_cc_etler?tmn prﬂces_s_tn get majority support
competition is heating up, talent war C bl L L e L
unprecedented and there is increasing ENHANCE 1.1'|S|E|L|T'}" “ ;1
pressure to deliver on programs.
ﬂ: TTHEE IEHEUAFI;]E:'LS ﬁ:r:mmﬂmhnns glm’regﬂ A
1hiﬂrl"r|:‘ stakeholders -“ EﬂnPﬁH.f = Build overall narrative, messaging house and strong
) technolegy stories across domains and industry
:E'?Euntrf s of e Sciaraip bearns # Buy in from leadership on media strategy and plan
“'\ = Getting go ahead from gloebal HQ and 1P team
# In addition to leadership, Identify powerful story tellers
El'lﬂller'rgeﬂ vncovered -“ > Extensive media training
= Lack of media visibility affected [Uuh:nme —\
overall brand and visibility, hence hiring [_[:ﬁ nications FI|I.‘lr‘| and execulion \
was increasingly challenging = 200% increase in media visibility
= Comfort of leadership team to engage = Better awareness amongst potential > Employees as story tellers on intranet and internet
with media was extremely low employees * Pooling stories across domains and building narrative
= |P-sensitive work being carried out = Stronger branding as a ‘technology  for each domain and amplification
* Absence of media strategy and organization » Media outreach program incl. invites to technology
narrative to build the brand extermally > Increase in thought leadership showcase on sight and exclusives

content
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ESE STUDY: ENSURING BRAND RESONANCE i. =

L
Enniexl ] @ jective '\ [Emwmimli:ns fmnewnrk-m

= Understand and aligning both corporate and marketing
messaging
= Identifying and developing content / story tellers

A leading Indian B2C brand that commands
premium pricing for its portfolio in a highly
cost sensitive segment marred with players
of all sizes and repute. The vision is to expand
into other geography and be known as a
‘Mational’ brand in a market already crowded
with streng regional brands.

ALIGN CORPORATE
BRAND AND PRODUCT,
BRAND TO ENHANCE

[Emmnimﬁ:ns s’rmiegg_\

= Integrated brand narrative to ensure synergy

ﬁlﬂrmﬂ stakeholders 1 CUSTOMER # Develop content plan that compliments marketing campaign
Country Marketing and Sales teams UNDERSTANDING OF on social media [ website
THE BRAND = Revamp PR strategy and plan to raise brand awareness with

=

more more spo kEEPE‘FE-DHE

[_[:_hE'E'I'iQEE unr:wared_\

» Lack of alignment between caorporate ﬁﬂnwrunicﬂ’rinns th and execution 1| "0‘6@
and marketing teams meant siloed

working of corporate and marketing Outcome _1‘ » Messaging house with proof points

teams = Repurposing content for topic-focused stories, blogs and

» Lack of commeon content and channel * Better brand engagement articles

strategy = More and better quality leads * Mewly developed section for B2C on the website to help

* Absence of overall messaging > More footfalls and higher understand the brand
framework crliboza el » Social media calendar aligned to marketing plans and
campaigns
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CASE STUDY: LEVERAGING EXECUTIVE COMMUNICATIONS FOR INTERNAL AND EXTERNAL BRAND BUILDING 1

[ Context |

A multi-billion dellar leading engineering
MME has 20K+ employees engaged in
diverse B2B segments with many Fortune
500 companies as customers. The
company is strengthening its position in
new areas and geography, including
expanding its digital solutions footprint.

(Infernal stakeholders |

= Global leadership team

@llenges uncovered —ll

= Underutilized content developed for
external branding / thought leadership
= External narrative not aligned with
internal narrative

» Lack of effort or realization to
repurpose content

ENHANCE AND
ALIGN INTERNAL
BRAND WITH
EXTERNAL BRAND

-] =

CER—

= Mational coverage across
publications

= Aspirational “technology’ brand
to work for

= Day-1 campus placements

[Emmnuimﬁum fmnewnrq

* Identify trends and topics aligned to company purpose
and direction

= Simplify and repurpose leadership and thought
leadership topics that employees find relatable

A
[_[.'mumrimli:ns slm’regg—\ jut

> Humanize external content [ narrative

* Engage employees on extarnal through internal
platforms (digital and face-to-face]

= Use credible and influential senior colleagues as story
tellers to enhance authemnticity

Lommunications plan and execution -\

* Internal content calendar integrated with external
content plan

> Map leadership engagement calendar with internal /
extermal content

= Assign SPOCs across business verticals to repurpose
extermal content with employees as brand ambassadors

C




C2 Case studies
Insightful ideas

3

[EAEE STUDY: MANAGER COMMUNICATIONS PROGRAM FOR BET TER EMPLOYEE RETENTION _ll

[Er:miexl ] @ jective _\ 11 7 [Emumwulmns fmnewnrk-l

» Develop an organization-wide manager communications
progranm
= Buy-in frem HR and leadership team
= Along with HR rallowt and train managers with
fundamentals of employee engagement and why it matters

A relatively young and one of the world's
largest single location global captive
engineering and RE&ED centers in B2B.
engineering and healthcare segment. The
competition is heating up, talent war

i precadanibad and|iataning emnplyess EE[”.":E ATTEITIUH = Measure engagement through HR and round tables

to to deliver on programs is concerning FEU"‘I 3 E 1 Tl]

ALMOST 0 [Communications strategy |

= Simple and effective set of tools that make it easy for
managers to use

# Program allows HR and Managers to implement and monitor
engagement levels

Eemﬁ stakeholders _H

= Country leadership team
= HR
= Managers

1%“"5'19“ m“m_\ [{}qunme —\ ﬁamni:uliﬂm plan and execution ‘l

* Employees lacked emotional connect . __ .

= Ltk af aligniretit With| plirpnes) gosls = Attrition down to <29 el PrEientau-:-r.n on Manager Communications to leadership
and objectives = More participation from employees team for buy-in )

> Incanslstant engagemant across the in employee-led and organization- Y Emr.:.iluyee _F_-ngager'r_lent planning calendar across teams

organization led engagement initiatives = Talking points for different employee segments (age,

= Disparity in quality of engagement = Higher employee engagement and Y&ars of experience. rating
across teams innovation




Thank youl!

Let's stay in touch.

e +91 886130 9994 @ Follow us Visit us @ Get in touch
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