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opportunities, charitable activities, blood 
drives/fund drives, social/family outings 
and recognition events, awards and con-

educated employees in truly innovative 
ways, gamifying much of the training. 

The script 
With the dis-

cipline of employ-
ee engagement in 
place, each crisis 
response will have 
its own strategy, 
objectives and 
key messages. 
Like any script, a 
player’s lines are 
open to personal 

master messaging is during rehearsals, 
where failure has minor consequences, 
not during a crisis, when failure can have 
catastrophic consequences. 

Every crisis response involving 
employees requires that context (the en-
vironment in which the play is delivered) 
be provided. Employees need to under-
stand the background of the issue, the 
facts of the case and the urgency around 

what to do if they get drawn into a more 
extensive debate — particularly online 
— and where to direct those who require 
more information with deeper insights.

PepsiCo’s “Pride” campaign is a great 
example of a program that helped em-
ployees combat the social heat. Lacking 
insights and proof points, employees 

were uncomfortable responding to con-
cerns from friends, family and followers 

cused global employee engagement plan, 

discuss the issues increased by more than 
30 percent in six months. 

information about R&D 

salt, re-formulate using new 
low-calorie natural sweeten-
ers, and develop new brands 
and products (Quaker Oats, 
Tropicana, Gatorade) that 
promoted healthier lifestyles. 
Employee pride in the com-
pany and its product portfo-
lio increased measurably. 

The stage direction
Channel management is an import-

ant component of employee engagement. 

for reaching internal audiences on an 
ongoing basis, continuously auditing the 

of DuPont’s employee and leader engage-
ment strategy — during the 20 months 
between announcing its intended merger 
with Dow and the transaction close — 
was an audit and rebuild of its employee 
communication channels. 

speed, continuous feedback and robust 
analytics that would enable actionable, 
informed decisions about content and 
channel reach. As delays in the regula-
tory review process and related rumors 

surfaced, this core capability proved to be 
critical for issues management.
Do internal channels actually 

reach the intended audience?
How do employees engage with 

content?  
How easy is it for employees to 

Like, share and rate content?
What communications gaps need 

 Are there informal channels that 

Personal and other channels from 
the intranet to town hall meetings, team 
huddles to bulletin boards, and texts to 
blogs should all include a feedback loop. 

during a crisis, regardless of how remote 
the location or inaccessible the internet 
or intranet is. 

Deploy every tool (prop) at the 
company’s disposal to engage employees: 
intranets, articles, newsletters, blogs, 
video clips, emails, social media badges 
and hashtags. One never knows which 
message, vehicle or channel will reso-
nate with an individual and trigger the 
inner-employee evangelist.

The reviews
Feedback loops are critical to the 

success of all communications — partic-
ularly crises — and require monitoring 

Asking employees to review crisis 

for improving the quality and timing of 

What will make us better, smarter and 
faster the next time?

Perhaps the most important element 
in managing a crisis is installing an early 
warning system to avoid a crisis in the 

emerging issues can contain a potential 

listening post with an ear to the ground, 

tent. 
Establishing a dialogue with employ-

ees becomes even more critical from this 
360-degree perspective, where associates 
have a role in detecting and sharing 
information about emerging issues, 
pushing out key messages during a crisis 
and reporting on recovery programs 
and successes. Open, ongoing employee 
communications is a proven approach for 

management. 
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Perhaps the most 
important element 
in managing a crisis 
is installing an early 
warning system to 
avoid a crisis in the 
fi rst place.”
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