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Communication Strategies to Ensure Your
Employee Survey 1S a Success
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nce the decision has been made to conduct an employee
survey, it is important for the organization to begin
building momentum. A well-done employee survey will
rely on participation from the members of the organization on its
design, administration, participation and follow-through. Therefore,
it becomes essential to ensure that communication supports
the entire process from development to execution of related
organizational development objectives.

Communication

One message should stay the same and be communicated
frequently and consistently throughout the organization: The survey
process is a priority of top leadership and it is aimed at helping the
organization take care of its most important asset—its people.

Now, simply putting that phrase on a few bulletin boards rides

a bit shy on being thorough, but there are many options for
communication vehicles for your message. Of course using posters
to disseminate your information is a great way to provide visual
options for promoting the upcoming employee survey. Another
way to spread the word about the survey process is to place

a prominent article in your employee newsletter. Additionally,
developing an intranet website to present all the relevant
information about the employee survey is an excellent vehicle
of communication. It is also important to include a section on
the intranet for Frequently Asked Questions about Employee
Surveys (FAQs).

Other ways to increase employee awareness of an employee survey
effort include a payroll stuffer, tacking up posters in meeting places

and high traffic areas, and putting table tents in the break rooms. It

might be effective to have a“Survey Kick-off Event”
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There should also be one-on-one communication with employees,
such as a survey participation letter or email. In addition, there may
also be situations when specialized employee populations receive
a focused message such as “Notification to Supervisors of
Employees without Email”or a“Reminder to Supervisors of
Employees without Email”

Another must-do is to have a clear and consistent message coming
from top leadership. In order to accomplish this, it is imperative that
the message come from the top in several ways. For starters, have
a"CEQ Launch Message”that is shared with all employees through
whatever manner is used for mass internal communication. As

a follow-up, it would be advantageous to have a“CEQ Message

to Managers,"encouraging them to support their employees’
participation in the survey. Send an additional email to the senior
management team (or to all VPs and above) detailing expectations
for acting as champions during this process and for presenting an
overview of the survey process and what the timeline will entail. A
final follow-up such as an “Executive Frequently Asked Questions
(FAQs)"may be helpful if the CEO tends to receive many responses
with questions.

Branding

Branding can provide an opportunity to create an identity for
your organizational effort. In addition, it can be a lot of fun and
an opportunity to express some organizational creativity, but the
branding effort should also be done with current organizational
lingo in mind. Branding is most successful if it encompasses a
holistic view of the organization, both internally and externally.
Some “survey brands”seem great, but don't capture the essence
of the organization’s values, and the survey effort is lost among
mixed messages.
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Whether you're branding your first survey or you're working on
your twelfth and want to build momentum, some of the basic
communication and branding techniques presented here should
provide guidance.

Remember, the bottom line is to encourage your employees

to participate and provide their honest feedback. Additionally,
you'll want to get your employees on board with working
through the survey follow-up and organizational change efforts.
Happy Branding. m
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