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Transforming employee engagement is a critical part 

of digital transformation. While 87% of CEOs say 

keeping employees aligned to strategic changes is a 

priority, it’s up to communicators (and employees) to 

make that happen.

Getting approval to invest in a new workforce com-

munications platform doesn’t have to be an uphill 

battle. Our ebook is a step-by-step guide to help you 

through the process with a proven plan that will lead 

to your success.

That’s why modernizing the 
way you communicate with 
employees is so critical now
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In addition to the multitude of new collaboration tools and 

enterprise social networks, communicators are facing 

challenges such as:

Increasing diversity in the workforce with knowledge 

employees, deskless, distributed, and even freelancers or 

“gig workers.”

Changing expectations around employee communica-

tions, especially with Gen Z and millennials, who may prefer 

personalized messaging, video, and highly engaging content. 

Transparency on topics such as diversity, gender pay equity, 

income inequality, immigration, and climate change. 

This is an opportunity to rethink your communications strategy 

with a focus on real-time information and technology that can 

reach employees where they are, when they are ready, and with 

content that is relevant to them.

Reaching your employees 
is getting harder
We live in an age of distraction. Attention spans are 

short, digital distractions abound, and the workforce 

is becoming more dispersed with more deskless and 

remote workers. So it is no surprise that employees 

are ignoring work emails. 

105 million 
Americans will  
be telecommuting 
by 2020

105M

Source: IDC, U.S. Mobile Worker Forecast 2016

of employees read email 
or other content that 
companies distribute. 

Less than
one-third

Source: The Technology Gap in Corporate Communications
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https://www.idc.com/getdoc.jsp?containerId=prUS43621818
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The CEO doesn’t make  
digital transformation happen— 
the employees do
With today’s diverse spectrum of technologies to help employees commu-

nicate and collaborate in near real-time, companies are now faced with the 

mounting challenge of desynchronized communications. There may be too 

many channels, where employees can’t find relevant information. Or commu-

nications are not meeting the demands of deskless and unwired workers who 

don’t have access to computers. 

This reality is often at odds with the executive mandate for “digital transfor-

mation.” Leaders may demand new technology, but may not understand the 

importance of sweeping change to completely rethink communication initia-

tives. Also, new initiatives mean employees need to understand and embrace 

change. At the end of the day, the CEO doesn’t make digital transformation 

happen—the employees do. And, if employees don’t grasp the objective (or 

don’t know about it), progress is compromised or worse. 

What does that mean for a 
communicator? 

Essentially, CEOs want better alignment, which 

results directly from workforce engagement, but 

communicators are having to do more with less 

to reach employees. On average, companies have 

approximately four communications practitioners 

for every 10,000 employees. Fewer people equals 

less capacity to get things done—and to get 

things done right. 

The IC team 

Internal communications needs to be a team 

sport, especially with the reality of these numbers. 

Teams of people across disciplines are essential 

because no one person is skilled at everything, 

and different team members bring other skill sets 

to the table. 

If you take a look at marketing departments by 

comparison, they are usually staffed with a di-

verse set of skilled people with different disci-

plines, working collaboratively and organized in a 

customer experience division. HR and communi-

cations teams can also bring multiple disciplines 

together to plan and deliver a seamless employee 

experience.

So, when you’re thinking about new technology, 

you need to also consider the makeup of your 

current or future team. Who will be responsible for 

planning, creating, measuring, and analyzing the 

effectiveness of your content?

There are a plethora of technology solutions, but

many communicators don’t have the time, skills, 

or teams to evaluate and learn how to use them. 

Communicators should be looking for an easy-to-

use platform that allows them to streamline their 

work, with more targeting and segmentation capa-

bilities, and the ability to measure content perfor-

mance to improve communications going forward. 

Now, while all of this is happening, 72% of chief 

communications officers plan to increase their  

focus on digital communications. However, when 

asked about how they measure content perfor-

mance, only 40% of communicators say they 

measure communications at all, and only 15% are 

satisfied with their ability to measure. So, using a 

platform with the right measurement and report-

ing capabilities is the best way to prove that your 

communications have made an impact on your 

organization’s business goals.

Say increasing employee 
engagement is a primary 
objective

Say fostering employee 
alignment with strategic 
change is a key objective

84%87%

Source: The Technology Gap in Corporate Communications
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Building your business
case roadmap
SocialChorus has built many business cases over the 

years with Fortune 500 companies to help them secure 

the funding and support they need to purchase a work-

force communications platform that meets their objec-

tives and desired outcomes.

Obtaining budget for a new communications platform is 

no easy task. It is a multi-step process with many par-

ticipants. Budgeting by itself can have three milestones: 

allocation, approval, and release.

Lean into this process and use it as your opportunity 

to educate and build support. Everything starts with a 

vision, and if you have that vision and build those use 

cases, you’ll find the process of selling a business case 

is less complicated. 

DETERMINE 
THE SOLUTION

DAYS 20-40

Agree on the overall philosophy 
and model for the solution.

DEFINE YOUR
PROBLEM

DAYS 1-20

Define the scope and 
urgency of the commu-
nications issues.

ANTICIPATE 
I.T. CONCERNS 

DAYS 60-80

Validate all integration 
points and get support 
from relevant stakeholders.

BUSINESS CASE

ROADMAP

GET BUY-IN 

DAYS 40-60

Confirm commitment 
of resources and senior 
leadership support.

DAYS 80-100

PLAN YOUR 
LAUNCH
Get commitment from 
your tech partner to meet 
program outcomes.
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THE 5  STEPS

Building your business case roadmap

DEFINE YOUR PROBLEM 
Identify the scope, challenges, and ur-

gency of your communication issues. 

For example, can only certain employees 

access your intranet and others not?  

For those who can access the intranet, 

do you know what content they read,  

and why?  

Similar challenges exist for email—do all 

employees have access? If so, do you 

have metrics regarding which emails are 

opened and what content is consumed?  

What is your content creation, curation, 

and publishing process? What are the 

inefficiencies, and what analytics do you 

have that can help you define your needs 

and measure performance?

DETERMINE 
THE SOLUTION
Agree on the overall philosophy and  

model for the solution. Determine the 

high-level requirements in the form of  

use cases, designed to describe how  

you or your users will use the communi-

cations platform to publish relevant con-

tent and information. 

Once you’ve determined the use cases, 

then you have a firm basis from which to 

evaluate the platforms and companies 

that align to your requirements.

Further, determine your timeline: When  

do you want to have your solution rolled 

out? Ask vendors about the resources 

they have to help you meet your goals 

and timeframe. Finally, it’s not too early  

to involve your I.T. team, and other stake-

holders, to ensure whatever communica-

tions solution you choose is secure  

and scalable. 

GET BUY-IN 
Before you start building your business 

case, it’s important to build a coalition of 

other leaders and teams from across your 

company, who can get behind your plan 

to reach every worker in your organization.

Confirm the commitment of resources 

and senior leadership support. Leader-

ship buy-in is key, and here’s why. As the 

pace of business accelerates, it’s more 

important than ever to operate an aligned 

and agile organization. Unified companies 

are more productive, more compliant, 

and have less turnover. Build your busi-

ness case with hard evidence. Consider 

running a survey to gauge how informed 

your employees really are or use some 

industry benchmarks to justify your ask. 

ANTICIPATE I.T.  
CONCERNS PROACTIVELY
I.T. can often be a detractor when rolling 

out a new technology platform, especially 

when they have other priorities or have 

concerns about security, integrations, and 

ongoing support. You might want your 

new platform to co-exist or integrate with 

your intranet or other platforms. 

And then you’ll want to get a head start in 

thinking about the employee authentica-

tion model, e.g., when an employee signs 

in, is the authentication coming from their 

email address, or from other sources of 

data? Single sign-on (SSO) is another 

popular option, so employees just have 

one set of username and passwords. 

Understand I.T.’s concerns up front and 

include the proper requirements in your 

business case.

PLAN YOUR LAUNCH
To achieve your desired goals, work with 

a trusted tech partner who has an expe-

rienced customer success team. Make 

sure your partner can provide strategic 

advisory services and expertise to opti-

mize your software investments, support 

your implementation, and achieve your 

business objectives. 

Everybody on your team should un-

derstand that it’s not just preparing for 

launch and rollout. You’re investing in a 

platform that will power communications 

across your organization—sometimes 

even reaching outside for recruiting or 

employee advocacy.
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Questions your CFO
will ask

Why do you need something at all?

Your CFO may not understand your communications struggles at 

face value. You’re going to have to educate her with a solid business 

case to explain this technology’s value and how it fits with your cur-

rent systems. Be sure to add data to backup your research. With your 

business case, you will need to demonstrate:

  What’s missing from your current communications, e.g.,  

analytics capabilities, targeting, the ability to reach deskless 

and distributed workers, etc.?

  How will a modern communications platform 

integrate with your intranet or other collaboration tools?

  How will a workforce communications platform help you reach 

more employees than ever before?

Why spend the money?

The typical way to evaluate a software investment is to quantify the 

total cost of ownership by considering all the resources you use to 

send messages, create different content formats, and measure their 

impact. Where can you get economies of scale? And what is the val-
ue of reaching every employee? How much are you spending (and 

wasting) on tools that don’t actually get the job done? 

Another issue to raise is how a new workforce communications solu-

tion can impact the bottom line, drive company strategic goals, and 

improve plaguing issues such as employee turnover. 

By reaching every employee, you can lower attrition rates, increase 

benefits enrollment, and increase employee understanding of your 

business goals. All of these can help you save money and even drive 

higher revenues for your company. Make sure you have the numbers 

and illustrate the big-picture view.

Why this communications platform?

Create a list of the critical features you’ll need from a workforce com-

munications platform, how they will address your use cases, and set 

goals such as how many more employees you hope to reach. With 

this list, you can clearly lay out your expectations. 

You’ll also want to add the wow factor of how your company will  

be first in your industry to have a competitive edge. Here are some 

features that bring home the importance of this aspect of digital 

transformation:

  Source, curate, and manage communications from a 

single platform.

  Publish to multiple channels, including a company mobile 

app, email, and intranet. 

  Use segmentation and targeting to personalize communications 

for every worker.

  Measure the impact of your communications on an easy-to-use 

analytics dashboard.

Don’t forget to make it clear that doing nothing has its consequences 

too. Provide your CFO the cost of inaction and how the severity of the 

problems will only escalate with delay. 

1

2

3

1

2

3

4
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We help our customers calculate the business value of a new workforce communi-

cations platform by using an ROI calculator. By calculating ROI, you strengthen your 

business case, illustrate the impact to the bottom line, and prove why investing in a 

modern communications platform is the right choice, right now.

System replacement or integration

The first question to consider is whether the new 

platform will replace something that doesn’t work 

or be an additional tool to integrate into your ex-

isting system to maximize what you already have. 

For example, you may have an email newsletter 

platform that doesn’t provide analytics. By re-

placing it with a platform that offers measurement 

capabilities, you could improve open rates. On 

the other hand, you might realize there’s a strate-

gic benefit to keeping the intranet and integrating 

it with your solution as a repository for important 

documents.

Human capital management

Typically, effective employee engagement trans-

lates into higher retention, which in turn lowers at-

trition. Think of the new platform as contributing to 

your human capital management—from onboard-

ing to helping employees understand enterprise 

rules and procedures to increasing compliance 

and safety. Your workers will know what to do, 

when to do it, and how to do it. 

Adoption of change 

Investing in a modern communications platform 

can offer numerous strategic advantages, includ-

ing helping guide major company changes. You 

can drive immediate alignment with your organi-

zation’s strategy, increase support for new quality 

initiatives, and have an easier time measuring and 

proving how employees deliver their work in line 

with the company’s mission and values. 

These three considerations translate into business 

value, drive the overall enterprise, and affect the 

bottom line. 

How to calculate ROI for a work-
force communications platform

Quantify the ROI.
Prove why investing in a modern communications  
platform is the right choice, right now.
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Key takeaways
Securing funding for your workforce communications

platform is about understanding what the future holds, 

assessing the changing nature of your role and the 

skills required, and learning what solutions exist to sup-

port you on this journey. Employees have higher expec-

tations for their experience at work. If you don’t try to 

meet them, you run the risk of losing your employees or 

causing them to simply disengage. Follow our roadmap 

and you will soon be on your way to rolling out a new 

workforce communications platform.  

The employee 
communication 
landscape is 
changing rapidly.

Follow a business 
case roadmap—it’s 
a proven way to a 
successful outcome.

Be ready to answer 
all of the important 
questions.

Employees have 
high expectations 
that, if not met, may 
cause the company 
to lose them.

Create use cases 
that will inform your 
business case.

Find and study the 
numerous solutions 
in the marketplace.

Get the 
sequence right.

Build your 
coalition.

LEARN MORE AT SOCIALCHORUS.COM

SocialChorus is the leading workforce communications platform, transforming how workers and organiza-
tions connect every day. We empower communicators to reach every worker—from the head office to the front  
line. Companies thrive and win when all their workers feel informed, valued, and engaged. The SocialChorus platform  
allows communicators to publish once and distribute everywhere—efficiently delivering critical information to the right 
employee at the right time. SocialChorus customers include some of the world’s largest global brands including  
AB InBev, The Dow Chemical Company, Aptiv, Kohler Co., Caterpillar, 7-Eleven, Estee Lauder Companies, Whirlpool 
Corporation, and PVH Corp.
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