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How influential  
communicators reimagine  
internal communications
Technology continues to drive massive change in workplaces 

around the globe. According to the World Economic Fund’s 

The Future of Jobs Report, 85% of organizations are expanding 

into new technologies, including cloud technology, artificial 

intelligence (AI), automation, and big-data analytics. With these 

emerging tools, companies will become more efficient, expand 

their markets, and compete in a world increasingly populated by 

digital natives.

It’s estimated that by 2022, 133 million new jobs may be 

generated from the adoption of robotics and algorithms—at the 

same time, 75 million jobs may be displaced. To maintain balance 

during this period of change and transition, communications 

leaders must form a comprehensive workforce strategy. The right 

approach will help employees and companies thrive.

INTRODUCTION

These innovative leaders are shaping the future 
of work by reaching and supporting their 
employees where they are to help them thrive.
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Now is the time to focus on the 
employee experience.

With any company initiative—especially an accelerated 
digital transformation—success depends on whether 
employees can (and want to) meet strategic organiza-
tional objectives. If most employees feel disconnected 
from the business and don’t understand why decisions 
are being made, the organization’s program is likely  
to fail.

Additionally, it’s important to consider other key workforce trends: the 
increasing move toward freelance or gig-economy workers, a growing 
dispersed workforce, and reaching the overlooked deskless or frontline 
employees that make up 80% of the global workforce.

That’s why communications and reaching all employees on their terms 
are essential. If employees aren’t getting relevant information, they may 
not understand or even know about company-wide business goals. 
Ultimately, good internal communications support the kind of employee 
engagement that drives desired business outcomes. Strong internal 
communications drive and sustain change.

A strong workforce communications program that pulls everything 
together cannot be an afterthought. Communications leaders must fully 
integrate initiatives to proactively shape the future of work and invest in 
human capital management— to become communicators of change. 
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What makes a  
communications leader 
of change?
This ebook will introduce you to five communicators 
who are rising to the challenges and opportunities of 
the future of work. They are transforming the way some 
of the biggest companies in the world improve and 
enhance the employee experience. 

They have 
built employee 
engagement 
programs that are 
driving organizational 
and strategic 
objectives. 

They use internal 
communications 
analytics and  
insights to study  
the employee journey. 

They have widely 
demonstrated 
the ROI of internal 
communications in 
their organizations.

WINNING ATTRIBUTES
OF OUR TOP FIVE
COMMUNICATORS

They are shaping 
the future of the 
employee experience.
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No matter the size of an 
organization, relevant 
and timely employee 
communications are vital 
to enhance the employee 
experience and help a  
business succeed. 

This has never been more true for an 
organization like Extreme Networks. Over 
the past two years, we purchased the assets 
of a few well-known networking companies 
and tripled the size of Extreme, expanded 
our install base to more than 30,000 global 
customers, and grew our employee base 
from 1,000 to 3,200. This positive disruption 
created an immediate and critical need for 
a more streamlined, real-time, on-the-go, 
and customizable form of communication. 
It was time to move on from the outdated 
communications style of boring newsletters, 
massive email campaigns, and troublesome 
intranet portal sites that were unmanaged  
and not optimized for today’s diverse 
employee base.

As a technology-driven company with 
mobile employees around the globe, 
we needed to change the way we drove 
corporate communications. So, we enabled 
SocialChorus’ workforce communications 
platform. With this platform we were able to 
onboard thousands of employees to E360 

and NEW Extreme. With our multi-channel 
approach, employees personalize what 
content they want to receive based on what 
is most applicable to them and their role at 
Extreme. We share short, yet authentic, videos 
from our CEO, welcome new employees  
to the company, and provide weekly  
corporate updates.

The feedback from our employees is 
extremely positive—employees love being 
able to stay in the know and supported. 
The response to the weekly CEO and other 
executive videos has been phenomenal! 
Employees from around the globe write in 
that they feel more connected to the company 
and their colleagues company-wide.

Additionally, E360 has boosted the Extreme 
brand by giving employees the ability to easily 
and quickly share public content from the app 
to their individual social media accounts. 

With the success of our employee usage  
of the program, we expanded the reach to 
both our partner and customer communities. 
We’ve completely changed the way we 
communicate with our most important 
audiences: employees, partners,  
and customers.

Steve
Harrington
VP of Marketing  |  Extreme Networks

Steve joined Extreme Networks in July of 
2011 and brings over 30 years of technology 
marketing leadership. 

During his time with Extreme Networks,  
Steve has led the global marketing team in 
driving brand, lead generation, corporate 
comm, field & channel marketing, PR/AR, 
digital, as well as vertical marketing and 
the marketing operations center. He was 
instrumental in the recent acquisitions by 
Extreme Networks, which have resulted in 
massive growth for the company. He has also 
held several executive marketing positions 
with more than 15 tech startups.  Steve’s 
passion is in change management, where he 
thrives on launching products and programs 
and building high-performance marketing 
teams. He holds a degree in Marketing from 
the University of Maine.
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Jennifer
Holzinger
Global HR and Employee Communications

Dow Chemical

Jennifer Holzinger, currently Global Employee 
and HR Communications leader, joined Dow in 
2004. In her current role, Jenn is accountable 
for the strategic messaging and creative 
communication tactics that help align Dow 
employees with the organizational goals, build 
energy and enthusiasm in the workforce, 
and celebrate positive examples of how our 
performance culture is driving results.

Jenn graduated from Central Michigan 
University with a degree in Integrated 
Public Relations and Interpersonal & Public 
Communications. She resides in Midland, 
Michigan with her husband and two sons.  

The Employee Experience  
is often an overlooked  
and underappreciated lever  
communicators can pull  
to drive business results. 

We live in a digital information era and 
we compete for our employees’ time and 
attention. To be successful, Dow recognized  
a need to move from a one-size-fits-all 
intranet-based news system to one that is 
personalized and gives our employees more 
of a consumer-like experience. We needed to 
meet them where they live—on their mobile 
devices—and enable them to cultivate the 
news feeds they find most relevant. 
 
We must look beyond traditional, one-way 
employee communications in order to create 
excitement about our opportunities to achieve 
Dow’s ambition of being the most innovative, 
customer-centric, inclusive, and sustainable 
Materials Science company in the world.  
 
The SocialChorus platform—and our Dow  
Connect app—bring the story to employees 
in a single place. They’re able to customize the 
news feeds and incoming information based 
on what’s important to them. From there, 
using one platform, we can share even more 
information from a company perspective 
that they need to do their job. This app is 
revolutionary in many other ways: notably, it 

will allow us to enhance communications with 
our manufacturing workforce—traditionally 
the most difficult employee segment to reach 
effectively—most of whom are not tied to a 
desktop workstation.
 
Importantly, Dow Connect also allows 
employees to become a strong ambassador 
network for the company, expanding our 
reach to new and broader audiences, including 
potential hires, community members, 
customers, retirees, and more. Our colleagues 
have an increased ability to take the additional 
step of sharing approved Dow-related content 
through their own social media channels with 
a simple tap on the screen.
 
More personalized, engaging employee 
communications drives pride, inspiration, 
and a sense of belonging at Dow. This kind of 
employee experience is good not only for our 
people, but also for our company. With greater 
focus and the ability to target employees with 
information relevant to their roles, we can 
better ensure our colleagues remain centered 
and aligned on common goals.
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Christina
Moylan
Editor-in-Chief  |  now@newell

Global Lead  |  give@newell

Newell Brands After the acquisition almost two years ago, there 
were so many employees coming from different 
brands (into our new company), but all still 
working on their own brands and in silos.

Recently, I’ve gotten a lot of feedback that our 
communications are bringing employees 
together in a new way and helping them be 
aware of not only other employees, but other 
job functions that they didn’t even know existed 
within the organization.

When I joined Newell, I had experience 
in copywriting, marketing, and project 
management, but was limited in 
communications expertise. Rather than 
being overwhelmed or discouraged at 
the beginning, I focused on the unique 
perspective I brought to the table based on 
my own experience as an employee. 

In previous roles, I was on the receiving end 
of employee communications that were often 
ineffective, uninformative, or just plain boring. 
The underwhelming content actually fueled 
a desire to create and deliver content Newell 
employees would want to engage with and be 
excited about—even when the topic was dry 
or the message challenging.

By launching SocialChorus’ workforce 
communications platform, our employees 
can now find updates, news, and engaging 
content about Newell’s brands and people, 
as well as connect with leaders and each 
other, in an easily digestible, compelling way. 
Given Newell’s size, geographic footprint, and 
ongoing transformation, connecting people to 
information and each other is critical.  

now@newell allows us to reach our employees 
where they are—such as their mobile 
devices—and let them browse content on 
their own time (in the elevator, on their 
commute, waiting for a meeting to begin) in 
the same way they get their other news, social 
media updates, and even texts. 

Our communications program allows 
us to educate employees about news, 
accomplishments, and goals. In doing so, they 
then become ambassadors for Newell, which 
gives them countless reasons to be proud of 
where they work.

Christina Moylan joined Newell Brands in 2017, 
having previously held positions at Toys“R”Us, 
Inc., Royal Media Group, Greater Media 
Newspapers, and The Walt Disney Company.

In partnership with SocialChorus, Christina 
led the development and successful launch 
of now@newell, Newell Brand’s first-ever 
mobile app. Christina leads strategy, content 
development, training, audience generation, 
and demand creation efforts for the app. 
Under Christina’s leadership, now@newell 
became the primary means of communication 
for the company’s employee purchase 
program, which has led to over $1 million  
in sales in 2018.
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JoEllen 
Saeli-Lane
VP of Organizational Communications
American Cancer Society

I have been fortunate to spend most of my 
career working for causes and organizations I 
believe in deeply. The fact that our staff already 
feel a deep connection to the mission of our 
organizations is a real advantage for internal 
communicators within the non-profit and 
social sectors. It is also all the more reason 
to empower our people with the real-time, 
targeted information they need to advance 
that mission.

Whether it is a patient navigator working 
for the American Cancer Society who 
needs information to help cancer patients, 
or a humanitarian worker providing aid to 
refugees in South Sudan, our people need that 
information at their fingertips when they are 
on the go. 

Within the social sector, I see tremendous 
opportunity with mobile technology to 
advance social media and fundraising 
campaigns that will drive awareness, advocacy 
actions, or even revenue to our organizations. 

For us, this means our staff becomes better 
ambassadors of our brand by equipping them 
to share new research, partnerships, and 
resources from the American Cancer Society 
with their personal networks. It also has made 
us more efficient, so we are spending less time 
curating and formatting content and more 
time attacking cancer from every angle.

JoEllen Saeli-Lane is Vice President of 
Organizational Communications for the 
American Cancer Society. She oversees 
communication strategy, execution, and 
channels for American Cancer Society 
volunteers, staff, and executives who are 
leading the fight for a world without cancer in 
more than 5,000 communities across the US. 

With over 15 years in a range of demanding 
roles, JoEllen has served in senior health, 
partnership, and communication roles for 
the US Centers for Disease Control and  
Prevention, CARE USA, and the American 
University of Cairo.

I learned a long time ago that one size does 
not fit all. Great communicators know you 
must meet your people where they are.

We really wanted to streamline a lot of our 
communications processes, make it more 
efficient, single point of publishing and really 
make our communications much more 
effective and efficient.
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Kyla
Turner
Communications Manager
Love’s Travel Stops

For years at Love’s, our biggest internal  
communications challenge was reaching 
frontline team members working in our  
travel stops across the country. 

These are the men and women the company 
sees as the most important because they 
physically deliver outstanding service to 
our customers, 24/7, 365 days a year. We 
mainly relied on mass communications and 
cascading messages (which we all know 
can be spotty in effectiveness) to inform our 
frontline teams. 
 
We opened access to our intranet away 
from work, but connecting to it could be 
cumbersome. For all the talk about responsive 
design, our comms channels were not 
meeting the needs of the employees who 
needed it most.
 
When we launched our Love’s Now app, 
we knew the mobile platform and user 
experience would be a game changer. We 
also knew it would be an essential outlet 
to promote our culture. We anticipated 
excitement and a successful launch, but we 
did not realize how much enthusiasm there 
would be when our employees were given 
a way to share information, highlights, and 
photos. Adoption of Love’s Now is growing 
organically thanks to our targeted efforts. 
Employees recommend the app to others as 
the best way to receive updated information, 

hear from leaders, and share news and best 
practices. Co-workers often use Love’s Now as 
a platform to recognize and congratulate each 
other. We look at internal communications 
strategies differently today, because our 
employees helped us build a positive, engaged 
community through the app.

As communications manager for Love’s 
Travel Stops, Kyla oversees employee 
communications, media and public relations, 
charitable giving, and community relations 
for Love’s, a privately held, family-owned fuel 
retailer listed by Forbes as one of the largest 
private companies in America. She also heads 
special projects for the Love’s Family of 
Companies, including customer-focused and 
culture-building activities.

Prior to Love’s, Kyla spent 10 years on the 
Southwest Airlines field marketing team 
engaged in marketing communications and 
community involvement for Arizona, Colorado, 
Nevada, and Southern California.

We understood that our retail associates, 
our frontline employees were taking 
care of customers. We wanted something 
more than just engagement. Engagement 
is wonderful. But from an operations 
standpoint, they want also something that’s 
going to bring them tools to do their job. 
So that’s why we really focused in on the 
operational aspect, so they don’t have to rely 
on managers remembering to gather them 
together and tell them. That’s where we saw 
the biggest wins. 
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Six lessons  
from today’s top 
communications 
leaders
What can you learn from today’s 
top communications leaders? And 
what lessons and best practices can 
you start implementing in your own 
company? Here’s a summary of six key 
takeaways based on the vision and 
many accomplishments of the leaders 
featured in this ebook. 

Adopt a multi-channel  
approach to effectively reach all 

employees, anywhere

Copying and pasting to publish onto multiple 
channels doesn’t cut it anymore. Multi-
channel communications, driven by the right 
technology tools, are helping top leaders 
transform, enhance, and add value to their 
communications strategies.

Today, communicators finally have their own 
workforce communications platforms to 
streamline workflows by automating tedious 
tasks and integrating across channels. 
Branded mobile apps, digital signage, printed 
materials, and intranet messaging are 
working in combination to connect, inform, 
and build trust among today’s workforces. 
Also, multi-channel strategies provide the 
crucial performance measurement tools 
communicators need to succeed. 

If done well, you’ll reach employees on their 
terms and on the devices of their choice, 
which is necessary for frontline or deskless 
workers who are on the move and may not 
have a company email address. 

MULTI-CHANNEL APPROACH TARGET & PERSONALIZE SUPPORT 
FRONTLINE WORKERS

Use targeting and personalization 
to encourage rapid adoption  

of your initiatives

These communications leaders had rapid 
adoption with their new initiatives because 
they met employees where they were, 
empowered them, and personalized their 
messaging. In turn, this helped employees 
become ambassadors for their brands.

Employees who feel disconnected from the 
business and don’t understand why decisions 
are being made are less likely to engage 
with new initiatives—which makes those 
initiatives more likely to fail. If employees 
aren’t getting relevant information, they 
may not understand or even know about 
company-wide business goals. 

Ultimately, the best internal communicators 
understand their audience and support 
employee engagement that drives desired 
business outcomes. And a more connected 
workforce is a catalyst for improved  
business results.

Embrace new ways  
to stay connected to your 

deskless workers

Top communications leaders are finally 
recognizing deskless employees, who make 
up 80% of the global workforce. They’re on 
the front lines, building and selling products 
we enjoy, and keeping us healthy. But,  
without company emails or laptops, they  
can easily feel disconnected.

Many of these un-wired employees are in 
industries like retail and hospitality, which 
can have high attrition and turnover rates, so 
getting them access to company policies, up-
to-date information, and their organization’s 
brand story is essential. 

One way these communications leaders 
are engaging this overlooked group is with 
mobile. More than 92% of millennials have 
smartphones, so deskless employees are 
most likely already comfortable with mobile. 
They can quickly check their PTO balance, 
get the latest corporate news, and sign 
off on compliance notifications when it’s 
convenient for them.

01 02 03
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Help employees promote  
your company culture

With the right tools, you can reach 
employees on their terms and get them 
involved in your company story. Like the 
communications leaders in this ebook, 
you can even get employees excited to 
participate in and share your company story. 

To do this, look for a good workforce 
communications platform. The ideal  
platform can span the entire workforce, 
integrate with other systems (combining  
the best from each individual resource),  
and help you communicate with hard-to-
reach employees such as frontline or  
deskless workers.

Our communicators of change have 
the mindset of creating culture by 
communicating their brand story that  
comes from a company’s own history 
and activities: the “goodness” of what the 
company is doing. If you can integrate 
employees into your company story and 
make them active participants, they’ll also 
become stakeholders in the success of any 
transformation initiative.

Prove communications ROI  
by measuring performance

Top communications leaders have found that 
effective employee engagement translates 
into positive business outcomes and growth. 
According to Gallup, high engagement 
increases productivity by 22% and can lead to 
20% higher sales and 21% higher profitability. 
And, if your organization is going through 
a change or transformation, engagement 
is even more critical to make sure your 
employees understand why the change  
is taking place.

By measuring your internal communications 
performance, you’ll prove your ROI. 
With detailed metrics and feedback, 
communicators can continually improve 
communications at every step, with all 
types of employees—from gig workers to 
employees in the field. 

These communicators are setting goals 
aligned to larger strategic business goals, and 
demonstrating their team’s value with data. 
They’re earning their seat at the table, and 
truly becoming the trusted partners to  
the C-suite. 

Empower yourself  
to be a top communicator 

Traditionally, internal communications
was known for producing the holiday 
newsletter and making announcements that 
often went ignored. By embracing a digital 
transformation, however, these leaders are 
empowering their teams and emerging as a 
crucial aspect of business.

These communications leaders are not the 
arts-and-crafts department, but real drivers 
of change. They’re at the center of employee 
engagement, making sure employees 
understand the “what, why, and how” of 
the organization. They’re experimenting 
with channels and vehicles to optimize their 
initiatives. They’re delivering the critical 
messages from leaders and creating the kind 
of two-way communication essential for a 
company’s success.

They are also lifting up the next generation 
of communicators and lighting the path 
for them to become trusted advisors to 
leadership. Follow their example and you, too, 
can help set the tone for tomorrow’s leaders 
and communicators of the future.

CULTIVATE CULTURE MEASURE, AND THEN
MEASURE AGAIN

INSPIRE THE 
NEXT GENERATION

04 05 06
SIX LESSONS FROM TODAY’S 
TOP COMMUNICATIONS LEADERS
CONTINUED
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The forward-thinking communicators in this ebook have reimagined 
their role, influenced strategy, increased productivity, and helped 
companies improve their long-term relationships with employees. 
Many of these communicators have pioneered new ways of engaging 
their workforce and improved the employee experience.

If you find the philosophies and strategies of these communicators 
inspiring, take action today and you can start becoming a more 
valued, trusted, and effective member of your company. 

LEARN MORE AT SOCIALCHORUS.COM

About SocialChorus
SocialChorus is the leading workforce communications platform that transforms how workers and organizations 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, aligned, and supported. 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, Delphi Technologies, 

Caterpillar, 7-Eleven, Estee Lauder Companies, Hilton, and PVH Corp.

Get inspired and 
take action


