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MS&L: Employee Engagement Overview

About MS&L



 

More than 30 years of full- 
service experience developing 
and delivering engaging 
internal and change 
communications programs that 
influence the minds, attitudes 
and behaviors of employees 
across many work 
environments.

MS&L is the flagship public relations and 
marketing communications agency in the 
Publicis Groupe communications network

The MS&L Global Network consists of 54 
MS&L offices in 28 countries worldwide, 
plus an extensive affiliate network in 
additional media markets 

Clients of MS&L Boston employ more than 
150,000 people in the med-tech space. Our 
office works closely with MS&L’s worldwide 
headquarters in New York.

MS&L Global Network

http://www.pfizer.com/home/
http://images.google.com/imgres?imgurl=http://media.bestofmicro.com/Logo-Philips,S-2-1010-3.jpg&imgrefurl=http://www.presence-pc.com/image/Logo-Philips,0101-1010-0----jpg-.html&usg=__e41kZOECqvjtwAmw_RueQtDWa_4=&h=399&w=565&sz=18&hl=en&start=2&sig2=HRLisXFzkOvwMgYgzr9kJg&um=1&tbnid=l5phtHmrZcTrQM:&tbnh=95&tbnw=134&prev=/images%3Fq%3Dphilips%2Blogo%26hl%3Den%26rls%3DGGGL,GGGL:2009-23,GGGL:en%26sa%3DN%26um%3D1&ei=VrVtSsLQK4OtlAfFzMCpDw
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A New FDA A New FDA Hit Hard 
By Downturn 

Hit Hard 
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Significant Changes 
Coming From New 

Administration 

Significant Changes 
Coming From New 

Administration

Industry Values Under 
Scrutiny 

Industry Values Under 
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Your Industry is Transforming Nationally

http://www.gettyimages.com/Search/Search.aspx?src=clarify&query=z.i.H4sIAAAAAAAEAO29B2AcSZYlJi9tynt_SvVK1-B0oQiAYBMk2JBAEOzBiM3mkuwdaUcjKasqgcplVmVdZhZAzO2dvPfee--999577733ujudTif33_8_XGZkAWz2zkrayZ4hgKrIHz9-fB8_In7dfLn91etf49f4NX6PX_dskV3kvyb9-pj-_xvmi1V7na7KbJn_miN8-mv8Or_G8PNrmp9JXVXty6zOFs2vpZ_h56-1u4NffzP8k9D_f713r6-b03fm1V_T-5tfyc7Nr7-m_g4ov3Z2PrU9-X_82vhghztatO5N9_uvQ41L-4X9C-_9uvRHvbBgwz9_fXy0i79-Pf58YmF0_ubXzkMo9k-GsmOhnHeguL_5tTqEYv9kKHsWSt2B4v4myuTmJf6DyfNrKJl28elvaL7-jbnNr8EUylfm018z-OvXyl1X3u-_Vt54H9vff-1mZd_8NfGHQeW3si9eTt2L7vdfp6o9jrB_8VeT3P_K_IXn155dLc3vv6b5A6z66zTriUMw-OvXzjOHgf8H_b7yv7B__LpNAC3889d-9-y5Y0v6w36R1R5u3h-_UTOtVvmT9XJWekQMPjUAfxxwHuzcR6v_B2lkezetAwAA&sd1=empty:99907&sd2=plane:61263
http://www.gettyimages.com/Search/Search.aspx?src=refinement&query=z.i.H4sIAAAAAAAEAO29B2AcSZYlJi9tynt_SvVK1-B0oQiAYBMk2JBAEOzBiM3mkuwdaUcjKasqgcplVmVdZhZAzO2dvPfee--999577733ujudTif33_8_XGZkAWz2zkrayZ4hgKrIHz9-fB8_In7dfLn91etf49f4NX6PX_dskV3kvyb9-pj-_xtl9aJJp3XVNPns1xzh41_j1_k1wgcffvI6z-rp_ItiNivzN0Vej1_l58UyX-TL1vv1dNnW17-evvfrfrqze2_n1z1eXuT1r6mf_Rrml18zqauqfZnV2aL5tfWzXwv_393Br7-Zaf9bW0AJ_fbrvXt93Zy-M4B-Te9vBpCdm19_Tf0dMH_t7Hxq-_X_QMe_5g53u2jdm-73X4cal_YL-xfe-3Xpj3phwYZ__vr4aBd__Xr8-cTC6PzNr52HUOyfDGXHQjnvQHF_82uWxr9m-CdD2bNQ6g4U9zdRJjcv8R9Mnl9DybSLT39D8_VvzG1-DaZQvjKf_prBX79W7rryfv-18sb72P7-azcr--aviT8MKr-VffFy6l50v_86Ve1xhP2Lv5rk_lfmLzy_9uxqaX7_Nc0f4Pxfp1lPHILBX792njkM_D_o95X_hf3j120CaOGfv_a7Z88dW9If9ous9nDz_viNmmm1yp-slySEDmrwqQH444DzYOc-Wv0_xWp-Pv0DAAA.&rid=76723&rcat=Concept&rt=Attitude
http://images.google.com/imgres?imgurl=http://www.mediabistro.com/fishbowlLA/original/newspapers.jpg&imgrefurl=http://www.mediabistro.com/fishbowlLA/newspaper_deathwatch/newspaper_forum_on_britannica_blog_81912.asp&h=461&w=365&sz=27&hl=en&start=1&usg=__nIuy-3F6oCuMiYXk_jDwCfVGe1Y=&tbnid=S4bLg8fgKx9t-M:&tbnh=128&tbnw=101&prev=/images?q=newspapers&gbv=2&hl=en&sa=G
http://images.google.com/imgres?imgurl=http://upload.wikimedia.org/wikipedia/commons/f/f4/Bureaucracy_Illustration_Czech.jpg&imgrefurl=http://commons.wikimedia.org/wiki/Image:Bureaucracy_Illustration_Czech.jpg&h=2336&w=3504&sz=2549&hl=en&start=27&usg=__qpAa7VMw13EWqD3vLfwBOV1IlJU=&tbnid=EkncsokkmHvepM:&tbnh=100&tbnw=150&prev=/images?q=bureaucracy&start=20&gbv=2&ndsp=20&hl=en&sa=N
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50,000 
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state and $7.2 
Billion or 10% 
of all goods 

exported from 
the state 

50,000 
employees in 
state and $7.2 
Billion or 10% 
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Gov. Patrick’s 
$1 billion life 

science 
initiative 

Gov. Patrick’s 
$1 billion life 

science 
initiative

The Massachusetts Medtech Industry

A vital and diverse economic contributor in a very volatile 
economic, political and regulatory environment
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Motivating employees to act
R

epetition, D
uration, A
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Current 
Awareness 

(Current State)

Desired Awareness 
(Desired State)

Comprehension 
(Understanding)

Conviction 
(Belief)

Desired Action 
(Actualization)Em

pow
er

Excite

Educate

MS&L’s Model for Motivating 
Employees to Act

MS&L’s model for motivating employees to act 
features five phases of engagement and three 
strategic approaches:

– Inform 
Use push and pull tactics to disseminate 
credible information to employees that build 
awareness and understanding

– Involve 
Offer tools and guidance for communications 
champions (leadership and managers) to 
make messages relevant to an employee’s 
job function

– Inspire 
Provide employees with reasons to believe, 
personal benefits (WIIFMs), breakthrough 
launches and inspiring calls-to-action 

Repetition and duration of messaging or campaign 
tactics, and distribution of the right message to the 
right audience using the right vehicle is critical



6

Essential elements for engaging employees through change

Employee 
Engagement

Reward and 
Recognition

Participation

Clear 
Line of SightAccessibility of 

Information

Employees 
want to know 
how their job 
will contribute 
to the big 
picture

Employees want 
to know how they 
can participate in 
the conversation 
and influence 
decisions about 
upcoming 
changes

Employees want 
relevant, credible 

information to 
keep informed 
and to perform 

their jobs 
effectively – even 

in the midst of 
major change

Employees want 
to be recognized 

for good work, 
and a share in 

the organization’s 
success

Implications for 
Communications



 

Content needs to 
be relevant and 
timely



 

Champions in the 
organization to 
deliver the message



 

Reach audiences 
through an 
integrated mix 
of channels



 

Communications 
must be credible, 
creative and 
compelling 
to ease fears and 
maintain 
productivity
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A closer look at each engagement element

Content

Creative

Champions

Channels



 

Message strategy and translation for job function / work environment relevance 


 

Editorial calendar planning, research and development


 

Compelling content creation, editing and segmenting


 

Ongoing content management


 

Editorial style guide development



 

Consensus-building with executive leadership and/or executive program sponsor


 

Targeted messages for middle managers and frontline supervisors – the most 
credible source of information and influential group among frontline employees



 

Tools, resources and training for middle managers and frontline supervisors 
to ensure confidence in communicating messages and comfort using tools



 

Creative ideas and design concepts that resonate and are in line with strategy


 

Vibrant design services to visually enhance and bring messages to life


 

Experts in design across all media:  print, video, experiential, events, 
environmental, online and new digital media



 

Smart channel strategy that augments existing channels with new ones, often 
categorized as all-employee, cascading and grassroots channel approaches



 

Deployment of a blend of high-tech and high-touch channels to ensure reach 
and frequency and align to specific audience needs



 

Use of non-traditional channels to cut through the clutter, surprise and educate
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Internal and Change Communications Capabilities

Focus Understand the Business Advocate the Brand Adopt Change

Goal

Establish clear line of sight between 
employees’ jobs and the company’s 
business objectives by influencing 
employees’ attitudes and behaviors. 

Cultivate brand ambassadors 
by increasing understanding 
of the brand position and 
delivery of the brand promise.

Foster awareness, understanding 
and acceptance of organizational 
change initiatives among internal 
audiences.

Execution

Typical Assignments:



 

Internal communications audits



 

Vision, mission, values alignment



 

Align employee job functions 
to business strategies



 

Business and industry macro 
trends and competitive impact



 

Leadership/manager communications



 

Recruitment and retentions strategies



 

Benefits and compensation 
communications



 

Rewards and recognition programs



 

Health and wellness communications 



 

Employee meetings: theme, logistics, 
video and presentation production, 
team building

Typical Assignments:



 

Launch new brand position 
and brand identity to broad 
employee population



 

Evolve brand position in 
order to sustain competitive 
advantage 



 

Reinforce to customer-facing 
employees the importance 
of consistent delivery on 
the brand promise 



 

Reigniting pride and 
confidence in the brand 



 

Internal product, service 
and program awareness 
and activation

Typical Assignments:



 

Organizational restructuring 
and reorganizations



 

Mergers, acquisitions 
and divestitures



 

Workforce reductions, off-shoring 
or outsourcing



 

Business model, operational 
or cultural transformations



 

Leadership transitions



 

New markets, services, customers



 

Shifts in competitive landscape



 

Introduction of new technology that 
changes the way employees 
deliver services and perform job 
function

Engaging employees around Business + Brand + Change
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Employees need balanced messaging

Leadership
“Where are 

we going and
what sets us 
apart”

Compensation 
and Benefits

Operational

“What I need 
to do my job”

Values-Based
“What we believe in 

and how we act”

Brand 
Promise

Employee 
Engagement

Mission

Business 
Strategy

Vision

Brand & Marketing 
Messages

Industry/Market 
Performance

Marketplace 
Positioning

Group/Dept. 
Operational 

Plans & GoalsJob Function 
Alignment to Biz 

Strategy

Manager 
Communications

Personalized 
Goals and 

Perf. Measures

Rewards & 
Recognition

Corporate 
Culture & Values 

IT and HR 
Communications

CSR

Competitive 
Differentiation
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And a balance in communications channel

One-to-Many
“Broad 

Message”

Water Cooler/ 
Walk the Halls

One-to-Few
“Translation 

Moment”

One-to-One
“Intentional 

Conversations”

Informal 
Meetings

Employee 
Engagement

E-mail

Town Hall

Intranet

Advertising 
and Marketing

Environmental 
Channels

Employee 
Magazine

Group/Dept. 
Staff Meetings

Small Team 
Meetings

Manager 
Tool Kits

Functional 
Work Group 

Channels

Lunch or 
Coffee Meetings

Performance 
Reviews

Online Social 
Networking 

Tools

Team Building 
Events

Digital & Social 
Media Channels
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Focus on Strategies First, Tactics Second



 

We are the victim of unfair attacks. How can arm our 
employees with the truth? How can we activate them to 
defend or reinforce our reputation?



 

We are in a volatile business climate. How can we 
reduce anxiety or improve confidence our performance 
and long-range plan?



 

We live in an increasingly fragmented information 
ecosystem. How can we be sure our company is best 
positioned in traditional, social media and digital 
channels? Do we need a social media policy?



 

We are asking fewer employees to do more. How can 
we use communications as part of retention strategy?



 

We are in a constant battle to recruit talent. How can we 
position our brand to attract the best people? 

What do we want 
to accomplish?
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THANK YOU!

Ed Cafasso
SVP and Managing Director
617-369-8799
ed.cafasso@mslworldwide.com
Twitter: @ecmsl
Blog: prfinishline.blogspot.com

We would be happy to act as your virtual partner on any of these issues!

mailto:ed.cafasso@mslworldwide.com
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