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Today‟s agenda…

• First 5 minutes: you are trying to wake up, get oriented 

to the day, getting to know me a little…

• Next 10 minutes:  following the slides, wondering how 

many I have, engaged, but we‟re still “above the line”

• Next 10 minutes:  thinking I‟ve not told you anything you 

didn‟t already know, wondering when we‟re going to get to 

the good part, and thinking about what you‟re doing this 

weekend

• Next 2 minutes:  now you hate me. You need more 

coffee, you want to check your email, talk to your colleagues 

about the game last night, and wondering, “why did she think 

purple was a good idea to wear?” 
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So….our agenda

• Steps to making communications part 

of your financial message

• Talk about framing our messages

• Coffee…
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The sky is falling…
• Challenging times

• Economic downturn

• Financial crisis

• Company closures

• Budget deficits

• Layoffs and furloughs

• Reduced revenues

• Job loss, huge unemployment

• Citizens are suffering
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Our response…

• Controlling costs

• Focus on “essential” services

• Efficiencies in government

• Doing more with less

• Reduce spending

• Trimming the fat

• Cutting the bone
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Gotta “do” something

• Review the economic indicators

• Track our expenditures

• Look at filling vacancies – fill or slow down? 
Hiring freeze?

• Delay construction or maintenance

• Travel and training reduced or eliminated

• Reduce compensation increases and 
benefits

• Make a list of cuts
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What usually happens?

• Finance people come up with 

recommendations

• Manager reviews recommendations 

• Manager presents recommendations to 

elected officials

• Department heads are informed of timing of 

implementation of recommendations

• Employees learn of recommendations when it 

affects them
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But, do you consider 

communications 

as part of your plan?

• Why?  

– Helps to frame our understanding of expectations 

and need

– Helps to define a roadmap 

– Absolutely critical during crisis 

• Results:

– Transparency, honesty, credibility 

– Ease employee anxiety and build organizational 

trust
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Why is this important?

• 2 of 3 companies have increased communication to 

employees since the financial crisis began

• 70% are using communication to ease employee 

fears

• Companies also using communication to manage 

change 

– “using the financial crisis to steer a new strategic 

direction”
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Recent study reported that more than 51% of 

the senior leaders cited “engaging 

employees to ensure organizational 

alignment and commitment” as being the 

most important leadership practice to 

achieving business goals in tough times. 

(Right Management Associates)
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So how do you start?

Pacman
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Develop a Plan

• Understand the timing

• Identify your partners in delivering the 

news

• Understand the opportunities

• Understand the decisions, impacts and 

consequences that will occur 
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Consider your 

Audiences

• Who needs to hear the news?

• How often do they need to hear it?

• How are they different? 

• How might they react?

• What questions will they have?  

• What information do they need?
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Be Consistent
• Consistency in your theme for your 

financial planning horizon

• “The rule of 7” – how many times it takes 

for the info to „stick‟

• Mixed  message or simple message?
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Frame the Message

• What is the „take-away‟ 

from this?  

• What do you want it to 

be?

• What 3 things are 

critical?

• Do you want to leave it 

to chance they will get 

it?

• What do you want to be 

prepared to address if 

asked?
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To do and not 

to do…

• Adopt a direct, honest, caring approach –

some short-term pain, but more trust and 

credibility in the long-term

• Natural inclination to ease the short-term 

pain – so we sugar coat and speak vaguely 

(don‟t do this)
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• What is your strategy?

• What are your 3 bullet points?

• How does it reflect what has occurred in the past, 

the current situation and what you plan for it to be 

in the future?

• What are the touch-points for your audiences?  

• Who will best deliver the message?  

• What other issues might be bubbling up at the 

same time?

Plan your Approach
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• Use your plan!

• Know your timeline and when you will have audience 

touch-points

• Listen and communicate with your audiences –

do you need “interim” messages to reinforce?

• Is everyone on your team “on message”?

• Has the base information changed? Do you need to 

adjust your message? 

• Who needs reassurance and calming?

What are the 

Next Steps
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PACMAN – “S”

• What‟s your “STORY”?

• How do you make “the sale”?

• How do you make it relevant to your 

audience?

• How does it become personal and 

memorable?
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• Plan

• Audiences

• Consistency

• Message

• Approach

• Next Steps

• Stories

PACMAN – “S”
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Framing who 

we are…
• Smart people in Kansas

• People who choose public service are extremely innovative –

we HAVE to be!!

• Unfortunately, other governments frame public perception of all public 

sector employees

• Citizens are busy – generally have low expectations of government

• We have to “frame expectations” – in everything we do

– Tell them how smart we are

– Tell them how hard we work to help citizens

– Tell them about efficiencies

– Make the message simple and relevant

– Tell the story that makes the impact
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Thank you!

• Thanks for being in 

public service!

• Thanks for taking on 

the added role of 

Communicator! 

• Now, get coffee & enjoy 

your conference!
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