
The IABC Handbook
of Organizational
Communication 

A Guide to Internal Communication,
Public Relations, Marketing,

and Leadership

Tamara L. Gillis
Editor

S S

ffirs.qxd  3/8/06  03:37 PM  Page i


File Attachment
C1.jpg



ffirs.qxd  3/8/06  03:37 PM  Page iv



The IABC Handbook
of Organizational
Communication 

A Guide to Internal Communication,
Public Relations, Marketing,

and Leadership

Tamara L. Gillis
Editor

S S

ffirs.qxd  3/8/06  03:37 PM  Page i



Copyright © 2006 by John Wiley & Sons, Inc. All rights reserved.

Published by Jossey-Bass
A Wiley Imprint

989 Market Street, San Francisco, CA 94103-1741
www.josseybass.com

No part of this publication may be reproduced, stored in a retrieval system, or
transmitted in any form or by any means, electronic, mechanical, photocopying,

recording, scanning, or otherwise, except as permitted under Section 107 or
108 of the 1976 United States Copyright Act, without either the prior written

permission of the publisher, or authorization through payment of the appropri-
ate per-copy fee to the Copyright Clearance Center, Inc., 222 Rosewood Drive,

Danvers, MA 01923, 978-750-8400, fax 978-646-8600, or on the Web at
www.copyright.com. Requests to the publisher for permission should be

addressed to the Permissions Department, John Wiley & Sons, Inc., 111 River
Street, Hoboken, NJ 07030, 201-748-6011, fax 201-748-6008, or online at

http://www.wiley.com/go/permissions.

Limit of Liability/Disclaimer of Warranty: While the publisher and author have
used their best efforts in preparing this book, they make no representations or
warranties with respect to the accuracy or completeness of the contents of this
book and specifically disclaim any implied warranties of merchantability or fit-
ness for a particular purpose. No warranty may be created or extended by sales
representatives or written sales materials. The advice and strategies contained

herein may not be suitable for your situation. You should consult with a profes-
sional where appropriate. Neither the publisher nor author shall be liable for

any loss of profit or any other commercial damages, including but not limited to
special, incidental, consequential, or other damages.

Readers should be aware that Internet Web sites offered as citations and/or
sources for further information may have changed or disappeared between the

time this was written and when it is read.

Jossey-Bass books and products are available through most bookstores. To con-
tact Jossey-Bass directly call our Customer Care Department within the U.S. at

800-956-7739, outside the U.S. at 317-572-3986, or fax 317-572-4002.

Jossey-Bass also publishes its books in a variety of electronic formats. Some
content that appears in print may not be available in electronic books.

Library of Congress Cataloging-in-Publication Data

The IABC handbook of organizational communication: a guide for marketers,
consultants, and communications professionals / Tamara Gillis, editor.

p. cm.
“This handbook is the fourth edition of a project that began in 1981 as
Inside Organizational Communication. It was published three times under that
title (Ruess and Silvis, 1981 and 1985, and Wann, 1999). Here in 2006, the
exhaustive collection of articles warranted a new title”—P.

Includes bibliographical references and index.
ISBN-13: 978-0-7879-8080-1 (cloth)
ISBN-10: 0-7879-8080-3 (cloth)

1. Communication in organizations—United States. I. Title: Handbook of
organizational communication. II. Title: International Association of Business
Communicators handbook of organizational communication. III. Gillis,
Tamara L. IV. International Association of Business Communicators.
V. Inside organizational communication. 
HD30.36.U5I56 2006
658.4�5—dc22 2006007075

Printed in the United States of America
FIRST EDITION

HB Printing 10 9 8 7 6 5 4 3 2 1

ffirs.qxd  3/8/06  03:37 PM  Page ii

www.josseybass.com


A Joint Publication of
The Jossey-Bass Business &

Management Series
and

The International Association of Business Communicators

ffirs.qxd  3/8/06  03:37 PM  Page iii



ffirs.qxd  3/8/06  03:37 PM  Page iv



v

CONTENTS

Foreword ix

Preface xi

About the Authors xvii

PART ONE: BUSINESS COMMUNICATION IN THE EVOLVING CORPORATION 1

1 Characteristics of Excellent Communication 3
James E. Grunig, Larissa A. Grunig

2 The Corporate Communicator: A Senior-Level Strategist 19
Nick Durutta

3 Organizational Culture 31
Paul M. Sanchez

4 The Communication of Trust 44
Pamela Shockley-Zalabak, Kathleen Ellis

5 Communication Ethics: Sorting Out What Is Right and Wrong 56
Mark P. McElreath

S S

ftoc.qxd  3/3/06  02:43 PM  Page v



PART TWO: MANAGING COMMUNICATION 65

6 Strategic Approaches to Managing the Communications Function 67
Diane M. Gayeski

7 Strategic Planning: Timeless Wisdom Still Shapes Successful
Communication Programs 80
Lester R. Potter

8 Aligning Internal Employee Communication with Business Strategy 93
Ayelet Baron

9 Issues Management: Linking Business and Communication Planning 108
George McGrath

10 Change Communication: Twelve Questions to Ask Before
Communicating Change 122
Carol Kinsey Goman

11 Current Realities in Crisis Communication 136
Elpi O. Cuna Jr.

12 Corporate Social Responsibility 146
Adine Mees

13 Communicating for a Merger or an Acquisition 159
Patricia T. Whalen

14 Managing and Communicating Cultural Diversity 178
Jenifer Armand-Delille

15 Communication Counsel in Corporate Communication:
The Care and Feeding of Leadership 192
Mark Schumann

PART THREE: INTERNAL COMMUNICATION 203

16 Internal Communication 205
Brad Whitworth

17 Manager-Employee Communication 215
Hilary Scarlett

18 Throwing Rocks at the Corporate Rhinoceros: The Challenges
of Employee Engagement 227
Roger D’Aprix

vi CONTENTS

ftoc.qxd  3/3/06  02:43 PM  Page vi



19 Communicating Major Change Within the Organization 240
Rodney Gray, Gerard Castles

20 Internal Communication Media 257
Tamara L. Gillis

21 Internal Branding: Employer Branding 268
R. Alan Crozier

PART FOUR: PUBLIC RELATIONS 281

22 Public Relations Research and Planning 283
Don W. Stacks

23 The CEO-Leader as Relationship Builder: Convinced But Unengaged 296
J. David Pincus, Stephen C. Wood

24 Successful Media Relations 310
Brenda Siler

25 Investor Relations and Financial Communication 320
Karen Vahouny

26 Government Relations 343
Bill Carney

27 Taking a Leadership Position in the Community: It Is About More
Than Writing a Check 352
Mary Ann McCauley

28 Public Relations and Ethical Conduct 362
Meryl David, Todd T. Hattori

29 Measuring Public Relations Programming 371
Mark Weiner

PART FIVE: MARKETING COMMUNICATION 389

30 Marketing Communication Today 391
Lorenzo Sierra

31 Branding and Brand Management: Integration and Innovation 400
Paul Mlodzik

32 Building and Sustaining a Dynamic Corporate Reputation 414
Alison Rankin Frost

CONTENTS vii

ftoc.qxd  3/3/06  02:43 PM  Page vii



33 Communication for Customer Satisfaction and Loyalty 425
Jeff Schmidt

34 Measuring Marketing Communication 436
Merry Elrick

PART SIX: THE FUTURE OF BUSINESS COMMUNICATION 451

35 The Future of Measurement in Corporate Communication 453
Vicci Rodgers

36 Navigating the Infinite Nature of Knowledge 462
Kellie Garrett

37 New Values for a New Workplace 471
Christopher Nevill

38 The Future of Integrated Communication 479
Jane Sparrow

39 International Communication 491
Sylvie Testard-Ramírez

40 The Impact of Technology on Corporate Communication 504
Shel Holtz

41 The Future of Business Communication 514
Katherine Woodall

Index 531

viii CONTENTS

ftoc.qxd  3/3/06  02:43 PM  Page viii



ix

FOREWORD

Although business communication is a relatively new term, finding its way
into the common business lexicon about 2000, its roots go back much fur-
ther than that, to the very beginning of commercial interactions, to the very

beginning of recorded history as we know it. Along the way, communication
has undergone dramatic change as humans discovered new and innovative ways
to communicate.

Consider an innovation dating back to around 8,500 B.C., when early mer-
chants discovered the wonderful portability of clay tokens with pictographs to
record quantities of materials shipped and traded. What a dramatic shift from hav-
ing to restrict such recordkeeping to the inside of a cave. Can you imagine the
excitement over that discovery? Think of the time saved and increase in accuracy.
It was no longer necessary to gather everyone in one location to review records
or rely solely on verbal communication and possibly faulty memories. It was a
communication explosion to be sure, and one that later led to the development
of a series of alphabets and an evolution of written communication.

Massive communication shifts have been part of the business landscape since
the beginning of economics and this change has continued for every generation
since then. We are now in the middle of grappling with a global technology rev-
olution that is continuing to unfold, the outcome of which is still being discov-
ered. Though not always formally recognized as such, it is likely there has
always been someone (or a group of someones) tasked with ensuring that these
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communication shifts were understood and accepted by the major stakeholders
of the enterprise. These are the people described in this book as business
communicators.

As business communication follows the path of innovation, the International
Association of Business Communicators (IABC) has attempted to interpret, edu-
cate, and arm communicators with the information and tools needed to use
communication to propel business forward. In 1970 a group of senior commu-
nication professionals formed an organization that addressed the needs of peo-
ple who held the responsibility of ensuring effective organizational
communication. The International Association of Business Communicators was
then formed.

IABC’s global network of thirteen thousand members in sixty-seven coun-
tries, representing ten thousand organizations, practice the disciplines of cor-
porate communication, public relations, employee communication, marketing
communication, media relations, community relations, public affairs, investor
relations, and government relations. Its purpose is to ensure that members have
the skills and resources to progress in their careers, develop and share best prac-
tices, set standards of excellence, build credibility and respect for the profes-
sion, and unite as a community.

In 2004, IABC joined forces with Jossey-Bass Publishers to develop a series
of books that would enable all business professionals to take advantage of the
lessons learned from business communication. The books draw on research
from the IABC Research Foundation, including the groundbreaking “Excellence
Study,” and best practices from its programs, including an annual international
conference, seminars, the Gold Quill Awards program, accreditation, Knowledge
Centre reports, manuals, communication templates, the award-winning maga-
zine, Communication World, and the monthly online supplement, CW Bulletin.

Since its inception, IABC has moved business communication forward, both
as a profession and as a driving force that is critical to any organization’s suc-
cess. We are proud to be able to provide you with this information and hope
that you will apply it to making your organization’s communication more effec-
tive for the benefit of your customers, employees, and overall organizational
excellence.

Learn more about the International Association of Business Communicators
at www.iabc.com.

Natasha Spring
Vice President Publishing and Research
Executive Editor, Communication World

x FOREWORD
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PREFACE

For more than thirty-five years, the International Association of Business
Communicators (2005) and the IABC Research Foundation have endeavored
to provide professional development programs and groundbreaking research

that shares “best global communication practices, ideas and experiences that
will enable communicators to develop highly ethical and effective performance
standards.” This book, as evidence of that mission, provides a substantial base
of practical knowledge and insights about effective corporate communication
and its impact on organizational success.

This handbook is the fourth edition of a project that began in 1981 as Inside
Organizational Communication. It was published three times under that title
(Reuss & Silvis, 1981, 1985; Wann, 1999). Each successive edition increased in
content to reflect the changing concerns of organizational communication and
its impact on organizations—large and small, public and private, for profit
and not for profit. Here in 2006, the exhaustive collection of articles warranted
a new title: The IABC Handbook of Organizational Communication.

The goal of this book is simple: to provide both conceptual understanding and
practical applications of the elements of organizational communication. It pre-
sents a broad understanding of corporate communication, business communica-
tion, and organizational communication. Based on a survey of scholarly literature,
we use these three terms—organizational communication, corporate communi-
cation, and business communication—interchangeably to describe these internal
and external communication functions of an organization or company.

xi
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My sincere thanks to the chapter authors; their expertise and wisdom made
this book possible. Special thanks go to the IABC Accreditation Council for their
insights into the process of developing this collection. It is my hope that com-
munication practitioners at all levels, educators, and those outside the commu-
nications field will find insights and understanding from this book that
contribute to organizational success.

HOW THIS BOOK CAME ABOUT

Organizational communications is a vast, dynamic discipline, its practice
affected by society and technology. To address every facet of organizational com-
munication would fill many books of this size. Many periodicals and books are
published every year giving new insights and highlighting research concerning
its many facets. For these reasons, this book could not cover every facet. We
instead address the most universal and pressing concerns in this edition of The
IABC Handbook of Organizational Communication, as defined by an expert
panel of professional communicators.

All sound communications projects begin with research. After reviewing the
contents of the previous three editions of Inside Organizational Communication
and the findings of a brief content analysis of current communication periodi-
cals, I developed a list of potential topics for inclusion in this book. This list of
topics was categorized, and an online survey addressing the topics was sent to
an expert panel of communication professionals for review. The panel consisted
of the members of the IABC Accreditation Council and a random selection of
accredited business communicators from around the world. The results of the
survey provided support for the framework and organization of the book.
The respondents also asked that this edition reflect the international nature of
business communication, new and traditional practical applications, and case
studies and compelling research.

ASSUMPTIONS ABOUT THE READER

This book is designed and organized with a number of different readers in mind.
If you are new to the world of corporate communication, the chapters in this
book bring to the fore issues that are critical to understand and master in any
organization. If you are a professional communicator, this book provides new
insights on traditional and emerging issues in organizational communication.
If you are a corporate executive outside the communication discipline, this book
will help you understand the importance and reach of communication within
your organization and with external stakeholders.

xii PREFACE
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Understanding occurs when people ask questions and share information. This
book follows suit. Like any other handbook, it may be read in a number of ways.
First, it may be read from cover to cover. If you are interested in all facets of orga-
nizational communication, you will enjoy starting at the beginning of this book
and reading through to the end. The book’s organization builds from general top-
ics to specialty interests. Predictions for the future conclude the collection.

Second, readers may choose to skim the book for topics of interest or topics
related to a current challenge. This book touches on issues of interest to those new
to the field of organizational communications as well as seasoned professionals.

HOW THIS BOOK IS ORGANIZED

When addressing the 2005 IABC International Conference, renowned politi-
cal consultant James Carville used three adjectives to describe successful
communication: simple, relevant, and repetitive. I use those same three
adjectives to describe the content of this book. Much of the insight and
advice about communication that is shared in these chapters seems simple.
And complex concepts are outlined here in simple models to make them
readily accessible. The topics addressed in this book represent what our
panel of experts agreed was most relevant for communicators and other
organization associates to understand about the process of organizational
communication. Finally, many communication concepts overlap, and thus
these elements are discussed directly and tangentially in a number of chap-
ters. This repetition is necessary to fully appreciate the context of corporate
communication.

This book is organized into six major parts. Part One serves as an introduc-
tion to business communication and addresses some universal premises con-
cerning corporate communication. The chapters in this part introduce readers
to the complexities and structures of corporate communication. The universal
concepts of excellence, trust, culture, ethics, and measurement are reviewed to
set the foundation for the role of corporate communicators today. These chap-
ters provide fundamental axioms as well as testimonials.

Part Two, by far the largest part of this book, focuses on the current chal-
lenges of managing corporate communications and organizational communica-
tion. Cultivating a culture of communication is critical within any organization.
The authors share insights into successful planning, implementation, and
management of corporate communication. The strategies they review are fun-
damental to successful communication management.

Part Three contains six chapters that explore the common threads and evolving
issues in the practice of employee communication and internal communication
networks. At the heart of each excellent organization or corporation is a trusted
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and honored internal communication program. Integral issues of relationship build-
ing, employee engagement, change communication, and internal branding are
highlighted here as key to developing that trusted internal program.

Part Four apprises readers of the role of public relations in the corporate com-
munication program. A host of external publics await business communicators.
These stakeholders will have an impact on the reputation and success of our
organizations in reaching their goals. The chapters demonstrate the need for a
strategic approach to managing external relationships.

Part Five addresses key concepts of marketing and brand management and
its place in the corporate communication program. The chapters in this part,
punctuated by testimonials and case studies, bring to life the internal impact
and external challenges of marketing communications. Here, professionals share
their insights and expertise for developing excellence in corporate performance
through marketing communication programming.

Part Six reminds readers of the need to look to the future. The seven chap-
ters that end the book challenge corporate communicators and their organiza-
tional colleagues to be prepared for new trends and issues that will continue to
make an impact on successful organizational communication. The chapters here
echo back to the issues presented in Part One. The issues of measurement,
knowledge management, integration, technology, and emerging trends will con-
tinue to affect our organizations. Most notably, new values for the new work-
place will ground new and seasoned communicators in the values that matter
in our daily lives.
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