
2018 Internal Marketing Trend Forecast

Employees as Communicators

Top down is antiquated. Centre out is over.

Employees are moving out of the role of passive recipients of communication and into the position of 
active drivers and developers of messaging.

Employees as content-makers brings authenticity and genuine employee representation to the communication 
table. 

Employees are becoming the most important voice of the company. By sharing their thoughts, ideas and updates through 
social advocacy programmes employees are given a voice and it’s a voice that other employees are tuning into. Content 
shared by employees receives eight times more engagement than content shared by brand channels, and brand messages 
reach 561% further when shared by employees.

It may have killed the radio star but it’s the medium of choice when it comes to what employees prefer. 

According to Forrester Research’s Dr. James McQuivey, a minute of video is worth 1.8 million words. Using video also increases 
the likelihood of views and shares as well as increasing understanding by as much as 74%. In addition, a consumer behaviour 
survey by Hubspot showed that over half (55%) of their users report consuming entire videos compare to 33% for interactive 
articles and 29% for blogs.

If you’re trying to get complicated topics across, then video should be at the top of your list. 

‘Dear Employee’ doesn’t exactly fill you with a sense of meaning or worth. We urgently need to shift from a 
relationship with our employees where they are anonymous, to one where who they are and what they 
need, as individuals, is catered for.

Personalization is already well bedded down in the consumer sphere – think of your Superbalist or Takealot experience. Online 
advertising presents each of us with our own content and recommendations – it recognises us. 

Personalisation in technology is about serving up what you want, when you want it – in an instant.

If we can achieve this for hundreds of thousands or even millions (think Amazon) of consumers, surely we should be able to do 
it for the relatively small number of employees who are our company.

Simply, it comes down to data management and by managing this effectively, we can offer up more relevant communication 
based on the personal needs, preferences and choices of our employees.

As Millenials move into management positions, we’re welcoming Generation Z into the workplace and 
we need to be able to talk to them in the language they’re most fluent in – a language that is fast, visual 
and dynamic.

A generation who were at most only 9 when Facebook came out, they’re totally at ease navigating a complex and fast-paced 
communication landscape comprised of Snapchat, Instagram or Kik, a landscape where Facebook is the social media 
equivalent of a microwave – still useful but not exactly at the vanguard of technology. 

Combined with an adaptive media mix, for this group of gangstas trust is the business currency, demanding levels of 
transparency, authenticity and social responsibility to a greater extent than any generation preceding them.

They’re fast, fluid and woke AF and an organisation that can’t respond to this will quickly alienate them.

Here lies email. Beloved husband of handwritten memos, and doting father to newsletters and back-of-door 
loo signage. RIP.

Since its launch, Snapchat has ushered in the rise of ephemeral sharing—an evolution of social media sharing where content 
disappears within 24 hours. Because photos and videos are only available for a day, users like celebrity Kylie Jenner tend to 
post more frequently in the app, sharing many of the imperfect, more mundane parts of their daily lives.

Farhad Majoo of the New York Times says, “People [on Snapchat] aren’t fishing for likes and follows and reshares. For better or 
worse, they’re trying to be real.”

This idea of ephemeral authentic sharing is catching on. Other social networks like Instagram and Facebook have already rolled 
out Snapchat-like features that encourage users to share ‘imperfect’ moments of their lives. 

Customers and employees aren’t always looking for perfect, polished and crafted communication – more important are real, 
authentic and meaningful connections – particularly when it’s shared by ‘people like us’ – employees and consumers who we 
relate to.

This new era in ephemeral versus evergreen social sharing, means companies must find ways to engage more authentically 
with the public—even if it means being less polished than they’re used to.

As Millenials and Generation Z quietly stage their coup, the focus on culture over compensation reflects 
the sentiment that there are some things money just can’t buy – in this case values, social relevance, 
transparency and trust.

According to Andrew Chamberlain, chief economist at Glassdoor, the top predicator of workplace satisfaction is not pay. It is the 
culture and values of the organisation closely followed by the quality of senior leadership and career opportunities for employees 
within the company. 

Employees (and consumers) have less faith in brands than ever before. We’ve seen this locally with examples like KPMG, 
McKinsey and most recently Steinhoff coming under scrutiny for less-than-ethical behaviour. 

With a generation of workers entering the market looking for organisations that align with their values, commitments and aims, 
gaining trust will become a more significant source of long-term competitive advantage.

Gigsters are part 
of the business

Here-today and gone-tomorrow workers are playing an increasingly important role in the workforce and we 
need to be able to connect through the communication channels to ensure they’re on-board and effective. 

New words added to the OED in 2017 include hatemonger, stick-to-itness, sticky-outy and worstest. New words are added every 
year to reflect new trends and practices and in the next year or two we’ll probably see the inclusion of gigsters – employees who 
work exclusively doing gigs or short-term projects, before packing up and moving onto the next gig.

The challenge for communicators is how to establish a bond with these transient employees, keep them in the loop and align 
them with business culture and strategy.

Often off-site (a trend we’re seeing even in full-time salaried employees), channels like apps, text messages, push notifications 
and social media will allow them to be effectively integrated into the workforce, engaged and included – regardless of where 
they work, how long they stay and what they do. 
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In the consumer space we’ve seen companies like Discovery successfully apply gamification to drive 
better awareness and practice of healthy lifestyle choices and we can expect to see companies apply 
the same thinking to the internal communication and human capital environments. 

According to Professor B.J. Fogg, an experimental psychologist at Stanford University, successful gamification tools work 
because they:

• Give users the motivation to do something (the chance to win, receive rewards or gain recognition)
• Give users the ability to carry out a task – by facilitating it, or breaking each task into bite-size chunks, increasing the

perceived capability for the user
• Give the user a trigger or cue to complete the action

Beyond that they take some of the drudgery out of processes like onboarding, learning and training, leading to 
improved message consumption, retention and changed behaviour. 

Businesses will be focusing on measurement that works to help define focus areas, identify what’s 
working – and what’s not, and increase efficiency.

According to a recent Ruder-Finn report, only 16% of companies are satisfied with their ability to measure the effectiveness of 
their internal communication.

Innovations in marketing technology—in particular, the emergence of tools that let companies tie marketing activities to business 
metrics—have given more power to CMOs, allowing us to gather insights, segment our audiences, target acutely and provide 
quantifiable measurement that demonstrates value. 

In the past, marketing leaders used to rely primarily on their intuition and creativity, but that’s quickly changing. We can no 
longer get by with ‘painting in broad brushstrokes’ – it’s too hit and miss, and misses are costly.

2018 will see the continuing trend towards measuring, tracking and quantifying results that we’ve long seen in consumer 
marketing. 

Inside-out and outside-in?

Even the terms internal and external create the impression of a boundary between the two that truthfully 
just doesn’t exist. 

External audiences are exposed to internal messages through word-of-mouth, social media sharing and run-off. Internal 
audiences become external media consumers the minute they flick on the television, drive down the road, pick up a newspaper 
or go online. 

It’s essential therefore to keep this commingled audience in mind when crafting messages, while respecting the distinction 
between the two.

The blur between internal and external underscores the need for organisations to still provide employees with fast, interactive 
and reliable channels with wide reach to ensure that employees are always first to get the news. And fast, interactive media 
means digital and digital means mobile. 

The first mobile phones launched in South Africa in 1994 and the first smart phones in 2008. If you’re not including mobile as 
part of your internal media strategy you may as well change your name to Mildred, don a bonnet and turn on the wireless. 

Reference

11 Ideas How to Rethink Internal Communication, Sina Lockley
Top Employee Engagement Trends for 2018, Bhaswati Bhattacharyyya
4 Internal Trends to Plan for in 2018, Mark Miller
5 Internal Comms Trends for 2018, The Global Group
Internal Communication Trends for 2018, Ciara O’Keeffe, StaffConnect
10 massive business trends that will shape 2017 and beyond, Kelvin Claveria 
5 Social Media Content Marketing Trends to Watch Heading Into 2018, Megan James 

#2 Video 
on the 
Rise

It’s Personal
#3

Generation Z 
#4

High Speed
#5

#7
Gigsters are Part 
of the Business

Playing the game
#8

Measurement
#9

#10
Blurring the Line

#6




