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Fill in your answer here.
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Name of Audience





[image: ]
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Name of Audience 3
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Fill in the audiences 
	


Enter your message here
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WordsFresh has a 
proven track record of 
developing campaigns 
that connect with 
employees and drive 
business success from 
the inside out. Strategic 
campaign lines are just 
the beginning.
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Worksheets to help you 
write a powerful employee 



campaign line



The Writing Agency



Companion 
Templates
Companion CUTCUT



NOISENOISE
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Where are 
employees on 
the journey to 
change?



At WordsFresh, we 
developed a Change 
Communications Model 
to help clients think 
through their strategy.  
It keeps employees at the 
forefront of planning.



A central message line helps 
you start strong. See our 
accompanying “Cut through 
the noise” brochure.



Change Communications Model
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AQWhat are the objectives/
campaign goals/desired 
outcomes?



Why is the change 
important to the 
business? 



What’s the timeline/
deadline? 



What are the red flags, 
possible pushback or 
hurdles to consider?  



What are the modes 
of communication? 



Business challenge Ask questions to get to the root of the reason behind the 
change. Our chart below shows a few of our favorite questions. 
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Audiences might include leaders, managers, hourly employees, 
customers, salespeople, prospective hires, etc. Use this chart 
as a basis for determining the relative importance of your 
audiences.



Audience
How important is it 
that they make the 
change? (out of 5)



Estimated  
number of  



people



Target Audiences
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AA
Audience



Why should 
I care?



What do I 
have to do? 



Benefits? 



Hurdles?



Audience Mindset At each step we need to ask, why should 
Joe or Jane Employee care? Use this chart 
to take a walk in your employees’ shoes.  
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Top Messages To create an attention-grabbing campaign line, you’ll need to 
focus on a few key messages. 



At this stage, don’t be creative. Simply define the most critical 
benefits to each audience. Look for similarities and whether you 
notice any overarching themes. 



Top Message			   Audiences Targeted



See our accompanying 
“Cut through the noise” 
brochure.  











