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FROM THE EDITOR

Welcome to the October issue of 7%e
Business Communicator Last month, as part
of Melcrum’s tenth anniversary celebrations,
CEO Victoria Mellor presented a webinar
looking at the major changes the industry
has undergone. This month’s Flashpoint
Guide shows her view of how old and new
comms compare. Of course, online channels
have had a massive impact and our debate
piece looks at how self-publishing and user-
generated content are affecting businesses.
The advent of new technology usually means
new guidelines for employees — our
Freshfields Bruckhaus Deringer case study
shows how e-learning can tackle this issue in
a creative and innovative way. Young adults
seldom have trouble with new technology,
but may need help adapting to the world of
work. For tips on working with Generation Y,
see Resources. Finally, our second feature is
a guide to changing employee behavior.
ANNA CLARKE
» anna.clarke@melcrum.com

ONLINE COMMUNICATION

s there a self-publishing
revolution on the horizon?

The majority of 16 to 24 year-olds are
turning away from traditional media in
favor of online interactive media such
as MySpace and blogs, according to a
recent study from the UK telecoms
reqgulator, Ofcom. So how will this new
trend affect the future of internal
communication? Here, two
practitioners speculate.

According to Ben Edwards, head of new
media communications at IBM, it’s possible
to draw comparisons between what's
happening inside companies and externally
in the mass media. “Traditionally, news,
information and entertainment have been
published by a small number of
professionals. Both internal and external
publishers are now wrestling with the same
phenomenon, which is that with the advent
of online publishing technology, anyone with
access to an internet connection —and that’s
one billion of us — can now publish for free
using tools available on the web.”

He points to market-leading newspapers
such as 7#e Washington Fost, Houston
Chironicle or the Guardian and their
correspondent websites. “They've moved
from only publishing content written by
professional journalists to including content
written by their readers. The Aouston
Chronicle even has a blogging platform and
reader forums — it really enriches the
content and builds a sense of community
around the project.”

Internal communicators who are unsure of
how to use new online technology can take
their lead from what newspapers and
broadcasters are doing, says Edwards. But

many companies are already doing so,
replicating the self-publishing or user-
generated content appearing in external
media. “That’s because they've realized the
business benefits of allowing employees to
publish: team building, knowledge
management, networking, information
sharing and the driving down and
management of e-mail,” adds Edwards.

Jane Sparrow, general manager for change
and communication at Sony Europe,
believes that the growth of self publishing
means communicators will have to
dramatically reassess their role. “It means
the message isn't going to be controlled by
communicators in every case,” she says.
“The power of the message will move to the
individual. The role of the communicator is
to provide a playing field for effective
communication, rather than driving it
themselves.”

Firstly, says Sparrow, it needs to be decided
who will champion the new involving
applications and technologies — it may mean
communicators teaming up with IT to get
the right infrastructure. Secondly, how will
the new technology or channels fit into the
existing organizational culture. “A large part
of that will be creating guidelines for any »
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