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HELLO! -#

WHO’S SPEAKING?

Carolina Andrade

ROLE HOMEBASE
Head of Comms at Mercedes-Benz.io Portugal / Lisbon
FAVOURITE SUBJECTS BACKGROUND

« Strategic Communication
« Change Management

* 15+ years in communication
» Strategic Comms, Media
relations, Internal Comms ,

« Diversity, Equity & Inclusion PR. Events

« Al

* Fashion

« Fashion and Luxury industry
» Tech Corporate

BIGGEST SOURCE OF INSPIRATION
My son, Tik Tok, Reading, Friends and talking to like-minded people




IN COMMUNICATION

CURRENT THEMES



INTRODUCTION

WHAT DO YOU THINK ARE THE CURRENT THEMES OR CHALLENGES IN
COMMUNICATION?

HYBRID ENGAGEMENT UNCERTAINTY




INTRODUCTION

RETHINK INTERNAL COMMS IN TIMES OF CHANGE

INTERNAL COMMUNICATION HAS NEVER BEEN MORE
IMPORTANT.

IT’'S NOT ABOUT JUST SENDING A MESSAGE.

IT’'S ABOUT ALIGNMENT, BELONGING AND ACTIVATION.



RETHINK

INTERNAL COMMS



RETHINK INTERNAL COMMS

THE ARC: WHAT WILL WE TALK ABOUT TODAY

REACH BELONGING CHANGE




RETHINK INTERNAL COMMS

REACH: IF THEY DON’T SEE IT, THEY DON’T FEEL IT

REACH

VISIBILITY DOESN’T MEAN UNDERSTANDING

OPEN RATES WON’T GIVE YOU MEANINGFUL INSIGHTS

CUT THROUGH THE NOISE
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RETHINK INTERNAL COMMS

REACH: IF THEY DON’T SEE IT, THEY DON’T FEEL IT

CUT THROUGH THE NOISE

True North: Purpose

* Why are you speaking?
* What cutcome do you want?
* s this reactive... or intentional?

“When you speak as a leader, every word showld be anchored in purpose.

N
Way Forward: Action & Alignment Empathy: Audience Awareness
* What do you want them to de, think, or feel next? w E * Wha are you speaking to?
. rifi | 7 " | fearing?
Are you enabling confidence, clarity, or chags COMMUNICATION What are they feeling or fearing

+What happens after this message? * What context do they need?

“A message without & next shep is just nolse.” “Empathy fsn't Auft—it's strategic.
The right message in the wrong tone siill fails.”

S

Substance: Clarity & Honesty

» Are you being clear or hiding in vague language?
* Are you giving honest, useful information?
« Iz the message grounded In reality?

“Substance huias trust, No one wants & beautiful message that saps nothing.”
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RETHINK INTERNAL COMMS

BELONGING: THE BRAND LIVES ON THE INSIDE FIRST

BEL ONGING

EMPLOYEE EXPERIENCE AT THE CENTER

THE IMPACT OF RITUALS

FROM PEOPLE TO PEOPLE




RETHINK INTERNAL COMMS

REACH: IF THEY DON’T SEE IT, THEY DON’T FEEL IT

EMPLOYEE EXPERIENCE AT THE CENTER

Product Owner

HR Business
Partner

System
Architect

QA Engineer

Data Analyst

VALUES RELAUNCH

TRANSFORMATION NINJA

Y

A

HANDS-ON & DETERMINED

-Passionate for creating a real impact and making a
change. Driver for making ideas come true.*

Proactivity, Driver, Energy & Positivism, Focus on Execution,
Bringing ideas to reslity, Pacemaker

PRISONS
LIZ4RDS

Mercedes-Benz 1O

-Are seen a5 a reference, focuses on their professional
career and on growing technical experti

ise. Also open to
learn from others and share cross-knowledge.”

Knowledge /evidence based, Open to lear - Growth mindset,
Expertise, Active listening, Knowledge & experience

PRISONS
ALTTARDS

Mercedes-Benz 1O

Having a sense of responsibility and accountability for
one's actions, decisions, and results, taking Initiative
and making necessary changes to achieve success.

PRISONS
T '@mns D14

Mercedes-Benz .iC

COMMUNICATION

£E
N

¥

and information

te clearly and concisely,
udiences

and situations, and listening actively to others.

tailoring commun

B 1/4
Mercedes-Benz (O

nd abilities through
int earming ion; setting goals, identifying
areas for improvement, seeking out feedback, and engaging
in ongoing learning and development activities.

PRISONS .
LGRS Ceuys
Mercedes-Benz 1O —

ices to meet those needs; listening actively to
feedback and using it to Improve customer satisfaction.

PRISONS
e
Mercedes-Benz 1O
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RETHINK INTERNAL COMMS

BELONGING: THE BRAND LIVES ON THE INSIDE FIRST

THE IMPACT OF RITUALS

CONNECTION RITUALS

 Foster emotional
bonding

« Spark belonging and
psychological safety

2

WEEKLY COMPANY
ALL HANDS WITH Q&A

TRANSITION RITUALS

 Mark

beginnings/endings

» Support change

comms

a
GLOBAL ONBOARDING
EVENT

MILESTONE RITUALS

» Celebrates progress &

SuUcCcCess

* Reinforce desired
behaviours & culture

¢

ANNIVERSARY EMAILS

IDENTITY RITUALS

Reinforce values &
culture

Create shared
language & meaning

Yy
-> s

RECOGNITION &
APPRECIATION
AWARDS
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BELONGING: THE BRAND LIVES ON THE INSIDE FIRST

FROM PEOPLE TO PEOPLE
SPORTS CLUBS FROM WOMEN.IOTO A CELEBRATING
MANAGED BY COMPANY-WIDE DEI TOGETHER
EMPLOYEES & STRATEGY
SUPPORTED BY THE
COMPANY
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MANAGERS ARE OUR BEST FRIENDS




RETHINK INTERNAL COMMS

CHANGE: COMMS IS THE NERVOUS SYSTEM OF TRANSFORMATION

THE 3Rs OF CHANGE COMMS

[\

RYTHIM | THERE’S NO
SUCH THING AS OVER-
COMMUNICATION

* Pre/During/Post
communication

« Change management
Office with office hours

RATIONALE | EXPLAIN,
REPEAT AND REPEAT

AGAIN: “WHY NOW?”

* Monthly and Quarterly

updates

 Written communication

to distribute

ROLE CLARITY | WHAT
DO WE WANT PEOPLE
TO DO/THINK/FEEL?

* Frame ir from the

employees POV: What
does this mean to me?

« FAQ
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RETHINK INTERNAL COMMS

CHANGE: COMMS IS THE NERVOUS SYSTEM OF TRANSFORMATION

MAPPING THE CHANGE CURVE FOR COMMS

4 I I
- DENIAL i
i Disbelief, looking for evidence it isn’t true I o,
i i =" INTEGRATION
i . y Changes integrated
Q4 g FRUSTRATION . " DECISION
= \ Recognition that things ¥ . .
< oo ’ \ are different : Learning how to work in the new
ﬂ LT] ' SHOCK \\ i situation, more positive.
BI: % " Surprise or S P i
S| | Snookatine " EXPERIMENT
SO i even ‘ Initial engagement with the new
i R situation
| DEPRESSION i
i Low mood, lacking in energy ;

Kiibler-Ross Change Curve

____________________________________________________________

TIME
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RETHINK INTERNAL COMMS

CHANGE: COMMS IS THE NERVOUS SYSTEM OF TRANSFORMATION

MANAGERS ARE OUR BEST FRIENDS

(EAj) ( E A
PRE-COMMUNICATION MESSAGES & FAQ
e Brief your management * Equip managers with
team with time for tools to help .
feedback and questions. communication with
teams.
Do dry-runs where they .
can also give inputs on * Schedule team calls after
tone of voice and main communication.
storyline.

2
EMPOWERMENT &
ENABLEMENT

Communication Hub for
2-way communication.

Trainings and workshops
to give them the tools
and reflection time on
main challenges.




AND WITH-THAT....

I AM DONE!
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