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Is the next Alfred Hitchcock
in the cube down the hall?
Smart communicators are turning employees into correspondents and storytellers,
and the YouTube generation is responding with great content

You're going

to get crap and

you're going to get

gold. Your job

is to know the

difference.

R emember the bad oíd
days of corporate
c o m m u n i c a t i o n ,
when palling infor-

mation out of the workforce
was like pulling teeth? When
finding good stones was as hard
as finding a book at Paris
Hilton's house?

Those of us of a certam age
remember those days—before
social media, before new media,
before intranets or the Web or
even e-mail.

We remember what it was like
to try to fill an employee publi-
cation with content when man-
agers wouldn't return your calls
and leadership wanted to keep
all the important information
close to the vest.

We remember when doing a
story about an actual employee
meant that you had to (a) find
an employee worth writing
about, (b) get access to that
employee, (c) get the employee
to participate, and then (d) push
the story through the approval
process, where the employee's
manager would suck the life out
of it by changing all of your
great quotes to corporatespe;ik
and, in die interest of promot-
ing a "team" mentality, insist
that you add m the name of
every single person the employ-
ee bad ever come into contact
with inside the organization.

I used to sit in on editorial

meetings during those gloomy
times. They would usually go
something like this:
Editor: We've got eight p^es to
fill for Vision this month. Any-
body have any ideas?
Communicator #i : There's sup-
posed to be a big initiative that
leadership is set to roll out. It's
called "World-Class Synergy,"
and theyVe got tbis cool new
poster of a pyramid-like tbingy
to help explain it.
Editor Perfea. We'll give it six
pages, ajid blow up that pyra-
mid into a two-page spread in
the middle. We're done.
Communicator #2: No can do.
Leadership isn't ready to roll it
out yet. It'll be another nine
months before we're allowed to
talk about it. And by then they'll
probably have switched to
something else anyway.
Editor Damn it. What else we
got?

Communicator #2: I've got a
page of service anniversaries.
Editor Good. Let's blow up the
type on that and make it two
p^es. Iwo down, six to go.
What else?

Communicator #3: Somebody in
community relations is giving
some money to a local hospital
tomorrow. Could be something
in that.

Editor Will there be a big giant
check?
Communicator #3: Probably. If

not, I can get one out of the
prop closet and bring it.
Editor Do it. Get a shot of the
hospital person, our guy and the
big check. We'll blow it up and
make it pages four and five, with
some other shots of the exterior
of the hospital and some text
about how much we gave. We're
down to four pages. What else?

Complete silence from around
the room.

Editor All right. Lx)oks like we're
going with four pages tbis
month. Everybody get to work,
and let's be careful out there.

The good news is that those
days are over. Well, maybe
not completely over. But now,
in the age of new media and
social media, we at least have
other options for digging out
great stories.

We can start a blog and
ask readers to contribute tbeir
own success stories (or tbe
success stories of co-workers).
We can then take tbose nuggets
and flesh them out into fiill-
blown stories, complete with
great quotes, best practices,
human drama and employee
recognition.

We can allow people to com-
ment on articles on our web sites
and intranets, and develop those
contributors into a regular net-
work of sources.

Externally, we can use Twitter
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and Facebook and other social
networiting sites to put the word
out that we're looking for great
stories and interesting content.
If you put it out there, people
will come. They may come with
crap or they may come with
gold. Its up to you to know the
difference.

Putting the YouTube
generation to work
Here's another way to dig out
great stories: Give employees
video cameras and turn them
loose. Again, you'll get crap and
you'll get gold. Ihe trick is to
bury the crap and display the
gold. Communicators at Lock-
heed Martin did this recentJy,
and the employees responded
with pure gold.

Heres the background; One
division of l^ckheed Martin is
responsible for building the
Littoral Combat Ship (LCS). At
a certain point in the develop-
ment process, they send the ship
out for what's known as
"builders trials."

"Basically, that's when you fire
up the engines and see what that
puppy can do in the open
water," Lxickheed Martin com-
municator Kathy Baier told me.

Here's the problem: How that
puppy does in the open water is
going to affect an awfiil lot of
people who have poured their
hearts and souls into that ship.
But only two employees actually
get to go on the builder's trials.
The rest have to wait anxiously
on shore the entire time, hoping
that things are going well. Its an
agonizing time.

Enter the wonderfiil world of
new media and social media.
Baier went out and bought two
pocket-size camcorders—those

wonderful, low-tech cameras
that any moron ain use and that
come with dieir own editing
software that any moron can
figure out. They also make it
incredibly easy to e-mail or post
the videos when you're done
with them.

Total investment? About
US$400.

Baier gave the video cameras
CO the two employees who were
participating in the builders
triais and told them to let the
cameras roll.

"I let them know that nothing
was to be scripted, ' Baier says.
"We suggested that they do
one video at the beginning of
each day and another at the
end, the goal being to let the
rest of us know what's going on
out there. '

Two videos a day? Fat chance.
Not when you're dealing with
the YouTube generation.

"The boys with the cameras
loved what they were doing,"
says Baier. "After the first day
they uploaded about 20 videos
that captured all that was hap-
pening—and they were great. '

Baier and her team wrote a
story about what they were
doing, posted it to the intranet,
linked to the first video, and
they were off and running.

Now, if that had
been all they did—
post videos every day
about what was hap-
pening during tÎK
builder's trials—the
program would ha\'c
been a great success
But Baier took it a
step further. She and
her co-workers created a
special protected section on
the company intranet and mod-

eled it after MySpace. {They
called it LCSpace, after the LCS
ship.) They posted the videos
there and let people comment
on them and ask questions.

Basically, they did what social
media are good for: They built a
community of like-minded peo-
ple and gave them the chance to
talk about something they were
all very passionate about.

"It was a huge success with
employees, management, senior
management and out cus-
tomers," says Baier. "Even our
CEO was out there watching
the videos and commenting
on the program in his regular
meetings."

And remember, this is Lock-
heed Martin. They tnake war-
ships and rockets and satellites.
It isn't Zappos or Dell or Cisco
or some other company that
you expect to use social media.
This is the defense industry.
If Lockheed Martin can get
creative witb new and social
media, so can you. •
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