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Cardinal Corp

Situational Analysis

The global recession has made growth hard for many companies but it has been 

especially difficult on Cardinal Corp., which has experienced eight straight quarterly 

losses.  Also as a smaller technology company, we do not have the ability to move 

inventory as quickly as our competitors (Overview 1). 

The recent corporate restructuring has forced upper management at Cardinal 

Corp. to make tough decisions in these hard economic times, which include layoffs in 

America and rapid expansion of workforces overseas (Overview 6).  This, in addition to 

upper management's inaccesability and implementation of a code of conduct and 

environmental policy, which few employees even know exist, has led to a decline in 

employee morale.  Employees feel like they are not well informed and resultantly feel 

that they cannot trust their managers to keep them informed about Cardinal Corp's 

restructuring plan (Overview 10-11). 

This lack of trust is only compounded further by the lack of efficient and 

consistent corporate communications.  Most employee communications made by 

Cardinal’s upper-level management are either hard to access or delivered via out-of-date 

mediums (Overview 9).  Another communications problem for Cardinal Corp. is the lack 

a global communication infrastructure (Overview 8). Without this infrastructure, 

cohesion for this global company seems unattainable.  However, Mr. Willis’ vision of an 

eager and unified workforce is not out of reach.  With skillfully designed and directed 

messages, employees will become informed and thus be able to rally behind our vision of 



a “socially and fiscally responsible,” company “with a great reputation and even greater 

potential,” (Overview 12).

With the implementation of better communication practices and new 

communication technologies we can solve our employee relations problems and prepare 

ourselves for the hard work that lies ahead.

Audience Analysis

Our communication program's primary audience is our employees.  This program 

will first be implemented in America but will also be transferable to all of our offices 

around the globe. Due to the fact that our company has such a diverse group of 

employees, literacy, access to technology and multicultural differences are factors to 

consider when forming messages (Sabine 19). 

According to the communications audit, North American, Latin American and 

European employees are unclear about the company’s goals and direction.  They do not 

understand the recent mergers, restructuring, or the workforce reductions.  Employees 

feel they are not informed about matters affecting them such as performance, plans for 

new products and services, future potential reorganizations, and changes in benefits.  

Middle management and direct supervisors have left employees feeling uninformed about 

current company developments and long-range plans.  Along with not understanding the 

new logo, most employees do not know that the corporate values statement and the Code 

of Conduct even exist (Overview 10-11). Employees feel disgruntled, confused and 

uncertain about their future careers.  Many talented employees would like to leave the 

company but because of the economic downturn, have no other option than to stay with 

Cardinal (Overview 8).  We want our communication plan to address these issues, in 



order to build trust and employee morale.

However, the workforce cutbacks, and cash flow from the acquisition of e-Tech, 

could potentially create more opportunities for all employees (Overview 9).  Our 

Employees want Cardinal Corp. to succeed as much as we do, and this is why they would 

be receptive to our messages.  They want more communication from upper management 

and to understand the direction the company is taking (Overview 10). We want to 

implement a new communication program, in the U.S., that will consist of messages that 

are meaningful for Cardinal Corp's overseas workforce.  Our messages need to be able to 

accommodate for the differences in language and culture that exist within Cardinal Corp.

Defining Objectives

Cardinal Corp’s employees need to understand the company and see the 

company’s potential. Cardinal Corp’s success is built on a foundation of personal and 

professional integrity. We are a company that strives to go above and beyond industry 

regulatory standards (Conduct 1). Cardinal Corp’s commitment to integrity will prove to 

employees that we are a company they can trust (Overview 12).

Cardinal Corp. has a rich history of triumph and success in the IT market 

(Overview 4). Although we have experienced eight quarterly losses, Cardinal must prove 

to employees that we can continue to live up to our history of success. At Cardinal we 

must make ourselves clearer in regards to corporate strategy and values. These values can 

be found in the Cardinal Code of Conduct, Cardinal Credo and the environmental policy. 

All three embody ideals that we must convey to employees. These values are the basis of 

what Cardinal stands for.

Cardinal Corp’s communication department needs to make employees feel 



connected to upper-level management and the CEO (Argenti 198-199). One of the main 

concerns amongst employees, as defined in the communication audit, is that Willis has 

been virtually invisible. Along with Willis, the rest of management has not been very 

accessible. Providing a channel for feedback with which employees can voice opinion 

and ideas is important in order to create a brighter future for the corporation.

Employees have been confused by several recent actions taken by upper-

management.  One such action was Willis' decision to completely change the Cardinal 

logo and other aspects of Cardinal Corp’s identity (Overview 7, 11). Another thing that 

has confused employees is the recent push for world sourcing. World sourcing has 

brought layoffs and store closings in the United States (Overview 8-9). In order to boost 

employee morale, management must effectively explain how recent actions can 

ultimately help the cause of the company.

Develop Key Message 

The first message that needs to be communicated is that the CEO cares about 

Cardinal’s employees and their success and well being.  The best way communicate this 

message is by building upon Cardinal Corp’s “open door policy,” (Conduct 13).  Creating 

an “open forum” for employees to ask questions and provide feedback is one way to 

create better communication between employees and upper-management (Argenti 190).  

This channel for feedback is necessary because employees are confused about what is 

going on with the company (Overview 11). We want upper management to be able to 

communicate important company information while allowing employees the opportunity 

to provide constructive feedback.  By creating two-way communication within the 

company we hope to build employee trust and make Cardinal Corp. a better company.



The next message we want to communicate to employees is that Cardinal is a 

socially and fiscally responsible organization.  First, we must explain how the 

environmental policy, code of conduct, and credo are all integral parts of the company’s 

function.  This will address the lack of communication on the part of upper-management 

that has created an insufficient understanding of the company’s strategy and identity. By 

explaining these documents to employees they can better support the values expressed in 

them. Cardinal’s history proves that we can prevail during difficult times. We will assure 

our employees that although the recent losses have shaken the confidence of the company 

and its workers, Cardinal can and will adjust appropriately. We must explain how world 

sourcing is a part of this process because it reduces costs for the company and helps us in 

the global market.  Employees need to know that producing a profit and becoming a 

global citizen are two important parts of our credo (Conduct 19-20).  By communicating 

these messages to employees we believe that Cardinal Corp. has the potential to be a 

great company that competes aggressively on the global market (Overview 12).

The final message we want to communicate is that employee feedback is 

important to the success of Cardinal Corp. Employees should be encouraged to make 

their presence known within our company. An online presence will help employees stay 

connected through a feedback loop. From a historical perspective, our company has 

always prided itself in the encouragement in innovation. A dedication and openness to 

individual research and development could sincerely help the moral and well being of all 

of Cardinal’s employees.  



Strategies and Tactics: 

With our first message stressing the importance of connection between employees 

and the CEO, one tactic that we will employ is a monthly meeting with the CEO, face-to-

face for live question and answer sessions on the last Friday of every month.  During this 

meeting, the CEO will provide updates about the company, new information that 

employees need to hear, and then dialogue with employees about their concerns or any 

ideas they might have. This meeting will be webcasted so that it can be used in different 

headquarters of the company, if we choose to implement this tactic globally. Department 

managers will then have videoconferences with the CEO concerning the needs and vision 

of the company with regard to their specific department. The managers will then report 

back to the employees within their departments via weekly, face-to-face meetings where 

conversations specific to their departmental tasks and issues will take place.

For our second message of wanting the employees to fully understand the 

Cardinal Credo, Code of Conduct and Environmental Policy, we first want to use 

storytelling to explain these policies to engage with our employees in a different way. 

These stories will inspire the employees to believe in what Cardinal stands for, and get 

them excited about implementing the new policies. We will then create an audio book 

with the stories to be retold to future Cardinal employees. We will also hold, “The 

Greenest Department in Cardinal” competition, to reduce waste and practice the 

Environmental Policy. This competition will include measuring which department 

recycles the greatest number of bottles and other recyclable materials and uses the least 

amount of paper in one month. The winning department will receive free lunch with the 

CEO, and have the opportunity to dialogue with him in a smaller group. Along with this, 



we will create an interactive education program for the Environmental Policy as well as 

use internal advertising, and internal branding to convey Cardinal’s values to the 

employees.

For our final message of believing that employee feedback is critical to our 

success as a company, we want to create an online presence with a newsroom that will 

offer for two-way feedback between upper-management and employees. This will 

include the use of a blog, chat rooms, pod casts and the like. Lastly, we will give our 

employees one hour a day to do their own research, or work on whatever they choose to 

do because we want our employees to cultivate their own ideas and creativity. We believe 

that creativity and employee innovation is what Cardinal was founded upon, so by giving 

our employees one hour a day on company time to do what they would like to do, we 

believe we are fostering a better work environment that will not only benefit the 

employees, but will benefit Cardinal because happy associates mean happy customers, 

and we all know what that means.

Evaluation

We have planned to complete another, more extensive, communications audit 

with employees six months after our strategies have been implemented. The audit will 

have the exact same questions as the original one, as well as questions pertaining to the 

newsroom, code of conduct, credo, environmental policy, and monthly meetings. We 

hope to have an accurate gauge of the effectiveness of our plans by asking the same 

questions as well as new ones. In regard to the questions that are duplicates from the 

previous audit, we hope to see an increase of ten points across the board.

The next series of statements and questions will try to assess how important 



employees feel the code of conduct, credo, environmental policy, and corporate vision 

are. We intend to find out how informed employees are about these topics as well. 

Questions relating to employee knowledge will act to highlight important fundamental 

aspects of each area, not pick out minute details in company policy. Simply knowing 

what all of these things are does not reach the expectations we have for this company. We 

want Cardinal's employees to feel as though these aspects of the company are vital for its 

success. We hope to see that the knowledge questions have a sixty percent success rate 

and that fifty percent of employees deem the code of conduct, credo, etc. as important.

The next statements will revolve around the online newsroom. This will show the 

newsroom's effectiveness by asking questions that relate to the accessibility, practicality, 

and informativeness of the new media. Some statements will be, "I use the newsroom 

more than five times a week", "It is easy to give feedback", and "The online newsroom 

has helped me communicate with others throughout the company".   We expect to see 

fifty percent of the employees to respond favorably to the newsroom, as many will need 

to take time to get accustomed and trusting of this new media. 

The final statement will be, "I am important to Cardinal's success". This statement 

is most important to us as Cardinal's success is, and has always been, rooted in the idea 

than anyone, no matter what rank, can make a difference. Based on the previous audit, we 

do not expect this question to be highly successful (in the forty percent range of 

employees who agree), but with our strategies properly administered, we hope to see 

these responses reach the seventy to eighty percent mark in future audits. 
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