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Preface
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Introduction

Personal Motivations

When Philips Netcast News (PNN) was shown on the laptop screen in front of me, I was astonished and impressed. Different from other internal communication media I have learned from literature and Internet, PNN is very special and unique. 
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PNN (See Figure 1) is an internal news broadcast video, consisting of news and stories happening within Philips, and it is published and updated every other week on Philips Intranet. PNN is a window from which all Philips employees get more insight into the big picture of the company and their colleagues at different locations worldwide. Fortunately, I had an opportunity to take an internship as part of the PNN Team within the Internal Communications department of Philips’ headquarters in Amsterdam. I participated in the production of each PNN edition. Moreover, I had an important task which was to promote PNN in Philips China, thus a research was set up to find out appropriate and effective approaches to make PNN more appealing to the target audience: Philips China office employees. Since PNN is only published on the company’s Intranet, the prerequisite to watch PNN is to have a Philips Personal Computer (PC) account to log-in. Therefore, the target group of this research is Philips China office employees, while the employees working in factories without any access to Intranet were not applicable in this research. 

Since PNN was launched on the Philips Intranet in October 2006, it was intended for all Philips employees who have access to the Philips Intranet. According to the research conducted this January, China is the country with the third biggest number of Philips employees; however, only 4% of its 5000 office employees had watched PNN (Spierings, 2007). Based on the previous survey and my knowledge of the Chinese culture, my speculations for the low rate of Chinese audience before my research were: non-awareness of PNN and a lack of the “One Philips” sense.
Central Research Question & Terminology

PNN, as a significant internal communication medium, wants to connect Philips China employees with their colleagues from different parts of the world and generate a “One Philips” sense. In order to ensure that PNN can function as it was supposed to and make it a valuable tool for Philips employees, the following central question was formulated: “How to promote PNN as an appealing internal communication tool to Philips China, in order to strengthen the “One Philips” philosophy within Philips?” 
Defining the key words:
To answer the central question, there are some terms that need to be explained at first:

Internal communication tools: “all the media and means used within the organization to get internal information transmitted timely and precisely among all the employees, these tools help employees to understand the organization’s vision, values and culture” (Clampitt, 2005, p.5). PNN is one form of internal communication tools (or media).
Philips China: Referring to the “Philips organization chart” (See Figure 2), Philips China is deemed as a country organization. 
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Research methods & limitations

Viewing rate is closely associated with audience. To understand the points of view from the audience, or the Chinese office employees, and to receive diverse feedback from such a big group, the most appropriate research method is a survey, from which both quantitative and qualitative results were generated. Furthermore, two Chinese executives (who are included in the PNN target group) were interviewed via E-mail. The first interviewee was Yoyo Wang, an internal communication officer in Philips China Corporate Communications department who has a good knowledge of Chinese culture and has specific communication skills dealing with Chinese employees. The second interviewee was Sherry Yu, an officer in Shanghai High-tech campus which has relatively more PNN viewers. In addition, Sherry is enthusiastic about PNN. The two interviewees provided helpful information. Desk research counted for certain portions during the research process. Since PNN is internally produced and distributed, all the materials around it were provided by PNN’s database internally. Those materials feature PNN and its development precisely and elaborately. Desk research was also widely used to look up communication theories to be incorporated into various analyses. For instance, internal communications theory was required because PNN is sorted as an internal communication tool; and intercultural communications theory was needed, because Philips is a Dutch company with strong Dutch or Western cultural background, while the different Chinese culture is dominant among Philips China office employees.

The biggest limitation during the research is the remote distance from the target group, due to the impossibility to travel to Philips China’s locations. It is a pity that a focus group was unable to be conducted with China office employees. Because of the “High context” characteristic in the Chinese culture, underlying messages could be explored by observing people’s facial expressions and body movements. However, thanks to the mass-mailing system and online survey programme, the questionnaires were sent out via E-mail at the same time to all the office employees in Philips China, and they could simply fill in them on Internet. Fortunately, 1089 Philips China office employees participated in the survey, which counts for almost one-fifth of the total amount. The statistics concluded from the survey are reliable and representative and a number of different views were generated from open questions. Nevertheless, the compilation of the survey had to be as simple as possible and the questions needed to be as few as possible, because employees could merely invest short time and had little patience to fill in the survey. 
Chapters overview 
The first chapter is “Philips & PNN”, which gives readers a general idea about the Philips company and PNN. In the part of “Royal Philips Electronics”, a special insight is given to the Philips Corporate Culture, which indicates the importance of the creation of PNN. The second part of the first chapter gives an overview of PNN as well as its situation in Philips China. Therefore, the first chapter is a background introduction of this paper. The second Chapter “Office Employees in Philips China Analysis” is an elaborate analysis around the research target group. In this chapter, “Target Group Analysis” focuses on exploration of Chinese office employees’ cultural characteristics, those characteristics play important roles in their thinking and behaving at the workplace. After the general analysis on the target group, research was set to explore gaps of perceptions between the message senders (Philips and PNN) and message receivers (Philips China office employees). The gaps are the missing points that need efforts to be put on to recover and the missing points are in need of communications. The third chapter is “Internal Communications in Philips China”. PNN is an internal communication tool and its promotions rely on other internal communications tools. Therefore, it is necessary to understand internal communications situation in Philips China, including internal communications network, internal communications messages and means. In order to select specific internal communications tools for the promotion of PNN, there needs some studies on the trends in Internal Communications to help with the selections of the most appropriate and efficient tools. In the fourth chapter, PNN is elaborately analysed in terms of the S.W.O.T theory. This analysis is a self-assessment of PNN and it helps PNN understand what should be maintained and what needs to be changed and improved. The fifth chapter is a general conclusion of the previous research, and then based on all the findings, a Communication Plan of promoting PNN is presented in the last Chapter. 
Chapter 1: Philips & PNN

In this chapter, an overview of the Philips organization and the background of PNN will be given. A better understanding of the organization’s structure and culture will help the readers comprehend PNN’s functions in the organization. It is also necessary to have a general idea about PNN itself and how the situation of PNN in Philips China. This will outline a good image of the problem.  
1.1 Royal Philips Electronics

Philips in General

Royal Philips Electronics of the Netherlands (NYSE: PHG, AEX: PHI) is a global leader in healthcare, lighting and consumer lifestyle, delivering people-centric, innovative products, services and solutions through the brand promise of “sense and simplicity”. Headquartered in the Netherlands, Philips employs approximately 134,200 employees in more than 60 countries worldwide. With sales of EUR 27 billion in 2007, the company is a market leader in medical diagnostic imaging and patient monitoring systems, energy efficient lighting solutions, as well as lifestyle solutions for personal wellbeing. (“Global profile”, 2008, para. 1)  
Philips, with hundreds of locations in more than 60 countries all around the world, is considered a Multinational Corporation (MNC). That means “it functions in an environment characterized by different geographic regions as well as different national and functional cultures in terms of the workforce, operations, markets, and customers” (Bartlett & Ghoshal, 1989, p.5).
Philips is on a journey to transform itself into a truly market driven and people centric company by sticking to a few norms ‘sense & simplicity’, ‘Innovation’, ‘Growth’ and ‘Sustainability’ “, that is the vision of Philips. (“Mission and vision”, n.d., “Vision 2010” section, para.1), and “Improve the quality of people’s lives through timely introduction of meaningful innovations” (“Mission and vision”, 2008, “Our mission” section, para.1) is its mission to the society. That is the reason why Philips has been striving to develop sustainable solutions in all three business sectors. 

Philips Corporate Culture

As an MNC, it is very complex to define the corporate culture, because the members have their dominant local cultural values from regions to regions. Philips never tries to reshape the diversity into a unity, because this is unrealistic. On the contrary, it sustains and respects local cultures while setting up reasonable shared values for the employees within the big company community. More precisely speaking, Philips strives to achieve a balance between diversity and inclusion. (See Figure 3)
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At Philips, the term ‘diversity’ symbolizes: 
A recognition that workplaces, marketplaces and communities are comprised of individuals from different nations, cultures, ethnic groups, generations, backgrounds, skills, abilities and all the other unique characteristics that make each one unique” (“Diversity and Inclusion”, n.d., “What diversity” section, para.1). 
Diversity attributes to a multinational based company structure, which is an inevitable consequence. While allowing all the diversities to coexist, the company needs shared values to connect these diverse people, and Philips calls it “inclusion”: The term “‘inclusion’ symbolizes: 
an environment where everyone can fully participate in creating business success, and where each person is valued for his or her distinctive talents (skills, experiences, perspectives, etc). An inclusive working environment engages people, enhances decision making, and increases creativity and innovation in support of Philips’s vision and brand positioning” (“Diversity and Inclusion”, n.d., “What diversity” section, para.3). 
Philips wants to strengthen internal communications throughout all levels of company management and forge a sense of “One Philips”. “One Philips” is a good interpretation of “Inclusion”, because if considering Philips as a big family, all the employees are the family members, then they all belong to the Philips community.
Honesty is the key value of Philips and the company believes that open communications between employees and managers is essential to a productive work environment. Philips uses “4 D” to demonstrate its main corporate values (Vaules, n.d.):  
· Delight customers 

· Deliver great results
· Develop people 

· Depend on each other 

The “4 D” summarise that “it is the spirit of teamwork and cooperation that makes it possible to offer you exciting work, a positive environment, and consistent recognition” (Vaules, n.d., para. 5). These values are expected to be shared within the Philips family and Philips believes the values enable the company to continue to succeed.

Philips in China

As a “country organization”, under Philips China, it has an even more complicated organization chart. More specifically, Philips China is like a miniature of Philips Globe, which is running all three business sectors targeting mainly at China’s domestic market. The function management in Philips China is complete with groups of China’s elites. Nevertheless, Philips China keeps coinciding with Philips Globe head office in the Netherlands. (See Figure 4)
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In order to apply to the management set locally in Philips China, there is a China Corporate Communications department in charge of most domestic communication affairs both internally and externally; at the same time, it aligns with the global corporate communication strategy and agenda. 
1.2 Philips Netcast News (PNN)

PNN in General

Philips Netcast News (PNN) is a total communication concept that lies at the heart of internal communications at Philips. It is a bi-weekly brief video reporting about recent Philips news from all over the globe. Each newscast is about five minutes long and is produced in English. Each PNN News edition has the format of a typical TV news program: an anchorperson presents a series of short news items with mainly video footage. The PNN News provides a quick news update. PNN video is shown in a pop-up Media Player window (See Figure 5) and via a Flash Player.
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PNN is distributed through a special PNN portlet (See Figure 6) on Philips’ global Intranet homepage, which is also available on all business, country and sector Intranet homepages. The PNN Portlet contains a clickable (fixed) image to open the most recent PNN Video and a list of links to PNN reports which are covered in this PNN news:

All PNN content focuses on projects and/or achievements that relate to topics like “Profitable growth, Our Brand and Our People & Our Culture” with the emphasis on the story behind the story rather than the project or achievement themselves. Three main criteria indicate what kinds of stories are interesting to PNN and all the Philips employees, they are: human touch, products, and sharing ideas and experiences (The ins & outs, n.d.). Human touch means the stories are to stimulate “One Philips” sense, the idea that they are one big company, they need to get a feel for the diversity Philips embodies. That is why PNN leads the employees to know the people behind the job descriptions, as well as new employees who join the company through for example acquisitions. Philips Products are obviously substantial, because without products Philips is like a bird without wings. Employees need to know about the new and interesting products which can inspire them with a sense of pride to their company. The criterion of sharing ideas and experiences is aiming to exchange ideas and experiences to learn from triumphs and failures. The major information and spirits conveyed by PNN are substantially concerned with simplicity, sustainability, health & wellbeing, and humanity etc (The ins & outs, n.d.), in order to create a one-big-family sense for all employees and consequently to make people more engaged in their work and enjoy their time in Philips.
PNN in Philips China 

Since PNN was launched, a newsletter as an announcement had been sent out to all Philips office employees via mass-mailer system, including the Chinese office employees. After that, accompanying the release of each PNN, newsletters as a reminder is sent to the office employees. Watching PNN is not a compulsory activity, but in the newsletters, PNN always conveys the message that this programme is designed for all Philips employees. The Chinese employees can watch PNN by clicking the hyperlink in the newsletter, and this takes them to the PNN page on the global Intranet homepage to the videos. Philips China has an independent Intranet site with English and Chinese versions, so the Chinese office employees normally look up information on this site. On the homepage of the Chinese Intranet site, there is a banner (See Figure 7) of PNN to remind employees to watch instead of a portlet.
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China is the country with the third biggest number of Philips employees. Its office employees and factory workers take up half portion each. However, learning from the research in January 2008, only 4% of the total amount of office employees watched PNN during the month, and there has been no big change with such a statistic so far (Spierings, 2007).
As a multinational corporation, Philips strives to make its internal communications reach all possible locations. PNN, as a significant internal communication medium, aims to connect Philips China office employees with their other family members, but there needs more actions to achieve this. 

1.3 Chapter 1 Conclusion
The success of Philips’ business is remarkable around the globe; however, profit is not the mere pursuit of the company. Due to the diversity within this MNC, this provided Philips to engage employees to feel the Philips’ strength and behaviour. In order to embed the feeling of “One Philips”, PNN evidently is one of the major tools to connect. Employees are the driving force to a company’s development, and in order to fulfil them and enable them to perform actively and productively, the Internal Communications department created PNN to entertain the employees at the workplace, as well as engaging them more in this huge family. Unexpectedly, even though PNN is completely designed and produced around all Philips employees, it has not been appealing to the Chinese office employees. Therefore, this research was conducted to find out the reasons why PNN missed out the Chinese audience, and how PNN could improve itself to attract the Chinese audience, and eventually serve as a valuable internal communication medium embracing the Chinese members. 

Chapter 2: Office Employees in Philips China Analysis
The best solutions for the problem of PNN’s low viewing rate in Philips China could be generated based on the knowledge of the target group – office employees in Philips China. Therefore, a few studies were carried out on some typical Chinese cultural characteristics which would have effects on their perceptions, attitudes, and behaviours towards PNN or which would inspire specific strategies to promote PNN to the target group. It is as important as to explore the perceptions of China office employees towards Philips the company and PNN, because there might be gaps interfering the communication flows between the messages senders (the company and PNN) and receivers (the Chinese office employees). 

2.1 Target Group Analysis

In Philips China, there are 11,943 employees of whom 50% are office employees. Office employees usually work in office buildings, where each of them is facilitated with a PC and has an account to access to Internet and Intranet sources. The average educational application would be university level. Among the employees, the majority are ordinary Chinese citizens, so the mother tongue is Mandarin and the most used written language is simplified Chinese. 
On the broad geography of China, all employees are located in 15 different regions from south to north and from west to east. With such a decentralized demographic distribution, it is a challenge to make internal communications more fluent, which a lot of multinational organizations face with. Fortunately, the Chinese office employees share several universal characteristics from cultural perspectives as indicated in the following paragraphs. Those characteristics will be further explored on how they are related to the topic of this research and how these cultural differences influence the perspectives between Philips & Philips China office employees, and PNN & Chinese audience. 
Five Characteristics from Cultural perspectives

1. High power distance

Hofstede’s (1980) study ranked China as a high power distance country. Power distance can be defined as “the extent to which the less powerful members of institutions and organizations within a country expect and accept that power is distributed unequally” (Hofstede 1991, p. 28). According to Samovar et.al. (1998), people in high distance countries: 

believe that power and authority are facts of life. Both consciously and unconsciously, these cultures teach their members that people are not equal in this world and that everybody has a rightful place, which is clearly marked by countless vertical arrangements. Social hierarchy is prevalent and institutionalises inequality (Samovar et.al.1998, p. 71). 
In Confucianism, a strong perception of hierarchy exists among the Chinese, and everyone considers his/herself to be ranked into a suitable position in the organization hierarchy (Ripmeester, 2008). This effect of cultural value shapes a general concept that the employees in lower status are expected to respect the employees in higher status and to comply with principles and norms set up by the higher-ranking employees and to implement executions determined by them. Lower-ranking employees tend to prefer to be chaired and supervised by higher-ranking employees than to be left to make up their minds (Guirddham, 2005).

2. Collectivism

China has been a country pursuing Collectivism spirit historically. Hofstede (1991) defines: Collectivism as its opposite pertains to “societies in which people from birth onwards are integrated into strong, cohesive in-groups, which throughout people’s lifetime continue to protect them in exchange for unquestioning loyalty” (p. 51).
Loyalty to the group is emphasised and is embedded into the Chinese minds. The Chinese pursue and cultivate a harmonious environment whatever groups they belong to, including the company they work for (Molding your business, 2007). The employees are delighted if their company has a wide recognition and good prestige in the society; as a result, they are likely to feel proud of being part of the company and are more willing to contribute themselves to the company. Strengthening internal relationship and creating a “One Family” atmosphere within a company is what the Chinese employees anticipate, because this makes a sense of belongingness and security.
3. Preference to domestic culture 
There are hundreds of Multinational Corporations stretching their force into China such a big emerging market. However, their business settled in China tends to be localized in order to fit in the local culture, which is a necessary strategy for the sake of company (Mulligan, 2008). Under the umbrella of the MNC, Chinese employees are respected to maintain their cultural preferences at the workplace. For instance, Chinese is the mostly used language among the employees, and information they exchange is mostly about domestic and local affairs. Yoyo officer of Internal Communications department in Philips China did a little research to roughly find out reasons why the watching rate of PNN had been low in Chin. Two common reasons were: those employees were fonder of news happening in China, and they had some problems with watching the newscast in English without Chinese subtitles (Y. Wang., personal E-mail, February 26, 2008). These factors were also addressed by Sherry, officer of China’s Administration Management and Public Relations (S. Yu., personal E-mail, March 21, 2008). 

4. Hard working

Due to the influence of Confucianism, the Chinese people are known to be hard-working. (Molding your business, 2007). Even nowadays, overtime working is deemed as a normal phenomenon in China’s society. According to a survey conducted by the most famous China’s job-hunting website “Zhilian Zhaopin”, approximately 40% of 15,000 respondents worked extra hours voluntarily. This phenomenon is partly the outcome of China’s booming economy. Besides, people think it conforms to the Chinese traditional values on diligence. As a result of overtime work, the time devoted to leisure is relatively decreased. At the workplace, employees want to address to the boss or supervisors their consistent concentrations on work, so they normally try to avoid doing anything irrelevant to their work, including watching PNN addressed by many employees according to the survey.

5. Rewarding

Internal activities with rewarding are very appealing to Chinese employees (Bond, 1986). If they are invited to take part in activities irrelevant to their work, they consider the consumption of their time deserves some re-pay. Take an example from the survey among the Chinese office employees, if they filled in the survey and left their E-mail addresses, they would be able to have a chance to win a Philips digital Photoframe. On the next day morning after the survey was sent out, there were already more than 1000 Chinese office employees filled in and 90% of them left the E-mail addresses, which was a surprise compared to the average number of PNN Chinese viewers which was 200. In order to stimulate employees’ participations in company’s internal activities, involving awarding opportunities can be a smart tactic.

2.2 Gaps between perceptions towards Philips & Philips China office employees
Philips desired perceptions from Philips China office employees

One of the four main organizational values of Philips is “Depend on each other” (Vaules, n.d.), which apparently addresses the belief that a solid internal force is crucial to the development of Philips. Therefore, Philips Corporate Communications departments place a lot of emphases on creating an atmosphere of “One Philips” and enhancing the idea of “one family” among employees around the world. Philips tries to create an inclusive working environment which engages people, enhances decision making, and increases creativity and innovation in support of Philips’ vision and brand positioning. In addition, Philips wants to enhance stronger relationship throughout all levels of company management and forge a sense of one community, and thus PNN was created for this purpose. With a sense of belonging to the company, employees tend to be more engaged and enthusiastic in the work, because they feel a strong emotional bond to the company, thus they become more productive, more profitable, more customer-focused, and more likely to stay with the company (Rutledge, 2008). 

China office employees’ perceptions towards Philips

As a member of the Philips’ big family, 78% of the survey respondents tended to feel proud and honoured; and in addition, most people were happy to work for Philips. 
According to the survey, the majority of employees are engaged in their job positions as they considered their jobs are important to the development of the company (survey 2008). (See Figure 7) 
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Since Philips China is a tremendous country organization with huge domestic market as well as comprehensive management and large amount of employees, the bond between the Chinese employees and Philips as a multinational company is weak and ambiguous, in terms of that only 17% of the respondents affirmed that their contributions were not only devoted to Philips China but also count a lot to the entire company. (See Figure 8)
Summary 

In comparison, there are no big gaps between perceptions towards Philips and Philips China office employees. The majority is satisfied with their company and their current positions, and they are engaged in their work. Apparently, the Philips China community is concrete and solitary. The Chinese employees have the sense of pride and loyalty to the company, but the sense is ambiguous between Philips and Philips China. They tend to identify themselves more as members of Philips China, so their interests to other affairs outside Philips China are decreased and the bond between Philips members outside China and them are disconnecting gradually.  More specifically speaking, the “One Philips” philosophy has been embedded in the Chinese office employees’ minds. On the other hand, that is definitely why PNN exists as a tie to prevent decentralized corporate spirit. 

2.3 Gaps between perceptions towards PNN & Philips China office employees

Although PNN is designed and produced around all Philips employees, when it geographically spans boundaries, the flow is not as smooth as expected. The distribution of PNN is complex as many technical and non-technical factors affect the consequence. Thus, to explore insight into the perceptions from the message-sender PNN to the message-receivers Chinese office employees is vital to eliminate unaware misunderstandings. All the gaps between the two parties explored throughout the research are indicated as follows:

Awareness of PNN: Since PNN was launched, a newsletter had been sent out to all Philips office employees as an announcement. Additionally, accompanying with the release of each PNN, a newsletter is sent out to remind employees to watch. Ideally speaking, 100% of the Chinese office employees should have known the existence of PNN. Surprisingly, according to the survey, there were 25% respondents unaware of PNN.
Visibility of PNN: As an entertaining medium for all employees, PNN is posted on the homepage of the Philips’ Global Intranet, and office employees from all over the world could access to this site. Philips China has an independent Intranet site on which they update important global news coinciding with the corporate news centre, so it is not necessary for the Chinese office employees to visit the Global homepage. On the Global Intranet homepage, there is a PNN portlet and by clicking it people can watch PNN directly. (See Figure 9) However, on the homepage of China’s Intranet, there is only a banner (See Figure 10) as a reminder of the latest released PNN, which is not fascinated enough, reflected from the survey. Employees need to click on the banner which leads them to the PNN page on the Global Intranet site to watch PNN. 
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Accessibility to watch PNN: PNN has good rates in Europe and North America, especially in the Netherlands and the U.S, where they have advanced Internet facilities (Spierings, 2007). When the Chinese office employees want to watch PNN, either from the Global or China’s Intranet, it takes a long time for them to load the video. Moreover from the survey, 44% of the respondents who had never watched or who seldom watched PNN indicated that they were frustrated as PNN was technically impossible to run.  
Even though there are no technical problems preventing the Chinese office employees from watching PNN, there is still a group of them who are reluctant to watch it, because they feel uncomfortable to watch PNN during working hours. The main reasons for their embarrassment of watching PNN concluded from the survey are: it is a distraction to other colleagues; their managers and colleagues would consider them as deconcentrated on the work.
Values of PNN newsletter: The newsletter is the best ambassador of PNN to remind employees to watch PNN as well as to attract them by providing brief contents of each edition with lively descriptions and images. However, the unexpected thing is that the Chinese office employees may skip reading such an English newsletter. Only 40% of the survey respondents tended to read newsletters written in English. (See Figure 11) There is a demand from the respondents that 69% preferred to read PNN newsletter in Chinese. 
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Language used in PNN: PNN is currently offered in English, German, and Portuguese, while the English version is the mainly viewed version at all locations besides Germany and Brazil. Although only 23% of the survey respondents considered the language as a barrier for them to watch PNN, the preference of Chinese subtitles is undeniable with 82% adherents. 

Time consumption: A five minutes long video is supposed to be appropriate to relax the employees, while improving their knowledge and widening their scope of the company. However, there is a misunderstanding. For the Chinese office employees, “no time to watch” is the top one reason why they hardly watch PNN indicated from the survey. 
Summary 

It is obvious that the outcome anticipated by the message-sender PNN failed to occur in Philips China, because the gaps of perceptions between the sender and the receivers are big and critical. If PNN wants to be appealing to the Chinese office employees, it should act in the same manner with how Philips first settled into China, namely adjusting everything into local situations while sustaining a bond with the entire entity.
2.4 Chapter 2 Conclusion
By analysing the target group – Philips China office employees, many findings explain the reasons of lack of Chinese audience and provide hints of specific approaches to promote PNN to Philips China. The characteristic of High Power Distance in China country organization determines that the mid-managers would be the appropriate and convincing spokesmen to introduce PNN to the fellow employees and to encourage them to watch PNN. A collectivism spirit of the Chinese people proves that PNN has a big chance to embrace the Chinese audience. Since the China office employees tend to be more interested in local affairs, to get them more involved in the big Philips community is substantial. In other words, PNN will play an important role here to spread the “One Philips” philosophy. In order to seize the Chinese audience, It is not enough for PNN to simply provide Chinese versions, or just to optimize the watching accessibility. Moreover, to raise the Chinese office employees’ interests of PNN is an even harder task, and how to sustain the audience is another long-term task. 

Chapter 3: Internal Communications in Philips China Analysis

Internal communication means “The exchange of information between the management and the internal public groups of an organization.” (Rustema & Herle, 2005, p.152) Apparently, under the huge entity of Philips, internal communications refer to all the internal information exchange and interactions throughout all locations. Philips China is a country organization, so it receives information and involves in interactions both locally and globally. Studying the current internal communications in Philips China is helpful to find out how to maximize the effectiveness of PNN as a new internal communication tool. More importantly, the promotion of PNN relies on wise usage of other current internal communication tools.
3.1 Current Internal Communications in Philips China
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Before analyse internal communications in Philips China, it is important to have an overview of the network of Philips’ internal communications. The Corporate Communications Council (CCC) is the functional leadership team whose main goal is to ensure that Philips speaks with ‘one voice’ across the world, both internally and externally. It consists of the directors of Corporate Communications within the four regions and the Sectors (The Functional Leadership Team, n.d.). (See Figure 12)
The communicators of the global network are responsible for localizing and deploying the corporate communications strategy and programmes as set out by the Corporate Communications department (in Amsterdam headquarters) and the CCC. The network consists of communications employees on the Corporate Communications payroll – around 50 full-time corporate communications officers – and a further 100 staff who divide their time between working with Corporate Communications and regional or divisional communications (The Functional Leadership Team, n.d.).
PNN is a product created by the Internal Communications department in Amsterdam which is not an internal communication tool that needs to be implemented compulsorily locally. All country organizations have their specific domestic Internal Communications department (under the country organization’s Corporate Communications department) which structures internal communication activities in accordance with the domestic cultural respects.  Therefore, the promotion of PNN is a negotiation between PNN Team (or Internal Communications department in Amsterdam) and Philips China Corporate Communications department. 

3.2 Internal communication messages & means in Philips China

Among the internal communication tools used in Philips China, the top three mostly used according to the survey are: 

1. Departmental meetings

2. Company newsletter

3. Intranet site

Moreover, the top three tools from which China employees receive most internal information are still these three: 

1. Company newsletter 

2. Intranet site

3. Departmental meetings

The major messages and information the China office employees receive are normally derived locally, although they are also informed about the entire company’s important affairs, for example: finance report, and strategies. It is evident that the majority of the Chinese office employees tend to lack knowledge of other Philips global locations, because only 35% of the survey respondents considered they received a lot of information from other global locations. Further more, 75% of the respondents expressed that they were more interested in news happening in Philips China. This is not a good sign, because a lack of interaction will diminish the sense of “One Philips” and will split the big community.

3.3 Trends in Internal Communications

Nowadays, social media have been introduced to corporations for internal communication use and “It has begun to improve companies’ ability to enhance employee communication,” said experts at global consulting firm Watson Wyatt Worldwide (The next frontier, 2008). Social media is “an umbrella term that defines the various activities that integrate technology, social interaction, and the construction of words, pictures, videos and audio”. (Johnson, 2005, p.8) It becomes a trend to make use of various social media to make internal communications more interactive and effective. It will be of a great help to the promotion of PNN by taking advantages of this internal communication trend.
Social media have many different forms, including Internet forums, message boards, weblogs, wikis, podcasts, pictures and video etc. Technologies used include: blogs, picture-sharing, vlogs, wall-postings, email, instant messaging, music-sharing etc. (Johnson, 2005) There is an incredible trend of the continuous expansion of social media in corporate internal communications as research in February 2007 had found that: 52% of more than 2,100 internal communication executives from around the world anticipated their social-media budgets increasing over the next 12 months (Social media usage, 2007). 

The key characteristic of social media is: “it depends on interactions between people as the discussion and integration of words build shared-meaning, using technology as a conduit” (Johnson, 2005, p.9). This characteristic encourages more interactions and more information sharing between employees over the geographic boundaries. 

Philips is actively making use of social media, according to the survey, two of the top three mostly used internal communication tools adopt the forms of social media: company newsletter via Mass-mailer and Intranet site. It is worth mentioning that these two media are deemed as the top two from which the Chinese employees absorb massive and timely information. Although PNN is another creative and engaging social media format, it is wise to take advantages of the other two popular social media formats when promoting PNN.

3.4 Chapter 3 Conclusion
From this chapter’s analysis, one important finding is that the promotion of PNN has to be based on firm co-operations between the PNN Team and China Corporate Communications department, because the promotion is an internal activity which will be best assisted and implemented by the local communications department. The PNN survey determines that company newsletter, Intranet site and Departmental meetings are the most important and efficient internal communication tools in the Philips China’s community, thus they would be wisely used to re-introduce and promote PNN to the Chinese audience. Moreover, making use of other formats of social media is a brave venture which will also be taken into considerations in the recommendations. 
Chapter 4: S.W.O.T. Analysis

S.W.O.T. Analysis is a strategic planning tool used to analyse the Strengths, Weaknesses, Opportunities, and Threats involved in a project or in a business venture (Ferrell, Hartline, Lucas, & Luck, 1998). It is used to evaluate if the specific objectives of PNN are achievable by identifying the internal and external influencing factors. In terms of the S.W.O.T. analysis, specified strengths and opportunities are the evidences that will assist PNN in accomplishing its objectives; weaknesses or threats indicates obstacles that must be overcome or minimized to achieve desired results (Marketing Strategy, 1998).

Strengths

Products:

· PNN has a professional “production line” consisting of a internal team and an external media agency. The internal PNN Team works on the content of the newscast concerning the company’s shared values and culture, while the external media agency aligns with the PNN Team on producing professional newscast with the resources and requirements provided by the PNN Team.

· PNN has a wide reach of employees. There is a PNN portal prominently placed on the homepage of Philips’ global Intranet which is the most commonly used internal site among Philips office employees. All the office employees with a Philips web connection can access to the global Intranet site to watch PNN.

· PNN has a high visibility. The portal of PNN is a comprehensive sign of click-to-watch. When each new edition of PNN is released, a different PNN banner is posted on the top of the global Intranet homepage as an attention getter. On the homepage of many other company sectors and country organizations, a PNN banner is placed and regularly updated.

· PNN’s news resources come from various locations and are continuously updated. Due to Philips’ hundreds of location around the world, the news resources of Philips will never be in shortage. PNN is able to keep its content updated and select the most interesting news among various options.

· Employees’ feature stories, as an important component of PNN, are endless. Taking the advantage of MNC, PNN gains the opportunity to explore human-touching stories among 134,000 employees. Since the stories generated from employees themselves, the stories are deemed as interesting and fascinating to employees as viewers.
People:

· PNN has a strong internal team of skilled employees. Within Philips, the PNN Team consists of communication professionals working on gathering and scheduling news items for each edition. The professional editor and the freelance editor coordinate on the voice-over and supplementary articles for the news. 

· The IT group in Philips Germany coordinates with the Amsterdam headquarters for the design of specific PNN banners and newsletters. Additionally, the web code of the banners is sent to the other sectors’ or country organizations’ IT group who will update them on their local Intranet homepage.

· An external media agency works with the internal PNN Team to produce decent PNN videos by shooting films, editing footage and photographs, and editing videos. The media agency makes PNN visually as wonderful as CNN.

Performance
· PNN stimulates the idea of “One Philips” and gives employees the feeling of diversity that Philips embodies. In order to achieve this, PNN presents stories that show how, where and with whom people work to get to know the people behind the story.

· The format of PNN, including the anchorman, transcript and newsletter etc, tends to be informal and casual, as it aims to relax and entertain employees rather than to pull over loads of official information.

· PNN constantly reports good achievements of Philips with regards to sales, innovations, products, sustainability etc, which keeps employees updated with the company’s development. With the encouraging news, employees generate the sense of pride for the company and they are more inspired in the work.

· A lack of contact with distant colleagues is inevitable in this multinational company. Thanks to PNN this digital medium, through which employees from different corners of the world with diverse cultural background are able to gain knowledge of the others.

· Comments and suggestions are always welcome to PNN. It is a programme designed around the employees, thus, employees are the most suitable evaluators whose opinions will definitely optimize PNN’s functioning.

· PNN currently makes use of information technology effectively. For instance, it creates mass-mailed newsletters for each edition as well as posting banners on the Intranet homepages as visible reminders.

Weakness

Products:

· The awareness of PNN is rather low, which is why PNN has a low rate of viewing since it was launched in 2006.

· The original PNN is produced in English, with English subtitles. Currently there are two other versions of PNN in terms of languages: German for German employees and Portuguese for Brazilian employees. Providing other versions of PNN is demanded from a number of non-English speaking employees. 

· The budget is limited which prevents PNN from providing other translated versions. 

· The different technical conditions also have an impact on the viewing rate. Most country organizations post PNN’s banner on their local Intranet homepage by clicking which link to the PNN page on the global Intranet. If there is a problem with the local Internet connection or the local Internet speed is slow to load PNN, employees will be discouraged and reluctant to watch PNN. 
People

· PNN network is quite concise with three to four fixed internal team members. They are unable to keep in touch with all the locations worldwide to acquire information and news.

· The PNN Team members are mostly Dutch and work in the Netherlands. Their understandings of news or stories would sometimes be based on Dutch cultural perspectives. 
Performance

· PNN lacks of promotion. While PNN is still developing, in many regions or country organizations, information and news may not be supplied to PNN because of their non-awareness of PNN.
· There is no unique viewing system. For instance, in most country organizations, employees could watch PNN by going to the global Intranet homepage, while in some others; employees are required to log in. Rather than the technical differences, in North America, the Corporate Communications department uses a rewarding system to stimulate more viewers, while the others do not.

Opportunities
Products:

· PNN could be promoted directly to country organizations.

· PNN could be more popular by providing different languages of versions targeting non-English speaking audiences.

· Keeping up with PNN’s focus on employees’ interests and stories behind stories is a special feature of PNN.
People 

· Enhance communications between the PNN Team and other communications departments from country organizations and sectors to generate a consistent cooperation.

· PNN can increase its team members who work in different country organizations or sectors, and those people are occupied specifically on the domestic or local news resources and keep PNN informed with the first hand information.

Performance 

· If the promotion of PNN could be designed and carried out by the communications departments locally, the efficiency will be much higher than one consistent promotion plan done by the PNN Team from the headquarters.
· PNN could advance itself by cooperating with local communications departments. For instance, if the PNN Team and Philips China Corporate Communication department achieve the agreement to make Chinese versions of PNN, China will supply extra budget to PNN with which PNN can consider improvements to fulfil its more and more diverse audience.

· Setting up rewarding system in country organizations which have a large amount of employees will stimulate viewing.

Threats

Products
· There is a possibility of other forms of social media emerging in the future for internal community interactions. For instance, blogs, social networking (Facebook), and Twitter (social networking and microblogging). These formats of social media are simple, efficient and costless.

· Some traditional social media will remain. Take an example of company magazine, the Chinese office employees rate it as the number 4 mostly used internal media. 
People

· The PNN Team is possible to disappear if it fails in attracting more and more viewers.

· Country organizations may not want to cooperate with PNN if they insist they have better internal communication means.

Performance
· It is not optimistic to see from the survey that 75% of the respondents expressed that they were more interested in news happening in Philips China. PNN has to capture the Chinese audience while maintaining its diverse contents from various locations.
· Budget is another reality that PNN needs to deal with. The enlargement of PNN requires more qualified production to fulfil increasing audiences’ different tastes. Improvement always costs money.

Chapter 5: General Conclusion
Philips has a broad range of products of lighting, healthcare, and consumer lifestyle in the real market; those make the Philips employees feel proud of their company. Likewise, inside Philips, PNN is an exciting product to the entire community, although it takes time and efforts to make it “twinkle”. 
The substantial value of PNN is its capability to convey the spirit of “One Philips” to strengthen the bond among the large amount of Philips family members. All the contributors to Philips are important to the company’s success and Philips wants to build an emotional tie with its employees rather than simply sustaining employment relationships. PNN, as an internal communication medium, highlights the emphasis of employees, activates a lively working environment, shows sufficient respect to employees, and it has an unpredictable potential to engage people and consolidate internal community. As an MNC, business decentralizing is inevitable and reasonable while corporate shared values and culture must stay the same in order to sustain a complete entity of company. Throughout the research, there is a risk threatening the completion of Philips, since the Chinese office employees are lack of information and knowledge of other Philips global locations, and consequently they tend to consider their contributions more devoted to Philips China than to Philips. Spirit’s isolation is not what Philips wants and PNN is the fastest and the most interactive way to engage Philips China community to the big family.

It requires a comprehensive understanding of the causes for the unexpected outcome as to solve a problem. Although from a theoretical point of view, PNN is a perfect product targeting Philips office employees; there are surely gaps between the perceptions towards PNN and Philips China employees. There are 25% Chinese audience who were unaware of PNN’s existence. The visibility of PNN to the Chinese office employees is relatively much lower because of its less noticeable appearance on the Philips China Intranet homepage. Additionally, a lot of Chinese employees were frustrated from watching PNN since the Internet speed in China is not as fast as in Amsterdam. Even though the technical problems are solved, non-technical problems have a huge impact on preventing the Chinese office employees from watching PNN. No time to watch is the top one reason. Moreover, many employees feel uncomfortable to watch PNN at the workplace during working hours. The language barrier is another big factor, because the Chinese office employees prefer information well translated into their own language. 

Although a couple of gap perceptions, between Philips China office employees & Philips, and Philips China office employees & PNN, were explored throughout the research, there is no doubt that PNN still has a chance to regain a good impression from the Chinese office employees. PNN has a professional “production line”. The internal PNN Team works on the content of the newscasts concerning on the company’s shared values and culture, while the external media agency aligning with the PNN Team on producing professional newscast. PNN’s news resources come from various locations and the news is continuously updated. Therefore the PNN Team is able to select the most interesting news among the many options. Taking the advantage of MNC, PNN gains the opportunity to explore human-touching stories among 134,000 employees. Since the stories generated from employees themselves, they are deemed as interesting and appealing to the employees as viewers. PNN constantly reports delightful achievements of Philips in sales, innovations, and sustainability etc, those keep employees updated with the company’s development, and with those encouraging news, employees generate the sense of pride to the company and they know their efforts come to a gratifying outcome. Consequently, they are inspired more in the work and they tend to be more likely to stay with the company.

In order to promote PNN to Philips China, strategies should be created around the following three points. The primary point is to increase the Chinese audience’s interests of PNN by re-emphasising the importance of Philips corporate culture and embedding it into the Chinese office employees’ minds. By making big exposure of Philips China to the rest of company can help to diminish the Chinese office employees’ feeling of being isolated from other Philips members. The second point is to improve PNN’s functionality in terms of the Chinese audience’s demands by making PNN more visible and accessible, and providing Chinese version etc. The third point is to make the Chinese office employees take actions by encouraging them to watch PNN and involving them more in interactive activities in PNN. 
It is very important to make the promotion of PNN as a task by the PNN Team and Philips China Corporate Communications department. The PNN’s promotion is better implemented locally by the China Corporate Communications department, because the efficiency will be much higher. In the next chapter, an elaborate communication plan will be presented. 
Chapter 6: Communication Plan
Objectives:

1. Increase the Chinese audience’s interests in PNN to 60% who consider PNN appealing by the end of 2008.

2. Increase the awareness of PNN to 98% among Philips Chinese office employees by the end of 2008.

3. Increase the viewing rate of Chinese audience by 25% per edition.

4. Increase five more Chinese participants in the interactive parts of PNN until the end of 2009.
Strategies:
· Launch Chinese version of PNN 
· “It’s My Break-Time” campaign
· Setting up a Awarding system
Strategy 1: Launch Chinese version PNN 

1. Provide PNN subtitled with Chinese language and send out the PNN Chinese newsletter for each edition.
2. Coordinate with Philips China IT group to find out the best solutions of showing PNN on the Chinese Intranet site to ensure PNN is shown conveniently and fluently.

3. Coordinate with Philips China IT group to create a “comment box” on Intranet for employees to leave comments.
4. Introduce Chinese version of PNN by series of promotions:

· Articles around the launch are needed and could be published on the Chinese Intranet homepage as well as in the Philips China employee magazine. 

· A Chinese newsletter of this announcement should be sent as a mass mail to all Chinese office employees.
5. Philips China Corporate Communications department should suggest other department managers to show PNN to their employees during departmental meetings.

Strategy 2: “It’s My Break-Time” campaign
General idea about the campaign:

PNN opens a new section named “It’s My Break-Time”. The content of this section will be filled up by employees from every country organization. The section will give Philips employees insight of what their colleague from different countries do for a short break during the work day. Every country organization could have an exposure for an episode. 
“It’s My Break-Time” campaign in Philips China 
Aim: 
· Encourage China office employees to watch PNN at the workplace by re-emphasizing   corporate culture/ values: watching PNN is a way of gaining more knowledge about the Philips family. Likewise, employees need a relaxing break in order to have another fresh start.
· Increase China office employee’s interests of PNN and other family members by such an interaction.
Core Message:
Watching PNN for five minutes is a perfect way to have a break. It is informative and entertaining. It is our employees’ programme and everyone is encouraged to watch PNN. Watching PNN is part of Philips employees’ cultural life at work place. 
Planning:
1. Chinese Employees share their special ways of break during the working hours by providing photos or videos taken by them. PNN will use the materials from the Chinese employees in the first edition of “It’s My Break-Time”.
Tactics: 
· Send out newsletter with information of this campaign.
· Post campaign information on Philips China Intranet homepage.

2. After the announcement of the campaign, invite two Chinese office employees to write short articles about what they do when taking a break in the office. 
Tactics:

· The two writers must be enthusiastic about PNN, and one of them must be at least mid-manager, and the other one is an ordinary officer. Both of them must mention watching PNN is a relaxing way of rest in the office.

· Articles will be published in the Philips China employee magazine, and be posted on the Chinese Intranet homepage.
3. After releasing the first edition of “It’s My Break-Time”, PNN creates a nice poster of “It’s My Break-Time” with images and suggestions from the Chinese employees. This poster will be downloadable on both Global and China Intranet homepage for all Philips employees. The posters will be continued to be uploaded for all participated country organizations, and will be reserved in the Philips employees interaction archive. After a round of almost country organizations, PNN will make a special edition incorporating all nice suggestions from the Philips employees. .
Strategy 3: Setting up an Awarding system 
Setting up an Awarding system for watching PNN in Philips China to inspire viewers is an effective strategy, although it is complicated to design and implement. The provisional idea of the Awarding system is: the Chinese employee earns one point by watching per PNN edition and correctly answering relevant questions generated from it. Every half or a year, presents are given to the loyal audience.

Evaluations:

1. Compare viewing rate for every edition. PNN is an on-line published video, thus there is a program to analyse the viewing numbers, geographic distributions and other statistical information each time.

2. Reserve feedback and comments forgiven by the Chinese audience. An exclusive E-mail address of PNN is used to receive feedback and suggestions from viewers, with which PNN is able to listen to the real voice timely and efficiently.

3. Use quick polls on the Chinese Intranet homepage to observe the satisfaction of the Chinese audience. On the PNN page on the Chinese Intranet, a quick poll regarding people’s opinions about PNN’s performance is posted.

4. Analyse the involvement of Chinese employees in any interactivity (e.g. It’s My Break-Time) of PNN. Whenever PNN organizes any interactivity, attention needs to by paid to the participants that if every time, there are more and more China employees taking part. 

5. Send out a survey to compare the changes after the re-launch of Chinese version PNN at the end of December, 2008. From September to December 2008, it is the other half-year with 8 PNN editions. It is a proper time to assess the effect of re-introducing and promotion.
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	Appendix 
PNN survey for Philips China office employees
Dear Colleague,
Our bi-weekly internal newscast called PNN has been available on our global Intranet site since September 2006. PNN aims to keep you up to date with what is happening within Philips around the globe and with interesting stories about some of your colleagues! However, the statistics indicate that not many Chinese employees watch PNN, even though China has the third largest number of Philips employees. PNN takes this situation very seriously and we realize that we need to listen to our Chinese colleagues to find out how to make PNN appealing to you all. We also want to understand more about how you get Philips-related information, which is helpful for us to make PNN as valuable and significant as the other internal communication tools.

We would be grateful if you would invest a few minutes to fill in this questionnaire. Thank you for your assistance!

We’d also like to thank you for participating by offering you the chance to win a Philips Photoframe. So, once you have finished the questionnaire and filled in your email address, you will automatically be entered into the competition. The winner will be announced on the Intranet site. 

Your personal information and opinion will be kept strictly confidential and will not be used for other purposes besides this research.
If you have any questions or comments, please feel free to contact me: 2.corpcomms@philips.com
Yours sincerely,

Bo Wu

Reporter Philips Network News (PNN)

Philips Corporate Communications - Philips International

Breitner Center - 18.06

P.O. Box 77900

1070 MX Amsterdam, The Netherlands

Tel. +31-(0)20 59 77926

General feeling about Philips:
1. How do you feel as a member of the Philips family?

          ───────────────────────────

No specific feeling     1      2     3      4      5       Proud and honored             

          ───────────────────────────

2. Do you think your job is important to Philips?

a. Very important

b. As important as any other jobs

c. Not so important

d. Never thought about it

3. Do you think your job makes more of a contribution to Philips China than to Philips as a multinational company?

a. Yes

b. Neutral

c. No

4. Rate how happy you are to work for Philips.

      ───────────────

Not Happy     1   2   3   4   5     Very Happy         

      ───────────────

Internal Communication in General

1. Among the following internal communication tools used in Philips, 

1) Please mark at least 3 which you frequently use in your daily work. 

a. Company newsletter (paper or electronic)

b. Intranet site

c. Small group meetings

d. Departmental meetings

e. Suggestion boxes

f. Printed materials (Posters, leaflet, brochure, magazine, etc)

g. Message boards

2) Please mark at least 3 from which you get the most internal information.

a. Company newsletter (paper or electronic)

b. Intranet site

c. Small group meetings

d. Department group meetings

e. Suggestion boxes

f. Printed materials (Posters, leaflet, brochure, magazine, etc)

g. Message boards

2. Regarding the following statements, please choose an appropriate option.

1) I receive a lot information and news from other global locations.

a. Agree    b. tend to agree    c. neutral    d tend to disagree    e. disagree

2) I am more interested in news happening in Philips China.

a. Agree    b. tend to agree    c. neutral    d tend to disagree    e. disagree

3) If a newsletter emailed to me is written in English, I normally disregard it.

a. Agree    b. tend to agree    c. neutral    d tend to disagree    e. disagree

Your opinions on PNN 

1. Are you aware of PNN?

a. Yes. → Go to 2

b. No. → Go to 5

2. Have you ever watched PNN?

a. Yes. → Go to 3 

b. No. → Go to 4

3. How often do you watch PNN?

a. I watch all the editions. → Go to 5

b. I often watch them. → Go to 5

c. I sometimes watch them. → Go to 4

d. I seldom watch them. → Go to 4

4. What are the reasons that you don’t watch PNN regularly? Please choose all the appropriate reasons.

a. No time

b. Language barrier

c. Unappealing format

d. Unappealing content

e. Technically impossible to run

f. No interest in more news

g. Others, please indicate  (OPEN  Max.200 words)

              → Go to 5

5. Do you feel uncomfortable to you watch a 5 minute internal newscast (e.g. PNN) during working hours very other week?

a. Yes ------( why do you feel uncomfortable, please indicate(OPEN  Max.200     

                          words)___________

a. Neutral

b. No

6. I would like to read through the newsletter sent out for each new PNN edition, if it is in Chinese.

a. Agree    b. tend to agree    c. neutral    d tend to disagree    e. disagree

7. If PNN has Chinese subtitles, I would like to watch it.

a. Agree    b. tend to agree    c. neutral    d tend to disagree    e. disagree

8. What kinds of subjects would you like to know more about within Philips? Please circle all the appropriate options.

a. Strategic news

b. Financial news

c. Events

d. Campaigns (Brand campaign)

e. Seeing colleagues

f. Philips products stories

g. “sense and simplicity”

h. Growth, Talent & Simplicity

i. Awards and recognition

j. None of above

Thank you very much for your time and assistance!

Survey Results
The survey was sent out by mass-mailer to all Chinese office employees on May 23th. Until May 29th, 1089 Chinese employees filled it in which counts to almost 1/5 of total amount. There are three main sections in the survey: General feeling about Philips, Internal communications in general, and Your Opinions on PNN. 

General feeling about Philips

As a member in Philips’ big family, 78% of the respondents tend to feel proud and honored, and in addition, most people are happy to work for Philips since the average rate of happiness is 4, while the range is from 1 to 5. 

From the statistics, it is found that the majority of employees are engaged in their job positions as they considered their jobs are important to the development of the company. 
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Since Philips China is a tremendous country organization with huge domestic market as well as comprehensive management and large amount of employees, the bond between the Chinese employees and Philips as a multinational company is weak and ambiguous, in terms of that only 17% of the respondents affirmed that their contributions are not only devoted to Philips China but also count a lot to the entire company. 


Internal Communications in General

Among the internal communication tools in Philips China, the top three mostly used tools are: 1. Department meetings

2. Company newsletter

3. Intranet site

Moreover, the top three tools from which China employees get the most internal information are still these three while the ranking is: 1. Company newsletter 

2. Intranet site

3. Department meetings

When taking an insight into the newsletter, the China employees normally tend to skip newsletter written in English.

The Majority of China employees tend to be in a lack of knowledge of Philips other global locations, because only 35% of the respondents consider themselves receive lot information from other global locations. Further more, 75% respondents expressed that they are more interested in news happening in Philips China. 
Your opinions on PNN

Generally speaking, PNN is known by most China office employees, but there are still 25% audiences are unaware of such a programme. Among the respondents who are aware of PNN, 82% have ever watched PNN and 68% of them regularly watch PNN.

There are various factors that affect the China employees hardly or seldom watch PNN, among which “No time to watch” is the most pointed reason; “Technically impossible to run”, which mainly means slow Internet loading is the second hindrance frustrate viewers; and the third biggest reason is that they find English is a barrier which discourages them watching the English version.


Even though there is no technical problems prevent Chinese employees watching it, there are still a group of them will be reluctant to watch it, because they feel uncomfortable watch it during working hours. The reasons caused their embarrassment of watching PNN are mainly: it is a distraction to other colleagues; they managers and colleagues would consider them as deconcentrated on their work, 
Although, only 23% Chinese respondents considered language is a barrier for them to watch PNN, still 69% would like to receive Chinese newsletter of PNN, and the preference of Chinese subtitle is undeniable with 82% adherents.

In the following, there is a rank of the subjects that China employees would like to know more within Philips. We could learn from it that they put concerns on the company’s growth and development. Additionally, they are keen to know how the company is perceived and recognized by the society as they are the vital contributors. 

Strategic news

81%

Events

73%

Philips products stories

64%

Campaigns (Brand campaign)

62%

Awards and recognition

58%

Growth, Talent & Simplicity

54%

Financial news

49%

Seeing colleagues

45%

"sense and simplicity"

39%

None of above

1%


	


Interview Scripts 
E-mail Interview with Yoyo Wang 

2008-02-21 04:26 PM

Dear Christina:

This is Bo Wu (Bonnie) from PNN (Philips Network News) in Philips Amsterdam. Here I firstly briefly present myself to you. I am a Chinese student and I am having my internship in Philips, internal communication department. I have just started working on my project which is to promote PNN to Philips main locations in China. Since you are the communications manager of the China group, my mentor Miriam Mobach asked me to get more information from you or your help to promote PNN in China.

As an international company, internal communications must reach all the possible locations. China is the country with the 3rd biggest number of employees (11000), however according to our research in Jan 2008, we only see 4% PNN viewers. We take this as a serious matter and we would like to discuss with you about how to improve our outreach.

More research needs to be done before we make a promotion or improvement plan. From the database (see below), the locations are highlighted with more than 500 Office/Operational employees. These locations are primarily our target for the promotion of PNN in China. 
	
	Location
	Employees 
	Office
	Operational.

	China
	Shanghai-Malu
	2655
	830
	1743

	China
	Shanghai-Campus
	2347
	1600
	261

	China
	Beijing-Branch
	                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                
	201
	0

	China
	Chengdu-Branch
	102
	90
	0

	China
	Guangzhou-Branch
	166
	166
	0

	China
	Suzhou-Branch
	157
	157
	0

	China
	Suzhou-DAP
	700
	180
	520

	China
	Shenzhen-Branch
	440
	291
	146

	China
	Nanjing-Lighting
	454
	45
	409

	China
	Yizheng-Lighting
	1152
	92
	1060

	China
	Xiamen-Lighting
	860
	60
	800

	China
	Hubei-Lighting
	750
	150
	600

	China
	Zhuhai-DAP
	1035
	201
	834

	China
	Shenyang-PMS
	710
	580
	130

	China
	Philips Asia Pacific, Shanghai 
	9
	9
	0


I came up with some questions so far to try to get to know more about PNN’s situation in Philips China: 

For office employees:

1. Why do you think only 4% employees watch PNN?

2. We notice that the PNN banner is not on a prominent place on the Intranet (an outline icon directly showing PNN). We can help you with publishing a portlet, like on the homepage.

3. How do the viewers perceive PNN?

4. Is it shown on the screens in the buildings (entrance hall, cafeteria or canteen etc)?

5. Is language a barrier?

It would be nice if you or one of your colleagues could provide me with general information and then we will see how we are going to plan further steps. 

Thank you very much for your cooperation.

Kind regards,

Bo Wu

Reporter Philips Network News (PNN)

Philips Corporate Communications
2008-02-21 04:38 PM

Hi Yoyo:

As you are handling internal communications on a daily basis, could you please help Bo Wu to better understand the situation in China and provide support to promote PNN? Thanks.

Cheers,

Christina Zhang

Corporate Communications

Philips Electronics China Group

2008-02-26 10:01 AM
Dear Bo Wu, 

Thank you for sharing this information with us. After talking with some employees in different sites face to face or via phone, we found several reasons:

Content: Employees want to see the news relevant to them, but there are not many news or information related to China in PNN.

Language: Language is a problem. Both the subtitle of PNN, your mass mailer and MC's language are all English. 

I do not think that every factory workers has computer and email box , and off course their English skill is not as good as office staff. So it's difficult for factory workers to see PNN.

We have several suggestions:

Translate PNN subtitle into different language 

Use different language to write mass mailer on PNN new edition, like the mass mailer sent by Mr. Kleisterlee.

Appreciate if you can work with our local IT together to embellish the banner of PNN on China Intranet home page

Thanks

Regards,

Yoyo Wang

Corporate Communications 

Philips Electronics China Group
E-mail Interview with Sherry Yu 

2008-03-21 06:17 PM

Hi Sherry,
I understood from our earlier conversation that PNN is very popular at the Campus in Shanghai and that you are also showing it on a screen

in your building. Bo Wu, our Chinese trainee, is trying to find out why only 2% of all Chinese employees (almost 12,000) are watching PNN. We

know a lot now since Simplicity Day about the different locations - where are office workers and where are factory workers. 

Could you give us an explanation - from your point of view - why only 2% of the Chinese are watching PNN?

Thanks a lot for your help and kind regards,

Miriam Mobach

Senior Internal Communications Officer, 

Philips Corporate Communications

2008-04-10 06:02 AM

Dear Miriam:

I just found this mail is still in my draft email box. Sorry for the late. Hope it is still useful.

Can they provide more details how the 2% statistics comes out? By polling, or by counting the download times of PNN news from China network?

Anyway, following could be the reasons:

* Access to computer and Philips Intranet. For colleagues at office it's easy to watch, but for salesmen who are always travelling it's difficult.

* Speed of connection to PNN website. Streaming of video requires quite high bandwidth, while in China the connection is still lagging.

* English broadcasting is not attractive to Chinese audiences.

* People already watched on the big screen, such as the one on PRAS office. So it's not necessary to watch again online.

* Some people might never know about PNN yet.

Regards, 

Sherry Yu

Administration Manager and Public Relations

Philips Research Asia - Shanghai
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Figure 9: Your Contribution to Philips China or Philips
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Figure 4: Philips China Organization Chart
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