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Executive Summary 
 

Technology Services Group (TSG) a subdivision of General Electric is the provider of 
innovative IT solutions. Currently, TSG struggles with its internal communication. TSG 
employees receive an overflow of information that is not always relevant to their areas of 
expertise. With a strategic communications plan, TSG has the opportunity to significantly 
improve its internal communication structure. 
       
Our goal is to build a simple, effective and contemporary internal communications plan that 
allows employees, subdivision leaders and CIOs to know and understand TSG’s goals, current 
initiatives, standards and metrics. 
       
The communications plan consists of several strategies aimed to improve TSG’s internal 
communication system. Currently, TSG communications come from a wide variety of sources 
and lack centralization; therefore, creating a single, centralized internal website will greatly help 
to organize information. The website will allow employees, CIOs and subdivision leaders to 
subscribe to information that is most relevant to them and will significantly decrease the amount 
of unnecessary information they receive daily.  
 
Each subdivision of TSG will have its own page on the centralized website where employees can 
post messages, update each other on current projects, and get their information without feeling 
overloaded.  
 
A monthly newsletter will be uploaded to the website once a month and will be sent out to 
employees via email until the website is up. Also, the first page of the website will contain TSG 
news and different employees will regularly be featured on website for their achievement and/or 
work on a given project. We will provide RSS feeds and subscription buttons which permits 
employees and CIOs to have access to on-demand, timely and relevant information without 
having his or her in-boxes flooded. 
       
Additionally, our research shows that communication guidelines are essential to the success of 
TSG’s internal communication. These guidelines were drafted by our team, with the ability to be 
updated when needed. Employees, CIOs and subdivision leaders will be able to refer to these 
guidelines before sending out communications. The guidelines will highlight when face-to-face 
communication is essential, how to use Twitter during a conference, how to communicate via 
email, why to use Second Life for communications trainings, and how to improve the quality and 
attendance of meetings. Along with training, these guidelines will enhance the communication 
skills of employees.  
        
Ideally, TSG will hire a communications team to create the majority of the content on the 
website and sustain it. The communications team will also provide communication trainings for 
employees and subdivision leaders, develop how-to videos, create a communication flow chart, 
offer advice to employees, develop the monthly newsletter, craft employee biographies providing 
his or her expertise to ensure targeted communications, and oversee implementation to the 
communications guidelines. Hiring a communications team is vital to the success of this plan. 
TSG should also hire a temporary website designer to build TSG’s new centralized website.  
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Along with the creation of a centralized website and implementation of communication 
guidelines, employees, CIOs and subdivision leaders need to socialize and interact with one 
another in an informal setting. Based on research provided by Dr. Donna Davis, Second Life, a 
virtual environment, seems to be an ideal place. Second Life allows informal interactions while 
providing a safe and fun place for employees. The communications team could organize an 
annual conference with IT events and workshops in Second Life. TSG can easily create its own 
secure and private place similar to what IBM has done. Second Life, will allow employees to get 
to know one another while also learning new information. Holding an annual gathering in 
Second Life will create a sense of community and cohesion within the organization and boost 
productivity. 
 
Additionally, the communications team will hold communications training in Second Life. This 
will reduce the costs associated with travel expenses; however, the communications team will 
sometimes travel to certain TSG regions to hold face-to face trainings when appropriate. 
    
The Voice of Costumers provided to us by TSG revealed that employees and CIOs are not happy 
with the current internal communication system. Creating a centralized website, crafting 
communications guidelines, hiring a communication team, and creating a stronger sense of 
community in the company will ultimately create a solid communications system and increase 
work quality and productivity for TSG. 
 
 
 
 
 
 

 
 
 
 

 
 
 
 
 
 
 
 
 



	   6	  

Problems & Opportunities 

 
As a global subdivision of GE, Technology Services Group (TSG) is the provider of innovative 
IT solutions and IT operational excellence, accommodating more than 300 employees in 19 
countries. While the overall production of TSG is sufficient, the subdivision struggles with its 
internal communications, which lack consistency and structure. TSG employees, CIOs and 
subdivision leaders are subjected to massive amounts of information that at times appears 
irrelevant and inappropriately delivered. The lack of communication structure and guidelines has 
made communication within TSG significantly difficult to comprehend and frustrating to 
receive.  
 
Because key publics are receiving an excess of cryptic and confusing information, they are 
becoming increasingly frustrated and disinterested with current news and information within 
TSG. With the proper strategic communications plan, TSG has the opportunity to improve the 
structure of its internal communication and provide clear communication guidelines to keep 
employees engaged and up-to-date with the global subdivision. 
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Summary of Research 
 

Prior to meeting with our team, Technology Services Group (TSG) conducted its own primary 
research regarding the group’s current communications activity. Comments from each Chief 
Information Officer (CIO) were organized into common themes and recommendations about the 
overall internal communication structure.  
 
Our own research suggests that tools such as Microsoft Sharepoint (though TSG is already using 
this type of tool) could be useful in improving the organization of TSG communications. 
However, further research suggests that before recommending any type of tool, TSG would 
benefit from a solid plan detailing guidelines on how to implement and improve communications 
in general. 
 
Further research shows that TSG is not alone in its communication conundrums. In 2008, Pfizer 
hired a communications team to solve a very similar internal communications problem. (Pfizer, 
http://bit.ly/iXtTS8) Some of these same solutions could prove very useful for TSG, including 
the creation of a single, all-purpose internal website for all TSG employees to find information, 
exchange ideas, and easily stay updated on TSG news and events. 
 
The University of Oregon style manual serves as a separate example for possible communication 
guidelines for TSG employees, and showcases specific communication guidelines for writing on 
the web. (UO Communication Standards, http://des.uoregon.edu/) 
 
Our research also shows the importance of having face-to-face meetings, especially between 
senior employees. Monthly management meetings in different locations can be costly and 
inconvenient, so we suggest that TSG use tools such as Second Life or Seltra. (Refer to the 
appendix for more details on these tools). By involving senior managers in regular business 
analyses of each operation, TSG has the opportunity to create a team with a sense of company 
ownership. Once personalities and relationships have been established, meetings can be scaled 
back from monthly to quarterly. Ultimately, these meetings are essential to creating a sense of 
community and collaboration throughout TSG. 
 
Research also suggests ways to effectively manage internal meetings, by carefully analyzing 
meeting objectives, deciding who needs to attend, and determining why meeting are being called 
in the first place. 
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Goal 
 

To build a simple, effective and contemporary internal communications plan that allows 
employees, CIOs and subdivision leaders to know and understand TSG goals, current initiatives, 
standards and metrics while building a sense of community and improving satisfaction. 
 

 
Target Audience Profiles 

 
 

Chief Information Officers (CIOs) and TSG Subdivision Leaders 
 
Chief Information Officers (CIOs) serve as IT leaders who report directly to GE, while 
subdivision leaders serve as a link between employees and TSG upper management. For TSG to 
successfully send and receive adequate and reliable information regarding TSG’s operations, 
subdivision leaders and CIOs both need to be in sync with communication goals and strategies. 
CIOs are growing increasingly frustrated with the current communications structure that at times 
appear to be irrelevant and confusing. To improve the communications received and sent out by 
CIOs and subdivision leaders, TSG must improve its communication standards by training both 
audiences to be effective communicators. CIOs and subdivision leaders are an essential 
component to effective communication throughout TSG. They will play an inherent role in 
making sure all employees understand proper communication guidelines and are actively 
involved in TSG’s internal communication structure. The success of TSG’s new communication 
plan hinges on both audiences to educate and assist employees in understanding and accepting 
new policies and procedures.  
 
 
TSG Employees 
 
TSG employees are vital to the success of the organization. Scattered around the world, 
employees need an effective communication system to work both efficiently and productively. 
According to prior research provided by TSG, employees are unhappy with the current system of 
communication and are frustrated with the overload of communications they receive on a daily 
basis. Implementing a clearer and more specific communications plan will increase employees’ 
productivity and boost their morale in the process. Additionally, employees need a centralized 
place where they can pull information that is relevant to them. Ultimately, paired with 
communication training and guidelines, this new communication system will enhance the overall 
work quality and satisfaction of TSG employees. 
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Objectives, Strategies and Tactics 
 

 
Chief Information Officers (CIOs) and Subdivision Leaders 
 
Objective 1.0 
To increase CIOs and subdivision leaders’ satisfaction with internal TSG communications from 
dissatisfied to satisfied within 300 days of the communications team hire, by improving 
communications sent from TSG. 
 
Strategy 1.1 
Decrease the amount of irrelevant and misdirected communications sent and received by CIOs 
and subdivision leaders.  
 
Tactics 

• Develop a single, centralized TSG internal website that allows CIOs and subdivision 
leaders to share ideas and feedback with employees and with one another. This simple, 
user-friendly website will incorporate the following features: 

• A main page that showcases the most important news and information for CIOs, 
subdivision leaders and employees.  

• Separate tabs and pages for each CIO and subdivision leader’s department. Each 
department’s page will contain CIOs, subdivision leaders and employees’ bios to improve 
employee relations and targeted communications.  

• A single place for all CIOs, subdivision leaders and their departments to upload and share 
all necessary documents and communications. 

• Communication resources such as guidelines, protocols, flow charts and a message board 
for CIOs and subdivision leaders to exchange ideas, ask questions and communicate with 
one another. The message board, especially, will serve as a resource to help facilitate and 
improve communication between TSG CIOs, subdivision leaders and employees.  

• Updates on current and upcoming projects and events. 
• The ability for CIOs and subdivision leaders to subscribe to and receive updates on 

specific content. 
• Distribute a monthly newsletter containing information on metrics, projects, 

organizational changes, new tools, and technology introductions. CIOs and subdivision 
leaders will receive newsletters by email after they subscribe to it. 

• Hire a small communications team and one webmaster. The communication team will 
write monthly newsletter, craft employees’ bio, provide communication trainings, create 
podcasts, administer surveys, and update the communication guidelines. 

 
Strategy 1.2 
Improve the quality of communications received by CIOs and subdivision leaders by 
implementing consistent communication procedures, guidelines and structure. Following 
consistent guidelines will ensure a simple, convenient and effective communication process that 
will decrease confusion and frustration with current TSG communications, while improving 
communication skills of subdivision leaders. 
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Tactics 

• Hire a small communications team to oversee the production of all TSG’s 
communications. The communications team will serve as a two-way direct resource for 
CIOs and subdivision leaders to communicate with all TSG employees.  

• The communications team will create “how to" podcasts to serve as a communication 
resource for subdivision leaders with precise communication guidelines. 

• Train subdivision leaders to serve as the communication managers between CIOs and 
TSG employees. 

• Gather CIOs and subdivision leaders this fall 2011 in one central location (Second Life or 
Seltra could be an option) to share the communication guidelines and introduce the 
communication plan and project.  

 
 
 
Objective 2.0 
To improve meeting attendance by 30 percent after 120 days from implementation. 
 

Strategy 2.1 
Increase targeted communication between CIOs and subdivision leaders to build a sense of 
community and ensure that TSG goals, objectives, policies and projects are clearly explained and 
understood by everyone.  
 
Tactics 

• Hold monthly virtual meetings in Second Life with CIOs and subdivision leaders to 
analyze department goals, objectives and operations.  

o After 6 months, meetings can be scaled back to quarterly affairs once 
personalities have gelled and a sense of community has been established.  

• Follow new TSG Meeting Guidelines to improve quality and efficiency of meetings in 
general. 

 
 

Employees 
 
Objective 1.0  
To decrease the amount of misdirected and irrelevant communications sent and received by 
employees within 30 days of the communication guidelines’ implementation. 
 
Strategy 1.1 
Develop a single, centralized TSG internal website that allows employees to share and receive 
information, ideas and feedback.  
 
Tactics 

• This simple and user-friendly website will incorporate the following features: 
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o A main page that showcases the most important news and information for TSG 
employees.  

o To increase a sense of community throughout TSG, the main page will feature a 
different employee each month, highlighting a positive achievement, project, 
positional change etc. This will also serve to strengthen employee relations and 
improve employee morale through recognition. Employees should be encouraged 
to communicate with CIOs about a possible featured employee.  

o Separate tabs and pages for each TSG subdivision. Each subdivision’s page will 
contain employees’ bios to improve employee relations and targeted 
communications.  

o A single place for all subdivisions to upload and share all necessary documents 
and communications for employees.  

o Communication resources such as guidelines, protocols, flow charts and 
employee message board employees to exchange ideas, ask questions and 
communicate with all TSG employees and subdivision leaders. The message 
board, especially, will serve as a resource to help facilitate and improve 
communication between TSG employees. 

o Updates on current and upcoming projects/events. 
• A communication manager will oversee the production and maintenance of the internal 

website. 
 
Strategy 1.2 
Improve the quality of communications between all TSG employees through the implementation 
of standard procedures and guidelines for all communications. With consistent communication 
guidelines, employees can deliver and receive information in a clear and effective way that will 
reduce the current clutter and confusion. 
 
Tactics 

• Distribute hard copies of TSG’s communication guidelines to all TSG employees. A 
virtual copy will be accessible at all times in the communication resources tab of the 
internal website.  

• Follow new TSG Email Guidelines. 
• Hold a communications training seminar for all employees, conducted by subdivision 

leaders with help from the communications team. Training seminars will introduce and 
educate employees on proper communication etiquette, and provide tips for improving 
communication quality and distribution.  

• Create video podcasts that effectively explain the communication guidelines, which will 
be uploaded to the internal website as a resource for all TSG employees. 

 
 
 
Strategy 1.3 
Decrease the overall amount of emails that TSG employees receive through the implementation 
of standard procedures and communication guidelines to reduce the current clutter and 
information overload. 
 
Tactics 
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• Important information that is not urgent should be combined into one document to be sent 
out monthly to all employees in one single, clear and organized email message. This 
could take the form of a monthly newsletter containing information on metrics, projects, 
organizational changes, employee relocation, new tools, and technology introductions. 
Employees will receive newsletters by email after they subscribe to it. 

• Create the ability to subscribe and receive updates about specific content regarding         
TSG communications. Essentially, except for extremely important email, employees     
will only receive email for specific content that they subscribed to. Employees will         
only need to subscribe to the ones that are most important and relevant to them. 

• Employees should only send information that they absolutely need to accomplish their 
job effectively. Emails should be kept brief, and provide links for more information when 
necessary. 

 
 
 
Objective 2.0 
To improve employee relations, morale and understanding of TSG’s goals to “agreeable” by 
September 2012. 
 
Strategy 2.1 
Increase targeted communication between TSG employees to build a sense of community. 
Targeted communication will ensure that TSG goals, objectives, policies and projects are clearly 
explained and understood by all employees. Holding informal meetings in Second Life can 
improve employees’ morale because they will feel like they are members of the TSG 
community. 
 
Tactics 

• Hold an annual virtual meeting within Second Life for each department to discuss TSG 
department goals and objectives. Meetings can also discuss finances, business updates, 
trends and policies, etc.  

• Employ an annual virtual conference with IT events and workshops that will allow 
employees to get to know one another while learning new information.  

• Create a contest as a team building activity. Employees from each regions could partner 
to create their “ideal work space” in Second Life. The winners will be announced at the 
annual party and will receive prizes and recognition. 
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Evaluation 
 
Overview 
This communications plan aims to build a simple, effective and contemporary internal 
communications system that will allow employees, CIOs and subdivision leaders to better 
understand TSG goals, current initiatives, standards and metrics. It also aims to improve overall 
satisfaction of internal communication methods and communication among the targeted publics. 
The evaluation will focus on two sets of criteria: the satisfaction of TSG publics and the ability 
to meet deadlines. This communications plan will be determined successful if the satisfaction 
level of CIOs, subdivision leaders and employees towards TSG communications improves and 
deadlines pertaining to the implementation of the communications plan are met. 
 
Evaluating Satisfaction 
The current general consensus among TSG publics is that TSG communications are frustrating, 
overwhelming and uninformative. The objectives and strategies throughout this communications 
plan are designed to improve satisfaction among CIOs, subdivision leaders and employees. With 
the successful implementation of this internal communications plan, the satisfaction level will 
improve and be evaluated with a survey that will be administered after the completion of all 
tactics. The survey will measure CIOs’, subdivision leaders’ and employees’ current satisfaction 
levels and determine if they have improved. The survey will consist of questions, which ask 
participants to rate the newly implemented tactics on a scale of 1-10 (1 being poor and 10 being 
excellent). The survey will be sent to all CIOs, subdivision leaders and employees via email and 
administered online at the convenience of the participants, but within a set time-frame. 
Participants will receive an email disclosing a link to an online survey collector such as Survey 
Monkey or Qualtrics. To entice CIOs, subdivision leaders and employees to complete the survey, 
a $100.00 gift card to Amazon.com will be raffled off and awarded to one survey respondent for 
each TSG public. The survey will also include questions which ask participants to rate their 
overall satisfaction of previous communications versus newly implemented communications. 
These questions will be evaluated on a Likert Scale (Example: I am more satisfied with TSG 
communications than I have been in the past. – Strongly Agree, Agree, Neutral, Disagree and 
Strongly Disagree). Participants will also have the opportunity to write-in comments regarding 
TSG communications. 
 
Upon completion of the survey, success will be determined based on the average numerical value 
assigned to each communications tactic and the average response to the Likert questions. If the 
average exceeds a score of seven, then the tactic can be considered a success. If the average is 
below seven, then the tactic will need further evaluation and revising to improve satisfaction. If 
the average responses to the Likert questions are “agree” or “strongly agree” then the plan can be 
considered a success. 
 
Success will also be evaluated informally, based on CIOs, subdivision leaders and employees’ 
use of the TSG website, communication resources (podcasts, guidelines, message board, etc.) 
and Twitter. Success will be achieved if employees effectively and efficiently utilize the new 
communication tools. 
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In addition, CIOs, subdivision leaders and employees will be subjected to additional surveys 
regarding specific tactics that will be administered within a specific time following the 
completion of the tactic. These additional surveys are explained below. 
 
Evaluating Tactics 
Many of the tactics in this communications plan overlap for both target audiences. To effectively 
evaluate each tactic, the evaluation section has been divided up based on tactics. Each tactic 
section will analyze deadlines, expected results, who is being evaluated, the methods of 
evaluation and the success of each tactic. 
 
Communications Team 
To effectively implement the tactics of this communications plan, it is encouraged to hire a 
communications team to assist in the production and maintenance of TSG communications. This 
tactic applies to all of TSG target publics. To determine the success of the communications team, 
CIOs, subdivision leaders and employees will be consulted. 
 
Tactic: Hire a small communications team to oversee the production and maintenance of internal 
communications and tactics. 
Deadline: 30 days from plan approval 
Expected Results: A communications team consisting of a manager, specialist and interns that 
will carry out tactics in a timely, efficient and effective manner. The communications team will 
take pressure off of TSG publics by facilitating information and ensuring that the information 
gets to the correct receiver. The team will also serve as a resource to assist CIOs, subdivision 
leaders and employees in communicating with TSG. 
Who is Evaluated: CIO’s, subdivision leaders and employees. 
Method of Evaluation: Evaluation will be based on the ability to meet the deadline for finding a 
communications team, and on the results from the survey administered to TSG publics 300 days 
after the completion of the communications plan. In addition, the ability to meet other tactic 
deadlines will serve as an evaluation tool for the communications team. 
Success: Success will be achieved if deadlines are met on-time and if TSG publics are satisfied 
with the overall work generated by the communications team and their ability to reduce 
frustrations with TSG communications. 
 
Communications Training 
To effectively improve TSG communications, CIOs, subdivision leaders and employees need to 
be properly trained on TSGs newly implemented communications and policies. All of TSG 
publics will go through a training seminar and will be evaluated after the completion of them. 
CIOs and subdivision leaders will be trained by the communications team on all aspects of TSG 
communications plan. Once the CIOs and subdivision leaders have completed the training 
courses, the communications team will in turn train the employees. The trainings will be held in 
Second Life or via Seltra which will diminish the costs and ensure that each employees is train at 
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his or her convenience. (Both the CIOs and employees will be participating in Second Life 
trainings prior to the communications trainings.) 
 
Tactic: Hold a communications-training seminar for CIOs, subdivision leaders and employees. 
The communications team will train CIOs and subdivision leaders and employees. 
Deadline: 120 days from the hire of a communications team. 
Expected Results: Training seminars will introduce and educate each TSG public on proper 
communication etiquette, and provide tips for improving communication quality and distribution. 
TSG should see an improvement in the flow of communications and in the content and clarity of 
communications. 
Who is Evaluated: CIOs and subdivision leaders after completion of training by 
communications team. Employees will be evaluated after the completion of training seminars 
conducted by CIOs and subdivision leaders. 
Method of Evaluation: Evaluated will be based on the number of employees who attend the 
training seminars, and a survey, which will be administered to training seminar attendees five 
days after the completion of the seminar asking them what they learned or did not know before 
the training and whether the training was useful or not. The survey will be conducted online and 
be sent to CIOs, subdivision leaders and employees by email. 
Success: The success of this tactic will be determined on whether CIOS, subdivision leaders and 
employees found the training seminars useful and if they gained a clear understanding of proper 
communication guidelines. Success will also be achieved if 75 percent of employees attend the 
training seminars. 
 
Tactic: Hold a communications training seminar for all employees in Second Life. 
Deadline: 60 days from the hire of a communications team. 
Expected Results: Training seminars will introduce and educate employees on proper 
communication etiquette, and provide tips for improving communication quality and distribution. 
TSG should see an improvement in the flow of communications and in the content and clarity of 
communications. 
Who is Evaluated: Employees 
Method of Evaluation: Evaluated will be based on the number of employees who attend the 
training seminars, and a survey, which will be administered to training seminar attendees five 
days after the completion of the seminar asking them what they learned or did not know before 
the training and whether the training was useful or not. The survey will be conducted online and 
be sent to employees by email. 
Success: The success of this tactic will be determined on whether employees found the training 
seminars useful and if they gained a clear understanding of proper communication guidelines. 
Success will also be achieved if 75 percent of employees attend training seminars. 
 
Communication Guidelines 
Guidelines are an essential part to the improvement of TSG communications. Without a visual 
resource tool to help CIOs, subdivision leaders and employees, TSG communications would see 
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no improvement. By providing TSG publics information regarding guidelines for 
communication, meetings, website and Twitter, TSG can ensure they have the tools necessary to 
effectively communicate and understand TSG communications. 
 
Tactic: Distribute hard copies of TSGs communication guidelines to all TSG employees. A 
virtual copy will be accessible at all times in the communication resources tab of the internal 
website. 
Deadline: 30 days from hire of communications team. 
Expected Results: With consistent communication guidelines, employees will send and receive 
information in a clear and effective way that will reduce the current clutter and confusion. Thirty 
days after communication guidelines are distributed, TSG should see a decrease in the amount of 
confusion from communications, and a decrease in the number of irrelevant emails sent each 
day. Through communication guidelines, employees will better understand how to use email in 
an effective and efficient way. 
Who is Evaluated: CIOs, subdivision leaders and employees. 
Method of Evaluation: 30 days after the distribution of Communication Guidelines, a survey 
will be administered to employees, focusing on whether or not the guidelines helped to improve 
communication between employees. Evaluation will also be based on whether or not there was a 
decrease in the amount of irrelevant and misdirected emails. 
Success: Success will be determined if all deadlines are met on time, if survey results indicate 
that the communication guidelines were helpful and if there is a decrease of 30 percent in the 
amount of emails sent and received. To determine if there is a decrease in emails, TSG needs to 
conduct additional research, prior to the release of communication guidelines, documenting the 
amount of email sent and the different types of email sent. 
 
Tactic: Develop a set of meeting guidelines and tips for conducting productive meetings. 
Expected Results: TSG employees should have a clear understanding of proper meeting 
etiquette, which includes carefully outlined agendas, mandatory attendance by those needed to 
attend meeting, adequate preparation for meetings and a summary of meeting that is to be sent 
out to TSG employees. 
Who is Evaluated: CIOs, subdivision leaders and employees. 
Methods of Evaluation: We will see whether employee satisfaction has increased after three 
months by administering a Likert Scale survey to CIOs and subdivision leaders. 
Success: The success of this tactic will depend on whether CIO, subdivision leader and 
employee satisfaction has improved with the overall quality and improvements made with 
meeting guidelines. If meetings become more clear, engaging and valuable, and overall 
satisfaction has improved then the tactic has succeeded. 
 
TSG Internal Website 
Through an internal website, TSG can have a single database to communicate with TSG publics. 
The website allows for TSG to push content onto TSG publics, however, it also allows TSG 
publics to pull the content they wish to receive. By providing an on-demand feature for TSG 
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publics, CIOs, subdivision leaders and employees can control their TSG communication intake 
and ease current frustrations. The website is designed to decrease the amount of irrelevant and 
misdirected communications, while allowing TSG publics to share ideas, give feedback, ask 
questions and help generate content. 
 
Tactic: Develop a single, centralized TSG internal website that allows CIOs and subdivision 
leaders to share ideas and feedback with employees and with one another. This simple, user-
friendly website will incorporate the following features: 
Deadline: 180 days. 
Expected Result: A centralized user-friendly interactive website where TSG publics can 
connect and engage with TSG and fellow co-workers. The TSG website is designed to reduce the 
frustration and clutter of information that is sent to CIOs and subdivision leaders. By utilizing the 
website effectively and efficiently, TSG publics will have access to control their communication 
intake. 
Who is Evaluated: CIOs, subdivision leaders and employees. 
Method of Evaluation: Once the implementation of the communications plan is complete, CIOs 
and subdivision leaders will be administered a survey asking them to rate tactics on both a Likert 
scale and a rating scale (1-10). An informal assessment of various metrics regarding the website 
(page views, number of posts/comments, message board activity, etc.) will be used to determine 
the effectiveness and the efficiency of tactic. 
Success: Success of this tactic will be based on whether deadlines are met, if the website is used 
effectively and if CIO, subdivision leader and employee satisfaction with TSG communications 
improves based on the results of the survey administered upon completion of TSG’s 
communication plan. 
 
Tactic: Create video podcasts that effectively explain the communication guidelines, which will 
be uploaded to the internal website as a resource for all TSG employees. 
Deadline: 30 days after website is launched. 
Expected Results: Employees will utilize video podcasts as an additional resource tool to help 
improve communications with co-workers. 
Who is Evaluated: CIOs, subdivision and employees upon completion of podcast. 
Method of Evaluation: Evaluated will be based on the number of views the podcasts receive, 
and a survey that will be administered at the completion of the podcast asking the viewer if the 
podcast was helpful and informative. At the end of the podcast, a link will be provided taking 
viewers to a brief survey. 
Success: Success will be achieved if deadlines are met, if at least 60 percent of survey 
respondents report that the podcasts are useful, and if the amount of podcast views exceeds the 
equal of 35 percent of TSG employees. 
 
Tactics: Create the ability for employees to subscribe to and receive updates about specific 
content regarding TSG communications. Except for extremely important email, employees will 
only receive email for specific content that they subscribed to. 
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Deadline: 150 days after the hire of the communications team. 
Expected Results: Employees will have the ability to subscribe to and receive updates about 
specific content. Employees will only need to subscribe to content that is most important and 
relevant to them specifically. By having the ability to subscribe to specific content, employees 
will be able to control the communications they need to best execute their daily tasks. 
Who is Evaluated: CIOs, subdivision leaders and employees. 
Method of Evaluation: The evaluation will be based on the number of employees who use the 
subscription feature. 
Success: Success will be determined if more than 55 percent of TSG employees, CIOs and 
subdivision leaders utilize the subscription feature. In addition, success will be achieved if CIOs, 
subdivision leaders and employees agree that subscription feature is effective and efficient based 
on the results of the survey that is to be administered 30 days after the complete implementation 
of TSGs communication plan. 
 
TSG Monthly e-Newsletter 
One of the biggest problems associated with TSGs current communications is the influx of 
emails sent and received each day to all TSG publics. A newsletter is an efficient way to 
combine important but untimely information into a single publication that will reduce the amount 
of clutter from emails. 
 
Tactic: Distribute a monthly e-newsletter containing information on metrics, projects, 
organizational changes, new tools, and technology introductions. CIOs, subdivision leaders and 
employees will receive newsletters by email once they subscribe to it. 
Deadline: One e-newsletter every 30 Days (last Friday of each month). First issue should be 
completed 30 days after the hire of the communications team. 
Expected Results: A consistent internal publication that combines important but untimely 
information. This will minimize the amount of information being sent and received by CIOs and 
subdivision leaders and improve overall satisfaction with the distribution of TSG 
communications. 
Who is Evaluated: CIOs, subdivision leaders and employees. 
Methods of Evaluation: Implement a survey 90 days after the first e-newsletter. The survey will 
measure CIO and subdivision leader satisfaction. Evaluation will also be based on the number of 
people who subscribe to various lists, and the ability to meet e-newsletter deadlines. 
Success: Success will be achieved if deadlines are consistently met, if a majority of CIOs and 
subdivision leaders subscribe to email distribution if overall satisfaction towards TSG 
communications has improved, and if the number of irrelevant and misdirected communications 
has decreased. 
 
TSG Employee Relations 
Improving how TSG employees interact with one another is an important part of working as a 
team. By focusing on strengthening employee relationships, TSG will ensure that employees are 
building a sense of community among each other. 
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Tactics: Hold an annual virtual meeting in Second Life for each department to discuss TSG 
department goals and objectives. Meetings can also discuss things such as finances, business 
updates, trends and policies. 
Deadline: 300 days after the hiring of the communications team. 
Expected Results: Employees’ morale and bond will increase. 
Who is Evaluated: Employees 
Method of Evaluation: The communications team will administer a survey to the employees 30 
days before the virtual meeting in Second Life and will administer a new survey 30 days after the 
Second Life annual meeting is over. 
Success: Success of this tactic will be achieved if at least 70 percent of the employees enjoyed 
meeting in Second Life and if the overall morale and happiness of the employees has increased. 
We will evaluate happiness and morale thanks to the use of a Likert Scale in our survey. 
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Recommendations 
 

To be successful in implementing this communications plan, it is strongly encouraged that TSG 
conduct additional research about how many emails are being sent and received by an average 
person per day/week/month and categorize the emails based on the type of information being 
received. This research will allow the communications team to understand what kinds of emails 
are causing employees’ frustration. 
It is also strongly recommended to hire a communications team to oversee the implementation of 
this communications plan. With the endless possibilities of internal communications, it is 
important to have a strong and clear understanding of what is to be accomplished and how it will 
be accomplished. Thanks to an experienced communications team, TSG will ensure that all 
internal communication frustration and needs will be properly dealt with. The communications 
team will also make sure that employees are receiving the best internal communications support 
to effectively complete their work and stay connected with TSG. 
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Statement of Benefit 
 
With the successful implementation of this internal communications plan, TSG can expect to see 
a dramatic increase in the overall satisfaction with the communications system. This plan is 
designed to ease frustration with a strategic and contemporary communications plan that will 
reduce the amount of irrelevant, misdirected, and cryptic communications and implement an 
efficient and effective communications system that is organized, user-friendly, interactive and 
engaging. 
 
In addition to an efficient and effective communications system, TSG will see an increase in the 
quality of communications. Successful internal communication depends on the ability to receive 
clear, concise and valuable information. With proper communication trainings, resources and 
assistance from the communications team, TSG communication skills will improve vastly, 
leading to clearer and more targeted communications, a decrease in irrelevant communications 
and less cryptic content. 
 
By incorporating a series of tactics designed to improve the system and quality of 
communications, as well as the overall satisfaction of TSG publics, TSG will create a functional 
communications structure that strengthens relationships among TSG employees while improving 
basic communication skills. 
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Appendix A: Communication Guidelines 
 
The following communication guidelines apply to all TSG publics and will help ensure that the 
tactics within this communications plan are implemented successfully. They will also ensure that 
TSG publics are properly informed of TSG communication procedures. 
 
TSG Meeting Guidelines 
 
Introduction 
 
The importance of Face-to-face communication 
Effective communication is unlikely unless there is discussion and the opportunity for questions 
to be asked and answered. 
 
Various internal audiences will require different forms of communication. Some will be satisfied 
with simple verbal presentations, others will require documentation of significant information, 
etc. 
 
Face-to-face communication is most effective when used for team leader, supervisor, manager 
and general manager briefings and discussions as appropriate. 
 
Feedback should always be encouraged 
Obtaining feedback and effective listening is critically important for good communication. 
 
Effective communication will only come if communicators at all organizational levels seek out 
feedback and take appropriate action to ensure that the intended meaning is passed on to the 
relevant audience. 
 
Employees should always be able to say what’s on their minds without retribution. 
 
Always be committed to acting on feedback, either with clarifying communication or relevant 
action. 
 
Remember – Information is not communication 
Written or electronic messages should be supplemented by face-to-face communication as 
necessary. 
 
The team leader is critical 
Important information must be made available to team leaders in a timely manner so they can 
communicate it to their teams. Information should be both cascaded down the organization and 
communicated direct to team leaders as appropriate. 
 
Team leaders should make clear what information is available and communicate as requested. 
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Effective team leaders regularly communicate with team members on a formal and informal 
basis, and actively seek feedback from their teams on the effectiveness of communication with 
them. 
 
The importance of Training 
Training in effective communication will always be available to team leaders, supervisors and 
managers, and communication materials and support will be provided as appropriate. 
 
 
Source: Internal Communication Guidelines - Employee Communication & Surveys. (n.d.). 
Employee Communication & Surveys. Retrieved May 24, 2011, from http://www.employee-
communication.com.au/templates/page.jsp?id=33 
 
 
 
Conducting a Productive Meeting 
 
A well-run meeting is essential for earning respect from colleagues and building confidence as a 
leader. Leaders should be recognized as someone that others can rely on and look to for guidance 
and direction. A poorly run meeting can result in anger, frustration and blame for wasting time 
when people feel they had more important things to get done. 
 
While this chapter is intended primarily for face-to-face meetings, it can apply equally to 
telephone conferences, video conferences, and meetings in the virtual environment. 
 
1. Before calling a meeting, leaders should closely examine whether it is necessary to have 
that meeting in the first place. If meeting information can be communicated via email, that 
should be done instead. 
 
2. Meetings should carefully outline who needs to be there. Meetings lose productivity when 
too many people are in attendance. 
 
3. Try to hold the meeting in a clean, well-lit room. Consider placing a new pad of paper and a 
new pen/pencil at each seat. Providing drinks and snacks is an appreciated gesture. 
 
4. Tell the receptionist the names of those expected to be in attendance at the meeting so he 
or she will know what to do with their incoming calls. Assure the attendees that the 
receptionist knows the attendees are in the meeting and will take messages. 
 
5. All meetings should have a set beginning and ending time so that people can plan their 
activities around the meeting. For example, if the meeting is scheduled for one hour, it will put 
pressure on people to be succinct and get to the point. 
 
6. Meetings should always start on time. Arriving late to meetings is not acceptable, and is a 
waste of everyone else’s time. 
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7. All meetings should have clear objectives and a written agenda – even if there is only one 
item being discussed. Do not assume that people know the purpose of the meeting. An agenda 
will ensure that everyone understands the purpose of the meeting and why they are there. If a 
new subject arises during the meeting that is not on the agenda, consider scheduling a new 
meeting to discuss the issue at a later time. 
 
 
Consider stating in the written agenda, or orally, whether the purpose of the meeting is to discuss 
a problem, exchange input, or to take some action that may be influenced by what happens at the 
meeting. This will improve communication and let people know what to expect at the meeting. 
 
Do not allow the meeting to go past the allotted time due to last-minute agenda add-ons. 
 
If there is no written agenda because of time urgency or because the meeting is an unscheduled 
meeting, announce at the beginning of the meeting; "The purpose of this meeting is...." This will 
ensure that everyone is on the same page. 
 
8. All attendants should come prepared to the meeting. When everyone is aware of the 
meeting’s objective and agenda, attendants are able to come fully prepared with relevant material 
and questions. 
 
9. End all meetings on schedule or earlier. It is better to continue a meeting at another 
mutually agreeable time and place than to have it exceed the set ending time. The amount of time 
devoted should normally depend on the importance of the subject. Try not to go beyond ninety 
minutes without a break or an ending. 
 
Consider ending the meeting with an announcement of personal responsibilities and decision 
making. For example read the following: 
 
"We only have five minutes left. Let's be sure we understand our next steps. John, you are going 
to.... Mary, you are going to...." 
 
You might state, "We have decided to change our system," or "We have decided not to change 
our system." "We have not decided what to do about the X problem." 
 
Be sure each person (including yourself) has a clear understanding of what they are expected to 
do and of what was or was not decided. 
 
10. Thank each person orally for their input, and let them know that their attendance and 
participation is appreciated. 
 
11. Meeting results should be summarized into a brief email, and provide employees with a 
link to more info if necessary. 
 
12. Be Flexible. Every meeting develops its own dynamics. There is nothing wrong with ending 
a meeting in half the scheduled time when there is nothing left to discuss or decide or if the 



	   25	  

meeting is out of control. It's alright to extend a meeting just a little if the goals of the meeting 
are being met in an orderly manner. A well-run meeting leaves all those who attend with a sense 
of empowerment and control over their lives.  
 
Source: Foonberg, J. G. (2004). How to start and build a law practice. Chicago: ABA Law 
Practice Management Section. http://www.michbar.org/pmrc/articles/0000013.pdf 
 
Advantages of Face-to-Face Meetings for Virtual Teams 
 
Primarily, meeting face-to-face provides advantages in the realm of team building, by: 

• Strengthening the bonds among team members. 
• Creating similar experiences to build comfort among virtual team members. 
• Reinforcing the importance of one’s work-related roles and their implications on 

“real” people and other team members. 
• Building trust and relationships among various team members. 
• Experiencing the emotional energy of being around others and the power of physical 

touch. After all, you can’t shake someone’s hand through the web. 
 
 
 
Members of distributed teams or virtual teams should strive to meet face-to-face at least once 
during the project’s lifecycle. 
 
Source: Sasso, A. (2008, June 23). The Advantages of Face to Face Meetings for Virtual Teams | 
Leading Virtually. Leading Virtually. Retrieved May 25, 2011, from 
http://www.leadingvirtually.com/?p=59 
 
 
5 Important Tips for Successful Web Meetings 
 
Virtual meetings differ from in-person meetings in many critical ways. To succeed with web-
based collaboration, meeting leaders and participants should follow a few simple tips. 
 
1. Make sure virtual suits the meeting. 
 
There are some types of meetings that are better done face-to-face. If you feel like meeting a 
client, employee, or partner face-to-face is important for building that relationship, go with your 
gut. Interpersonal relationships are key to successful communication. The same is true if you 
think the content of a meeting is just too personal to conduct over the web. 
 
2. Know your audience. 
 
Who are you meeting with? A new client? Team members? A prospective customer? Tailor the 
content of your virtual meeting to the audience and make sure everything is appropriate to share 
with all participants. The needs of your audience should also drive what type of application you 
use. Particularly for meetings with external participants, you should make sure the technology is 



	   26	  

easy enough for them to use with just a click and a phone call. 
 
If your web meeting solution requires a download or has some level of complexity, make sure 
participants are familiar with the web conferencing technology before they log on. 
 
Send out instructions by email a day or two ahead of the meeting and list contact information for 
IT support if they’ve got questions on how to use the technology. Once participants log on, 
welcome everyone and remind them to speak up if they’re having trouble with the web 
conferencing application or service. 
 
3. Set a meeting agenda in advance. 
 
At the beginning of the virtual meeting, set ground rules for passing control and speaking. Use a 
technology that lets participants virtually raise their hand or click on a flag to chime in. 
 
Set guidelines for chat use; make sure participants know how and when they are able to use chat 
in personal and broadcast fashion, and set guidelines on when participants can engage in side-
conversation chats. 
 
Setting an agenda and meeting protocol in advance will help your meetings to go more smoothly 
from start to finish. 
 
4. Choose the right moderator. 
 
The moderator has an important role: setting the tone for collaboration and keeping the agenda 
on track. The moderator should keep the conversation going, make sure everyone has had a 
chance to comment, ask questions, and ensure everyone who wanted to was able to add to the 
conversation. 
 
Make sure the moderator is familiar with the features of the web conferencing system available 
solely for “leaders” of the conference. Many applications allow moderators to select speakers, 
control document sharing, and keep track of the meeting’s progress. 
 
5. Save your work. 
 
You should always choose virtual meeting software that allows you to save documents, chats, 
discussions, notes, whiteboard memos, and all other important content. The moderator or leader 
should continually save all content both throughout the meeting and after it’s done. 
 
Make sure to save both the audio and session files, because you may want to use the meeting 
content again or make information/recordings/videos available to colleagues who were not able 
to attend the virtual meeting. 
 
Virtual collaboration is critical to your company’s success. The right web conferencing tools will 
enable your employees, partners, and customers to interact and collaborate effortlessly in real 
time, driving innovation and bottom-line business growth. 
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Source: Moran, P. (2009, November 24). 5 Important Tips for Successful Web Meetings. 
Mashable. Retrieved May 24, 2011, from http://mashable.com/2009/11/24/web-collaboration/ 
 
 
 
How to choose whether to hold an online event or a face-to-face event 
 
If it’s only for information sharing, especially among people who already know each other, 
hold the meeting online. However, if the attendees need to build relationships and become 
motivated, face-to-face is still the best way to meet. 
 

 
 
Start: Why meet? 

• relationship building à meet face-to-face 
• information sharing à meet online 
• motivation and inspiration à both 

 
 
Source: Allen, C. (2007, May 9). Face-to-Face Meeting is 
Still Best for Relationships. SureToMeet - Event Promotion & Registration Tips & Techniques. 
Retrieved May 25, 2011, from 
http://blog.suretomeet.com/2007/05/facetoface_meeting_is_still_be.html 
 
 
 
Recommendations from TSG Research 

• Find ways to make optimal use of time. For example: P & A metrics should be presented 
to the whole Aviation team, one time only. 

• Use meetings to facilitate a consistent view of projects from start to finish. 
• Use meetings to review and share metric definitions and the underlining processes that 

support the collections of data. 
• Improve person-to-person communication. There needs to be a feeling of acceptance and 

human touch, especially in communication with SME vs. SA. 
• Need to build a relationship between Design and Build & Run. 
• Use meetings to improve consistency of communication. 
• Meetings can help cryptic terms be expressed is business language. 
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When to hear from TSG: 
 
Overall TSG Strategy: 

• Interest level: High 
• Frequency: Semi-annual (with updates if changes occur). 
• Format: In-person and face-to-face meeting or dialogue (over the phone if necessary). 
• Consider organizing a larger in-person meeting with extended leadership teams, or 

meetings between impact councils with their staff. 
• Consider organizing this meeting during the GPB. 

 
 
New Technology Introductions: 

• Interest: Medium/High 
• Frequency: Twice per year. 
• Format: Larger in-person meetings with extended leadership teams, with an email sent to 

others. 
• Consider combining this meeting with the TSG Strategy meeting. 

 
 
P&A Metrics: 

• Interest: High 
• Frequency: Quarterly, Monthly, or Weekly. 
• Format: In-person leadership meeting, with online reports sent to others. 

 
 
DBR Metrics: 

• Interest: Medium/High 
• Frequency: Quarterly or Monthly 
• Format: In-person or dialogue meeting with small, targeted leadership. Email important 

information to others. 
 
 
High-Impact Outages & RCA 

• Interest: High 
• Frequency: Ad hoc – immediately as it happens. 
• Format: Dialogue or email ONLY TO THOSE AFFECTED. 

 
 
Finance: 

• Interest: Low/Medium 
• Frequency: Semi-annual, Quarterly or Monthly. 
• Format: In-person meetings for leadership, and email to others. 
• Financial strategy is important to talk about in a strategy session. 
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MBB & BB Projects: 

• Interest: Low/Medium 
• Frequency: Monthly or as needed. 
• Format: Small, targeted leadership meetings or with impact council. Email to others. 

 
 
Security & Compliance Metrics: 

• Interest: Medium/High 
• Frequency: Semi-annual, Quarterly or Monthly. 
• Format: Larger meeting with extended leadership teams if it’s a critical time event. Email 

to others. 
 
 
Large Initiatives: 

• Interest: Medium/High 
• Frequency: Semi-annual, Quarterly or Monthly. 
• Format: In-person or dialogue meeting small, targeted leadership or with impact council. 

Email to others. 
 
 
 
***Consider holding monthly in-person meetings with CIOs and subdivison leaders to     
    analyze department goals, objectives and operations. 
    After six months, meetings can be scaled back to quarterly affairs once personalities      
    have gelled and a sense of community has been established. Continue with monthly   
    conference calls or a videoconference in between. 
 
 
 
When Teams Need to Share Information with TSG: 
 
Overall Strategy: 

• Interest level: High 
• Frequency: Semi-annual. 
• Format: In person or dialogue meeting. 
• Consider organizing a larger in-person meeting with extended small, targeted leadership 

teams, 
 
 
Business Updates, Priorities & Trends: 

• Interest: Medium/High 
• Frequency: Semi-annual. 
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• Format: Larger in-person meetings with extended leadership teams, or one-on-one 
meetings with the TSG Engagement Representative. 

 
P & A Issues: 

• Interest: High 
• Frequency: Ad hoc or as they occur. 
• Format: In person or dialogue meetings, as well as email ONLY TO THOSE 

AFFECTED. 
 
 
High-Impact Outages & RCA: 

• Interest: Medium/High 
• Frequency: Ad hoc or as they occur. 
• Format: In-person or dialogue meeting as well as email ONLY TO THOSE AFFECTED. 
•  

 
Upcoming Technology Requirements: 

• Interest: Medium 
• Frequency: Ad hoc or as they occur. 
• Format: In-person or dialogue meetings, one-on-one meetings with the assigned SA, or 

one-on-one meetings with the TSG Engagement Representative. Email if necessary. 
• These should potentially be coming out in Strategy Session during GPB/S2 sessions. 
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Twitter & Appropriate Live Tweeting  
A comprehensive guide to effectively use Twitter 

 
Introduction 
 
Twitter is a great tool to use for communication, whether you want to use it as a way to research 
a hobby or to professionally communicate with others in your industry. As Twitter has matured 
in the past five years, users have adapted many new ways to communicate with only 140 
characters. Live tweeting conferences and events are just one of the many uses that Twitter can 
offer and this section will teach you how to do it effectively and appropriately. 
 
Twitter 101: How should I get started using Twitter? 
 
If you've signed up to Twitter and are wondering how to get started or why you're here, this page 
is for you. This guide is designed to help you dive into Twitter’s wealth of information and find 
what matters most to you. First things first, you might be wondering: 
 
What is Twitter Anyway? 
Twitter is an information network made up of 140-character messages called Tweets. It's a new 
and easy way to discover the latest news (“what’s happening”) related to subjects you care about. 
 
How is it Useful? 
Twitter contains information you will find valuable. Messages from users you choose to follow 
will show up on your homepage for you to read. It’s like being delivered a newspaper whose 
headlines you’ll always find interesting – you can discover news as it is happening, learn more 
about topics that are important to you, and get the inside scoop in real time. 
 
How to Start Using Twitter: 

If you remember one thing after perusing this page, it should be this: reading Tweets and 
discovering new information whenever you check in on your Twitter timeline is where you’ll 
find the most value on Twitter. Some people find it useful to contribute their own Tweets, but the 
real magic of Twitter lies in absorbing real-time information that matters to you. 
 
1. DISCOVER SOURCES: find and follow others 
It’s best to begin your journey by finding and following other interesting Twitter accounts. Look 
for businesses you love, public service accounts, people you know, celebrities, or news sources 
you read. Tip: One great way to find more interesting accounts is to see whom those you know 
or admire are following. 
 
2. CHECK IT OFTEN: pay attention to what’s happening 
Messages from others you follow will show up in a readable stream on your homepage timeline. 
Once you've followed a few people, you'll have a new page of information to read each time you 
log in. Click links in others' Tweets to view: photos and videos they have posted, the profiles of 
users mentioned in their message, or Tweets related to a hashtag (#) keyword they used. Tip: Try 
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hovering your mouse over a user's name anywhere on your homepage. You'll see a pop-up box 
called a "hovercard" containing information about that user. 
 
 
3. TAKE IT WITH YOU: connect your mobile 
One of the best things about Twitter is that it is portable. Connect your account to your mobile 
phone (see below for instructions) or download a Twitter application to begin reading Tweets on 
the go. Now you can get updates about traffic problems in the middle of your commute, find out 
what the players are saying while you’re at the game, or catch up on the buzz about an event 
you’re about to attend. The possibilities are endless! Tip: Using Twitter via SMS allows you to 
pick and choose which updates you want from those you follow, so you can get mobile updates 
from the accounts that matter most to your life on-the-go. 
 
How to Start Tweeting: 

Many users find it fun or exciting to contribute their own content to Twitter (we call this 
“tweeting”). If you’re one of them, here are some good ways to get started posting your own 
Tweets. People you know and people who are interested in what you have to say may follow you 
and will see all of the Tweets you share with them. 
 
1. BUILD A VOICE: retweet, reply, react 
Use existing information (other people's Tweets) on Twitter to find your own voice and show 
others what you care about. Retweet messages you've found and love, or reply with your reaction 
to a Tweet you find interesting. Tip: If you're a new user, others are more likely to find your 
messages if they are retweets or replies. 
 
2. MENTION: include others in your content 
Once you're ready to begin authoring your own messages, consider mentioning other users by 
their Twitter username (preceded by the @ sign) in your Tweets. This can help you think of what 
to write, will draw more eyes to your message, and can even start a new conversation. Try 
posting a message mentioning a celebrity or person you admire – they often respond to fans. 
You’ll see their response on your Mentions tab. Tip: Can’t think of anything to write? Don’t 
worry! As mentioned earlier, the real magic lies in locating and reading content already on 
Twitter. 
 
3. GET FANCY: explore advanced features 
As you become more engaged on Twitter, others will begin to find and follow you. Once you're 
familiar with Twitter basics, consider exploring the site’s more advanced features: lists, direct 
messages, and favorites. Learn how to include photos or videos in your Tweets, or consider 
connecting your Twitter account to your blog, Facebook, or website to show off your updates 
across the web. Tip: The best way to gain followers on Twitter is to regularly engage and 
contribute in a meaningful way. 
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Before you begin live-tweeting 
 
MAKE SURE THE WI-FI IS WORKING – The last thing you want to find out is that you can’t 
do your job due to a lack of wi-fi. 
 
Create the hashtag in advance – A hashtag (#) is a way for one to follow something on Twitter. 
For example, #happo is a hashtag for communications professionals who are looking to network. 
This is crucial in tracking the information that will be tweeted at the event. 
 
Make a list of presenter names, titles, Twitter handles and anything else important – After you’ve 
made that list, keep it in a place where you can copy and paste with ease. This will make it easier 
to keep up with tweets during the conference. 
 
Use a laptop or iPad with Tweetdeck – Using a smart phone can be tempting because of its 
portability, but they don’t have the customization that a larger computer has. Using a tool like 
Tweetdeck will help with monitoring hashtags (See example 1 on the next page), shortening 
lengthy web links and scheduling tweets ahead of time. For more information, see 
http://www.tweetdeck.com/. 
 

 
 
Ex. 1: Tweetdeck feed format for monitoring messages. 
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During the event 
 
Don’t tweet constantly during the presentation – only pick out the most insightful items that each 
person presents. If possible, get an advance copy of the speech if it’s given. Tweeting too much 
is like going on a date with someone who only talks about him or herself – it can get annoying 
fast. Try to limit yourself to a maximum of two tweets per minute. 
 
Enlist a partner — have another person with you to write down anything you may miss. They can 
also make sure quotes are correct and can take pictures while you’re tweeting information. If a 
partner is going to take notes, and you have the assets, consider enlisting a third person to take 
pictures at the presentation. 
 
Visuals are key to a great presentation – people like pictures. If you’re touring an area, take 
pictures of key locations and provide additional information within the tweet. Photos create a 
buzz that no text can match. 
 
 
After the event 
 
Use a collective tweet application to bring a story to the event – Chirpstory is a great tool to take 
interesting and insightful tweets that you or someone else may have written, and structure them 
in a storytelling format. This helps with the redundancy that can occur when too many people are 
tweeting at a certain event. 
 
 
 
 
Guidelines for using Tweetdeck to live-tweet events 
 
After you’ve created a hashtag for the event, create a column in Tweetdeck to monitor who is 
using the hashtag to communicate. In order to do this, press the add button (Example 2) in the 
upper left corner of the window then enter the hashtag you want to create in the message bar. For 
example, if you wanted to create a hashtag for GE, you would type “#GE” in the message bar. 
 
To tweet a message, press the tweet button (Example 3) in the top left corner then write your 
message. If you would like to schedule tweets ahead of time, click the clock button (Example 4) 
and write your message. Use the time window (Example 5) to create a time when the tweet 
should post. See next page: 
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Example 2: Add button 
 

 
 
Example 3: Tweet button 
 

 
 
Example 4: Clock button 
 

 
 
Example 5: Time Window 
 
 
 
 
Glossary 
 
# 
See "Hashtags." 
 
@ 
The @ sign is used to call out usernames in Tweets, like this: Hello @Twitter! When a username 
is preceded by the @ sign, it becomes a link to a Twitter profile. See also Replies and Mentions.  
 
Application (Third-Party) 
A third-party application is a product created by a company other than Twitter and used to access 
Tweets and other Twitter data. It’s the personal image uploaded to your Twitter profile in the 
Settings tab of your account.  
 
Bio  
A short personal description used to define who you are on Twitter.  
 
Blocking  
To block someone on Twitter means they will be unable to follow you or add you to their lists, 
and Twitter will not deliver their mentions to your mentions tab.  
 
Bug 
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A bug is an internal error in the Twitter site code and functionality. Twitter finds and fixes them 
all the time. (Nobody’s perfect.) If you see one, point it out to @support by sending them a 
message. See also Known Issue. 
 
Deactivation  
A way to remove your profile from Twitter. Information on removed profiles remains tied in to 
the Twitter system for 30 days.  
 
Direct Message  
Also called a DM and most recently called simply a "message," these Tweets are private 
between only the sender and recipient. Tweets become DMs when they begin with "d username" 
to specify who the message is for.  
 
DM 
See Direct Message. 
 
Email Notifications  
Preferences set by Twitter users to regulate notifications via email about events on your account, 
such as new followers and new direct messages.  
 
Favorite  
To favorite a Tweet means to mark it as one of your favorites by clicking the yellow star next to 
the message. You can also favorite via SMS. 
 
FF  
#FF stands for "Follow Friday." Twitter users often suggest who others should follow on Fridays 
by tweeting with the hashtag #FF. 
 
Follow 
To follow someone on Twitter means to subscribe to their Tweets or updates on the site. 
 
Follow Count 
The numbers that reflect how many people you follow, and how many people follow you. Found 
on your Twitter Profile.  
 
Follower 
A follower is another Twitter user who has followed you.  
 
Following 
Your following number reflects the quantity of other Twitter users you have chosen to follow on 
the site.  
 
Hacked 
See Hacking. 
 
Hacking 
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Unauthorized access to an account via phishing, password guessing, or session stealing. Usually 
unauthorized posts follow this from the account. Users often use the word "hacking" for many 
things that are not hacking.  
 
Hashtag 
The # symbol is used to mark keywords or topics in a Tweet. It was created organically by 
Twitter users.   
 
Known Issue 
An error within the Twitter site that their engineers know about and are currently working to fix.  
 
Listed 
To be included in another Twitter user's list. Listed numbers and details appear in the statistics at 
the top of your profile.  
 
Lists 
Curated groups of other Twitter users. Used to tie specific individuals into a group on your 
Twitter account. Displayed on the right side menu of your homepage.  
 
Log In 
The act of signing in to one's Twitter account on www.twitter.com or any third party application. 
 
Mention  
Mentioning another user in your Tweet by including the @ sign followed directly by their 
username is called a "mention". Also refers to Tweets in which your username was included.  
 
OH  
"OH" most often means "Overheard" in Tweets. Used as a way to quote funny things people 
overhear. 
 
Over Capacity Page 
Users sometimes refer to this page as the "Fail Whale" page. The "Twitter is over capacity" 
message and a whale image shows up when the site is having trouble keeping up with traffic.  
 
Parody 
To spoof or to make fun of something in jest. Twitter users are allowed to create parody Twitter 
accounts, as well as commentary and fan accounts.  
 
Phishing  
Tricking a user to give up their username and password. This can happen by sending the user a 
fake login page, a page promising to get you more followers, or just simply asking for the 
username and password via a DM or email.  
 
Profile  
A Twitter page displaying information about a user, as well as all the Tweets they have posted 
from their account.   
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Reply  
A Tweet posted in reply to another user's message, usually posted by clicking the "reply" button 
next to their Tweet in your timeline. Always begins with @username.  
 
Retweet (noun) 
A Tweet by another user, forwarded to you by someone you follow. Often used to spread news 
or share valuable findings on Twitter.  
 
Retweet (verb)  
To retweet, retweeting, retweeted. The act of forwarding another user's Tweet to all of your 
followers.  
 
RT  
Abbreviated version of "retweet." Placed before the retweeted text when users manually retweet 
a message. See also Retweet.  
 
Search (Integrated Search)  
A box on your Twitter homepage that allows you to search all public Tweets for keywords, 
usernames, hashtags, or subjects. Searches can also be performed at search.twitter.com.  
 
SMS 
Short Message Service (SMS) is most commonly known as text messaging. Most messages are a 
maximum of 140 characters.  
 
Spam 
Unwanted messaging or following on Twitter. Twitter works hard to eliminate it.  
 
Third Party Application 
A third-party application is a product created by a company other than Twitter and used to access 
Tweets and other Twitter data.  
 
Timeline  
A real-time list of Tweets on Twitter. See also Home Timeline.   
 
Trending Topic  
A subject algorithmically determined to be one of the most popular on Twitter at the moment.  
 
Tweet (verb) 
Tweet, Tweeting, Tweeted. The act of posting a message, often called a "Tweet" on Twitter.  
 
Tweet (noun) 
A message posted via Twitter containing 140 characters or fewer.  
 
Tweet Button (noun) 
A button anyone can add to their website. Clicking this button allows Twitter users to post a 
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Tweet with a link to that site.  
 
Tweeter  
An account holder on Twitter who posts and reads Tweets. Also known as Twitterers.  
 
Twitter  
An information network made up of 140-character messages from all over the world.  
 
Twitterer  
An account holder on Twitter who posts and reads Tweets. Also known as Tweeters.  
 
Unfollow  
To cease following another Twitter user. Their Tweets no longer show up in your home timeline.  
 
URL  
A Uniform Resource Locator (URL) is a web address that points to a unique page on the internet.  
 
URL Shortener  
URL shorteners are used to turn long URLs into shorter URLs. Tweetdeck and Hootsuite both 
have options to shorten URLs. 
 
Username 
Also known as a Twitter handle. Must be unique and contain fewer than 15 characters. Is used to 
identify you on Twitter for replies and mentions.  
 
Verification  
A process whereby a user's Twitter account is stamped to show that a legitimate source is 
authoring the account's Tweets. Sometimes used for accounts who experience identity confusion 
on Twitter. 
 
For a more glossary terms, head to the help section on Twitter.com 
 
Twitter 101 and Glossary courtesy of Twitter.com 
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TSG Email Guidelines 
 
1. Do your research – send the email to the right person(s).  
Avoid wasting your colleagues’ time by doing your homework before communicating with them. 
Make sure you are addressing the email to the right person/people. 
 
2. Write a meaningful subject line. 
Subject lines are headlines, just like headlines in a newspaper. A meaningful and descriptive 
headline will grab the recipient’s attention and help them decide what to do with the message. 
Make sure the subject line concisely summarizes the content of the message. 
If the email is about a meeting, include the topic and date of the meeting. If it is important that 
you receive an answer, make it clear in the subject line. For example, use “Urgent”, “RSVP”, or 
even “Please reply by March 18.” 
 
3.  State what you want right away.  
Don’t make the recipient wade through 10 paragraphs to find what action is needed for the email. 
 
4. Be concise and to the point. 
Do not make an email longer than it needs to be. Reading an email is harder than reading printed 
communications and a long one can be very discouraging to read. Break up text using short 
paragraphs and bullet points to highlight things that are important. 
 
5. Write about only one topic per email. 
Try to limit an email to one topic so that it will be easier for recipients (and yourself) to file 
messages to different folders and search for them at a later time. If you have two or more 
unrelated issues, consider sending more than one message. 
 
6. Do not attach unnecessary files.  
Sending large attachments can be frustrating for your colleagues, and can sometimes even crash 
their email system. Instead, upload the documents on the TSG centralized website and share a 
link in your email. 
 
7. Do not overuse the high priority option. 
We all know the story of the boy who cried wolf. If you overuse the high priority option, it will 
lose its function when you really need it.  
 
8. Do not overuse Reply to All. 
Only use the “Reply to All” feature if you really need your message to be seen by each person 
who received the original message. 
 
9. Answer all questions. 
If you do not answer all the questions in the original email, you will receive further emails 
regarding the unanswered questions, which will not only waste your time and your colleagues’ 
time but also cause considerable frustration.  
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10. Avoid long sentences. 
Try to keep your sentences to a maximum of 15-20 words, or one or two lines in length. Email is 
meant to be a quick medium. If a person receives an email that looks like a dissertation, chances 
are they will not even attempt to read it! 
 
11. Use templates for frequently used responses. 
For the questions that you might get over and over, create a template and save it in a Word 
document. 
 
12. Beware of privacy issues. 
When you add recipients outside of your organization, make sure that the content of the message 
is good for general distribution and not intended for a private list of people. 
 
 
Source: Spinellis, D. (November 06, 2009). Basic etiquette of technical communication. 
Ieee Software, 26, 6, 86-87.  
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TSG Internal Website Guidelines 
 

Overview 
The TSG website is the primary resource for current and up-to-date information regarding TSG. 
This website is designed to provide an interactive, on-demand feature that allows employees to 
communicate with TSG and with one another. The TSG website is to be used as a database for 
important information, engaging content about current and past projects and as a resource tool 
for communication. This website provides TSG with a contemporary, interactive tool for 
communicating with all publics. The communications team will serve as the primary provider of 
maintenance and production for the TSG website. TSG employees are strongly encouraged to 
communicate with the communications team to assist in the development of content for website. 
 
Role of Communications Team 
The communications team will serve as the primary contact for inquiries regarding the website 
production, content and maintenance. All questions regarding the website should be directed in 
either the message board or through an email directed at TSGs Webmaster. 
 
The communications team will produce engaging content on a regular basis. Employees are 
encouraged to communicate with communications team via message board or email to suggest 
specific content to be featured on the website. TSGs communication team will also abide by the 
same website principles that employees are educated on. Employees are also encouraged to act 
as a moderator for the website and report any misuse of TSG website to communications team. 
 
Website Features 
Homepage: Showcases the most important news and information for TSG employees. The TSG 
homepage will provide employees with an initial look at upcoming projects, featured employees 
and any other important and relevant information needed to be received by TSG employees. 
Separate pages: Will be assigned for each department of TSG. Each page will incorporate 
important news and content about that specific department. Each department’s page will also 
showcase CIOs, subdivision leaders and employees’ bios, which will assist TSG employees in 
properly targeting the correct person for communication and information. This will also help to 
improve the overall relationship between TSG employees. In addition, department pages will 
provide the ability to upload and share all necessary documents and communications. 
Communication resources page: Will provide employees with adequate resources to help with 
communications. These resources include protocols, code of conduct podcasts, etc. Each 
resource should serve as a communications tool to help improve the overall quality of 
communications and assist in proper communications distribution. 
TSG message board: Designed to assist TSG employees by providing the ability to exchange 
ideas, ask questions and communicate with one another. The message board will serve as an 
additional resource to help facilitate and improve communication between TSG CIOs, 
subdivision leaders and employees. The message board will organize by topic. 
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Subscription feature: Will be available to all TSG employees so they are able to receive 
updates on specific content as it becomes available. 
 
Website Participation 
Participation in use of the TSG website can help improve TSG existing policy and can serve as a 
catalyst for people’s experiences and needs as it pertains to TSG information. It can help TSG 
employees better understand different events, activities, information, policies, goals and 
objectives, and employees are encouraged to actively participate on the TSG website. Through 
the website, TSG can create communities based around important TSG issues, content and 
projects. Employees are encouraged to comment on content, ask questions in message boards 
and interact with the communications team and with one another. They are also encouraged to 
suggest content for the TSG website. Online content generated by TSG employees will be 
monitored to ensure that information, comments, questions, etc., follow proper communication 
etiquette. The following principles should be applied for all TSG online participation: 
 
Clarity: Always strive to be clear. Be open and transparent about the objectives, limits, 
resources and potential impacts of using the website for communication. All employees are 
encouraged to communicate in an open and clear way that shares information designed to engage 
conversation. Employees must clearly identify themselves by providing their name, title, and 
department. 
Respect: All employees are to demonstrate respect towards the contributions, perspectives, 
values and prerogatives of one another. 
Responsibility: All employees are responsible for the material they post. Employees should 
avoid posting material that is unlawful, obscene, defamatory, threatening, harassing, abusive, 
slanderous, hateful, or embarrassing to any other person or department. Material that is deemed 
inappropriate by these standards is subject to removal. 
Confidence and Commitment: All employees should be confident and committed to website-
based communication. Communication via website is a new practice that will prove its worth by 
enhancing the communication experience. 
Inclusion: All employees should be inclusive to other TSG employees. Make every effort to 
ensure accessibility and connect with all relevant communities, both online and offline. 
Accountability: All employees must be accountable for all content published on the TSG 
website. Website participation is a multi-stakeholder process where everyone is accountable for 
his or her own actions. Information posted should be accurate and protect sensitive information. 
Achievement: All employees should strive for, build on and celebrate achievements of TSG 
both online and offline. 
Principles for communicating online are subject to change over time. 
 
Ultimately, it must be understood that decisions regarding TSG policies, goals and objectives 
cannot be changed through online participation; rather, online participation should contribute to 
the enhancement of these policies, goals, and objectives by encouraging TSG employees to 
better communicate. 
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Appendix B: Introduction to Second Life for Business Use 
 
How much does a typical Second Life work environment cost? 
 
In general, for one private region in Second Life (or “island”), the initial one-time set-up fee is 
$1,000 USD and then $295 USD a month in maintenance costs, per region. One region is the 
equivalent of roughly 2.5 square miles—or 16 square acres—in the physical world. Once your 
organization owns virtual land, you can then create buildings, meeting spaces and social spaces 
yourself, or you can choose to seek the help of inworld developers, who can help you plan, 
design and create your space. 
General Electric developed a Recruitment Center in Second Life, and TSG might be able to 
create its own meeting space next to GE’s Recruitment Center or use its facilities and conference 
rooms. 
 
I want my employees’ to go directly to the TSG space in Second Life. How do I do set this 
up? 
 
Once your employees’ are registered as Second Life users, you can send them directly to your 
region with a SLurl (or a Second Life URL) a link that teleports avatars directly to a specific 
place. It works just like a standard web URL. Employees’ will arrive directly in the TSG 
environment upon login. 
 
How many avatars can I get into one Second Life working environment? 
 
Each region can run optimally with roughly 60 avatars before performance suffers and 100 is the 
recommended limit; however, to create an environment that can hold more people, Second Life 
suggests that conference spaces are built at a four-corners area of four separate regions. Doing 
this, an event can hold roughly 200-300 avatars.  
Also, Second Life can easily be streamed live to the web, which means that thousands of people 
globally can participate in an inworld event through both video and chat. 
 
How is collaboration in Second Life different from sharing a conference call, Webex, or 
video conferencing technologies? 
 
Teleconferencing, Webex, LMSs and video conferencing technologies are all important 
collaboration tools that organizations use every day for distance learning and collaboration. 
Second Life provides a sense of presence that many people find more engaging and compelling 
than many other types of conferencing, as well as providing a 3D space to share information. In 
addition, informal discussions are easy to have after a meeting, since your Second Life 
experience doesn’t end when the moderator terminates a session. 
 
Source: FAQs – Courtesy of SecondLife.com 
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Save Money Using Second Life 
 
Case Study: IBM 
Source: Ashby, Alicia - IBM Saves $320,000 With Second Life Meeting, Engage Digital, 
February 27, 2009. Retrieved on May 26, 2011 from 
http://www.engagedigital.com/blog/2009/02/27/ibm-saves-320000-with-second-life-meeting/ 
 
In the fall of 2009, the IBM Academy of Technology held two major events in Second Life: a 
Virtual World Conference for more than 200 members and a general meeting.  
Chairman Emeritus Irving Wladawsky-Beger reported that 75 percent of the events’ participants 
thought it was successful. On February 17, 2009, IBM and Linden Lab released a case study that 
states the fact that the first event saved $320,000. The initial investment was roughly $80,000 
and IBM estimates that it saved more than $250,000 in travel and venue costs and more than 
$150,000 in productivity gains since participants never left their computers and went right back 
to work after the event was over. 
 
Alternative to Using Second Life, the Introduction to Seltra  
 
TSG could either build a secure environment for its employees next to the General Electric 
recruitment Center, or TSG could build its own space in a private remote ‘Island” in Second 
Life. 
However, if TSG is not ready to commit to Second Life or does not see the use for it in the 
immediate future, Seltra can be a good compromise. 
 
What is Seltra? 
 
Born from a shared belief that the best technology is “easy to use” technology, Seltra has created 
a service that marries the cutting edge science of Second Life with the everyman ability of a 
standard meeting room.  
Much like a conference centre, its rooms can be hired on an hourly, daily, or block booking 
basis. Additionally, for clients who require a dedicated space, Seltra is able to create a duplicate 
centre, modified to the corporate branding/color scheme, and with exclusive access to the 
members, within just four weeks. 
 
How it Works 
 
Created in partnership with Linden Lab Gold Partners, Seltra uses Second Life technology to 
deliver a 3D visual/sound experience. The service is fully secure, requires minimal software/PC 
memory/graphics capability, and can be accessed anywhere in the world 24/7 with a fast internet 
connection. 
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Save Money in Seltra 
 

 
 
 
What drives business to take training on-line?   
Source: Becta 2010 report 
 
Time Saving  46% 
Significant time savings can accrue through the effective use of learning technologies, not only 
as a result of cutting the travel time relating to staff training, for example, but also through 
reducing time to competency, shorter course duration and benefits from on-demand information. 
 
Productivity Gains 46% 
Technology-enabled learning is starting to deliver improved productivity across a range of 
different functions. This is evidenced by metrics such as improved customer satisfaction scores, 
faster communication with customers and suppliers, as well as better performance by dealers or 
distributors. In a number of cases time saved is also being converted to quantifiable productivity 
gains. 
 
Staff Benefit 46% 
The ability to demonstrate regulatory compliance faster is a widespread benefit. Staff benefits are 
also reflected in improved morale and retention, with reductions in staff turnover resulting in 
reduced recruitment and induction costs. 
 
Tangible Quality Improvement for Learning 35% 
 
More-difficult-to-measure bottom-line benefits are regularly cited following from improved 
consistency, quality and efficiency of following from improved consistency, quality and 
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efficiency of critical continuing professional development (CPD) interventions is also cited as a 
benefit. 
 
Impact of Social Learning 12% 
 
An early but potentially significant opportunity for business is the growth of knowledge 
networks supported by Web 2.0 tools for social learning. Benefits are reported by staff as well as 
by customers and suppliers and distributors. 
 
Green Issues 19% 
 
Green issues are also emerging, with evidence of learning technologies being used not only to 
reduce the carbon footprint of training but also to deliver the skills and knowledge required for 
compliance with environmental regulations. 
 
Cost Saving 66% 
 
Finally, cost savings are a direct result of a number of the benefits above and are the main 
efficiency that impacts on the bottom line. Although these savings have to be balanced against 
the other benefits and gains, when comparing the use of learning technologies with classroom 
training, the research found clear evidence of savings in delivery costs and travel and 
accommodation costs, as well as potential savings in program development, learner support and 
assessment.  
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Estimated TSG Budget 
 
Tactic: 
 
Hard copy of Communication Guidelines to each employee:  
350 employees x $11 each = $3,850* 
 
Build TSG centralized website: $5,000 - $10,000** 
 
Hold at least one annual face-to-face meeting:  
$300-$500 airfare per person within US, or $1,200 airfare to fly internationally, plus 
$100 hotel for one night per person. 
So roughly $1,000 x 20 people to attend = $20,000 
 
Hire a communications team: 
Communications Specialist: $100,000 per year*** 
Assistant Communications Specialist: $70,000 per year 
 
Using Second Life:  
Cost to build TSG’s Second Life environment = $25 per hr x 10 hrs = $250**** plus 
$1,000 for TSG’s own space, plus 
$295 each month to maintain = $3,540 per year 
Total: $250 + $1,000 + $3,540 per year = $1,250 + $3,540 per year 
 
OR  
 
Using Seltra: 
$37 per attendees at a 2-hr meeting x 350 employees = $12,950 for one 2-hr all-employee 
meeting 
 
or: $80 per attendee per day x 350 employees = $28,000 for one day with all employees 
 
 
 
Sources: 
 
* Based on Kinkos website information: http://www.fedex.com/us/office/ 
** Based on average cost to build large website: http://www.websitehomework.com/how-much-
does-it-cost-to-make-a-website.html 
*** Based on average salary of Communications Specialist: 
http://www.glassdoor.com/Salaries/corporate-communications-manager-salary-
SRCH_KO0,32.htm 
**** Based on average hourly rate for a Web Developer with 1-4 years of experience: 
http://www.payscale.com/research/US/Job=Web_Developer/Hourly_Rate 
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Explanation of Costs 
 
For each employee to have a hard copy of the TSG Communications Guidelines, approximately 
350 booklets must be printed and bound. Based on information provided by www.fedex.com, 
each booklet would cost about $11 with this formula: $5 to bind 30 doubled-sided pages @ .10 
cents for each side. The total comes to $3,850, but does not take into account the bulk discount 
offered. 
 
Building a large website will cost anywhere from $500 - $10,000, according to 
www.websitehomework.com. The total cost will depend on the total size of the website, how 
many people are needed to build it, and now long it takes them to complete the project. 
 
For one annual in-person leadership meeting, TSG will need to fly employees to a central 
location. Currently, the average cost per person to fly within the US is about $300-$500, and 
about $1,200 to fly internationally. With an average cost of $1,000 per person for both plane 
ticket and hotel for one night, it would cost about $20,000 for 20 people to attend to meeting.  
 
TSG will also need to hire a communications specialist. On average, salaries range from $85,000 
- $100,000. For one communications specialist at $100,000 per year, TSG would need to pay this 
cost each year to continue its communications plan. An additional assistant communications 
specialist will have an average salary of $70,000 per year. 
 
If using Second Life, it sill cost $1,000 for TSG to get its own space, and $295 each month to 
maintain. TSG may also need to pay a Web Developer to build its Second Life environment, 
which might take ten hours. The average hourly rate for a Web Developer with one to four years 
of experience is about $25. Ten hours x $25/hr comes to $250.  
 
If using Seltra instead, it will cost about $37 per attendees for one two-hour meeting. $37 x 350 
employees means it would cost $12,950 for all employees to attend one two-hour meeting. 
Another option is to rent Seltra for the whole day, which costs $80 per person per day. This 
would cost $28,000 to rent for one day if 350 employees attended.  
 

 


