
Organizational Findings 
These organizational findings compile the common threads that have emerged from personal 
interviews with individual employees. Objectives have been formulated in light of these 
organizational findings and are aligned with the company’s values. 
 

Objective: To clearly define what the comany does in the eyes of employees and the 

public. 

Organizational findings: 

• Employees feel inspired by the company’s mission statement, but none described the statement as a 
concise explanation of what the company does. The mission statement serves as an aspiration, not as 
a sales pitch. 

• Employee descriptions of the company’s services ranged from the very abstract to the very concrete. 
Answers included “advising,” “transforming companies,” “branding,” and “strategy.” However, they 
all agreed that saying the company does websites oversimplifies the company. 

• Regardless of their position on the concrete to abstract continuum, employees felt that potential 
clients have a very superficial understanding of what the company does. New clients expect a 
superficial makeover, but they do not realize that the outer transformation will be paired with 
strategy. 

• Employees admit that when they began working at the company they were not aware of how deep 
the company goes, either. 

•  The company website does not communicate the ongoing nature of the company’s works. Case 
studies show potential clients the end result of individual projects, which misleads them into thinking 
that the company does individual design jobs. 

 
Action items: 

� Create an elevator pitch. The mission statement is not clear enough to define the company. The 
company needs a statement that clearly explains what the company does in a few sentences. 

� Share the pitch with current employees and all new hires so that all staff members give a consistent 
answer when asked what the company does. Stress certain key words in the pitch that should always 
be mentioned. 

� Use key words from the pitch when potential clients approach the company to explain what they 
should expect upon hiring the company. 

� Draft a longer document that explains the extent of the company’s services through words and 
visuals and distribute this document to new clients. 

� Rearrange the company’s online portfolio to reflect the ongoing nature of the company’s work.  
Instead of highlighting each individual project, the company should highlight each client and narrate 
how the process began and how the company is still part of the process. 

 
 
 

Objective: To actively pursue larger clients and out-of-state clients. 
 
Organizational findings: 

• Up to this point, the company’s client base has mainly been comprised of small local business. 

• The co-principals and the staff view larger clients and clients outside the state as the next step in the 
company’s growth as a company. 



• Employees feel the local market is fairly conservative and limits the risks the company can take with 
design. Clients in metropolitan areas will be more likely to push the bounds of the company’s 
creativity. 

• Most potential clients approach the company, whereas the company does not actively seek out 
clients. 

• Potential clients approach the company via referrals and networking events. 
 
 
 
 

Action items: 

� Seek opportunities to showcase the company’s work to a regional or national audience. 

� Attend networking events that attract a regional or national audience. 

� Set goals for the amount of leads the company should generate within a certain time period. 

� Consider incorporating a sales role into the company structure. 

 

 

Objective: To establish a clear chain of command and management structure. 

Organizational findings: 

• The company currently staffs one employee per role, but the co-principals’ long-term goals include a 

growth in staff.  

• Turnover has made it difficult for the company the company to pinpoint the core roles that the 

company needs to maintain. 

• Employees feel that the project manager has eased the flow of work. Establishing a similar 

management role in the area of web development would also be considered useful. 

• Employees are unsure of who they should approach with their job-related needs and concerns. 

• The co-principals hope that their assistants will function as their point-people who can handle daily 

business and client work while they can focus on the bigger picture. 

Action items: 

� Determine where future hires will fall within the company structure. Will their role be on the same 

level as current employees, or will their role report to a current employee? 

� Determine which roles are integral to the organizational structure and maintain these roles filled. 

� Consider incorporating project managers to other areas of business as the company grows. 

� Establish clear guidelines for employees to resolve their needs and concerns, including who they 

should approach and what information they should provide related to their concern. 

� Clarify the role the co-principals’ assitants will play in relation to the organizational structure. Are 

they meant to serve as middleperson between other staff members and the co-principals? 

 

 



Objective: To attract and retain fresh talent. 

Organizational findings: 

• Employees are concerned about the high turnover the company has experienced recently. 

• Employees feel salary and location may be the reasons why so many staff members have resigned 

recently. College students and recent graduates often want to leave the city. 

• Most employees cited the team as one of the company’s strengths, meaning they value their 

coworkers’ talents. 

• The co-principals expressed the desire to form relationships that would grant them free access to 

fresh talent whenever the company needs a new staff member. 

• New employees do not know what to expect in terms of type of work and amount of management 

since previous employees leave no record of the responsibilities associated with their position. 

Action items: 

� Schedule periodical discussions with current employees where they can honestly express how they 

feel about their job and compensation. 

� Establish periodical reviews to consider employees for salary raises. 

� Reward commitment to the company with bonuses and awards for employees’ anniversary with the 

company.  

� Sell the company’s positive aspects, such as a strong team, when recruiting new talent to overcome 

monetary shortcomings. 

� Establish ties with universities and organizations that could provide the company a talent pool to 

draw from. 

� Establish procedures for leaving employees to inform their successors about their job responsibilities 

and any unfinished projects the successor will need to continue. 

 

Objective: To seek out opportunities to be involved in the community and the arts. 

Organizational findings: 

• Employees feel that the company should strive to be more well-known. Involvement is a way of 

increasing the company’s visibility. 

• Educating the public on art and creativity was cited as one of the company’s goals. 

• The company needs to surround itself with creativity and inspiration to avoid growing stale. 

• The company does not look for opportunities. Instead, the company takes a passive approach and 

waits for opportunities to present themselves. 

Action items: 

� Seek or create opportunities for the company to give back to the community as a company. 

� Join organizations that can keep the company updated on art events and initiatives. 



� Host creativity workshops on-site and elsewhere to invite the public to become interested in the arts 

and creativity. 

 

 

Objective: To heavily involve leadership in the active promotion of the company and its 

work. 

Organizational finding: 

• Co-principals are reluctant to appear on camera to speak about the company and the mission. 

• Employees feel that co-principals could articulate and sell the company mission very efficiently if 

they were more outspoken in the company’s communications. 

• Co-principals are not active on company social media. 

• Co-principals do not actively seek out speaking engagements or networking events where the 

company could showcase work and expertise. 

Action items: 

� Film a mission video with the co-principals. 

� Set social media goals that gradually increase co-principals’ involvement. 

� Set speaking and networking goals that gradually increase the amount of speaking engagements and 

networking events the co-principals attend each quarter. 

 

Objective: To optimize communication and maintain all employees informed about 

new and ongoing projects. 

Organizational findings: 

• Employees feel disconnected from others’ projects. They do not know what everyone else is working 

on. 

• Employees do not feel informed about who new clients are and all of the different components the 

company is putting together for them. 

•  Work feels disjointed since everyone works separately on their own part of the project instead of 

meeting to brainstorm about the entire project. 

• Employees feel that feedback is not properly communicated since it is often delivered by a third 

party. 

• Current project management software is not an effective way of dividing projects and requesting 

collaboration since feedback is not immediate.  

• Employees do not have a clear idea of whom they should be collaborating with for each project 

because they do not have a clear idea of each other’s job roles. 

 



Action items: 

� Implement a weekly email that informs all employees of their coworkers’ new projects or 

developments on their ongoing projects. Each employee will be responsible for writing a list of new 

projects and developments, and one employee will be designated to compile the lists and email the 

master list. 

� Hold an office-wide meeting each time a new client comes on board to explain who the client is and 

what work the company will do for the client. Brief new employees on the clients they will work 

with. 

�  Encourage collaboration between all parties involved in a project by scheduling meetings that 

include all of them. 

� Deliver feedback directly and as soon as possible so the flow of work does not stop. 

� Use project management software as a paper trail and not as a way to contact everyone involved in 

the project. Tracking the work that needs to be done is important and can be achieved through 

Basecamp, but employees may respond to one-on-one contact in a more timely manner, whether in 

person or via Skype. 

� Write and circulate a brief description of each employee’s job description, possibly in the form of a 

bulleted list titled “I’m your go-to for…” 

 

Objective: To optimize Monday meetings. 

Organizational findings: 

• Employees feel that Monday meetings are a laundry list. The meetings go through a checklist without 

expanding or resolving issues. They do not always know what each item means and the items are not 

explained. 

• Not all employees participate in the Monday meetings. The project manager moderates the meeting 

and usually he only receives feedback from the Creative Director. 

• Employees do see value in gathering everyone in the same room periodically, but they do not feel 

that the current format of the Monday meeting promotes collaboration or communication. 

• Employees would prefer meetings where everyone is needed to brainstorm ideas. These meetings 

may be held whenever they are needed instead of at a fixed day and time. 

Action items: 

� Change the format of the meetings from a laundry list to a brainstorm session. The list of items that 

require only a few employees can be discussed by them separately. Instead, the scheduled meeting 

should cover three or four topics that require everyone’s ideas and collaboration. 

� Maintain the role of moderator to keep meetings on track, but encourage participation from all 

employees. The moderator should direct the discussion and contribute ideas as any other employee, 

but the moderator should avoid filling the entire discussion. 

� Schedule office-wide meetings when an issue that requires collaboration arises even if it is not 

Monday. 

 



Objective: To function as if everyone were in the same space. 

Organizational findings: 

• Employees do not like the long-distance aspect of the company since it makes communication more 

difficult. However, the issue cannot be resolved by moving everyone to the same space since the 

company plans to pursue multiple locations. 

• Employees feel that their messages are put in the backburner by employees at a different location 

since they are not physically present to remind them. 

• Collaboration is difficult since employees must pass files around as they edit them instead of looking 

at the file together. 

• Skype and the group chat are a good way to remain in contact, but communication via the Internet 

has its limitations and it cannot serve as a replacement for face-to-face interaction permanently. 

• Employees miss out on small talk and really getting to know their coworkers due to distance. 

Action items: 

� Schedule a 10-15 minute block of time each day when all employees must be responsive on Skype. 

These times should be used to request help from employees at different locations if they have not 

been responsive earlier. 

� Research software that allows multiple users to edit a file at the same time and increase collaboration. 

For example, Google docs can be used by multiple users to edit text documents simultaneously, leave 

comments on the document, and chat. 

� Prioritize the planning of visits to headquarters once each quarter so employees can interact face-to-

face and get to know their coworkers better.  

 

Objective: To educate and involve clients more in the process. 

Organizational findings: 

• Clients usually come to the company after seeing an item in the portfolio and they do not know the 

process that underlies any redesign or rebranding. 

• Usually, clients are only present at the initial pitch and then for the unveiling of the final product. 

They are not involved in the process that takes them from pitch to final product, which wastes 

opportunities for more feedback from clients. 

• The company presents clients with ideas but does not show clients the reasoning behind the ideas. 

Showing clients more research can increase their trust in the company. 

• Clients sometimes delay the process since they do not provide the company all the necessary 

materials to continue in a timely manner. 

Action items: 

� Document the steps and a rough timeline for each service the company offers and distribute the 

document to new clients.  



� Include guidelines for periodical feedback sessions with clients in the documentation and key dates 

when clients should have already provided the company the necessary material. 

� Present clients with the reasoning behind the company’s design suggestions. 

 

Objective: To finish projects more efficiently. 

Organizational findings: 

• Employees admit that they often cut it close to the deadline and that the staff likes to work under 

pressure. 

• Each employee working separately on their portion of the project can lead to delays.  

• Projects take a long time from start to finish, and this prevents the company from pitching new ideas 

to clients. 

• Work that comes with no deadline is pushed to the backburner. 

Action items: 

� Set weekly milestones for each project. This will ensure that the company works steadily toward the 

deadline and that there is time to give feedback as the project moves along. 

� Schedule meetings that include all employees working on the project to avoid delays caused by 

disjointed work. 

� Set internal deadlines for work that comes with no deadline from the client. 

 

What Success Looks Like 
 
Employees, clients, and potential clients can accurately describe what the company does. 

• Descriptions of the company always include certain key words that define the company. 

• Potential clients approach the company with a clear idea of what the company can do for them. 
 
The company is a well-known agency. 

• Potential clients seek out the company due to its renown and reputation. 

• The co-principals are sought after for speaking engagements and networking events. 
 
The company attracts larger clients and out-of-state clients. 

• The company can compete with agencies across the country. 

• Clients outside the state send the company requests for proposals. 
 
The company has built a talented, committed team. 

• Employees view the company as a long-term career move. 

• The staff has grown to a level that permits the formation of teams rather than having a single 
employee per role. 

 
The company’s multiple locations work like a cohesive unit. 

• Communication between employees at different locations is efficient. 

• All employees are aware of other’s job roles and collaborate accordingly. 



• A common company culture permeates all locations. 
 
 
The company’s work and customer experience surpasses clients’ expectations. 

• Clients feel informed and involved in the process. 

• Work is completed in a timely manner, with time leftover each month to explore new angles and 
ideas. 


