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The future of IC in India
However, I’ve observed some drastic changes 
over the past few years, mostly under the 
influence of multinational companies. 

India has a very dynamic talent market. 
There are multiple opportunities for a job 
seeker, and people change jobs very easily. 
As a result, staff turnover is very high and 
retaining employees is a big challenge for 
most companies. With the growing war 
for talent, increased job opportunities and 
globalization, internal communication is 
the glue that keeps staff together, aligns 
employees to the strategy and enhances 
the employer brand from within. 

As in many multinational companies, people at 
Sapient India receive leadership messages from 
the local and global offices. However, this may 
not always appeal to our local audience, which 
is typically very young and not necessarily 
familiar with this kind of ‘big picture’ messages. 
We help them understand what it means and 

how it is going to affect their role and their 
career. We try to get the local leadership 
team to step up and talk to employees. Local 
leaders are often seen as more accessible and 
they are in a better position to get important 
messages out. Obviously, there’s a huge amount 
of operations and things going on at the same 
time, so planning this kind of release can be 
a challenge.

I think it’s very important to have a local 
internal communication manager because 
we’re better placed to interact with the 
local audience, understand what they’re 
interested in and turn global messages 
into something relevant and credible for 
a local audience. 

I do believe that internal communication can 
contribute to driving employee engagement. 
As far as possible, I try to focus on ‘what’s 
in it for them’. Maybe more than in other 
countries, you can make a difference by 

Aniisu K. Verghese currently serves 
as the India Internal Communication 
Lead at Sapient. He discusses the 
specificities of the IC function in 
India and the challenges it faces.

When I started up my career over a decade 
ago, internal communication was almost 
non existent in India. The main focus 
was on PR and marketing, and internal 
communication was seen as secondary.

In many ways, there’s still a limited 
understanding of what IC can do for an 
organisation and few leaders recognise 
that it requires specific skills. According 
to the 2011 India Internal Communications 
Survey which is the only survey of its kind 
in the country, only a third of India‑based 
communicators thought that they had 
leaders’ buy‑in for internal communication 
and less than half were confident of pitching 
a business case for internal communication. 
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improving employees’ experience with 
the company. 

I work very closely with the leadership team 
and the HR department, and we’ve come 
up with some programmes designed to get 
our employees involved in CSR initiatives 
and to make the company a better place to 
work. One example is the ‘Silent Auction’, a 
campaign organized every two years across 
our three locations in India. People have the 
opportunity to offer services or products – 
such as a stand‑up comedy act and popular 
Bollywood dance by the office leadership 
team – at a price which is ‘silently’ bid online 
by others in the company. The highest bidder 
wins the service or product. The campaign 
finishes with a ‘Loud Auction’ where teams 
bid for the 10 highest ranked bids. The funds 
collected goes to charities our organization 
engages with. People in India are very excited 
about giving back to society and this really 
makes a difference.

I conduct internal communication refresher 
workshops with other IC practitioners for 
‘power’ users of communication.

  India has a very dynamic talent market. There 
are multiple opportunities for a job seeker, and 
people change jobs very easily. As a result, staff 
turnover is very high and retaining employees 
is a big challenge for most companies. Gaining 
support from leaders will be a key challenge for 
internal communicators in the coming years.  

I also hold regular industry‑level workshops, 
where I share thoughts and best practices 
to elevate the function in our companies. 
Based on the discussions we have, I think 
that gaining support from leaders will be a 
key challenge for internal communicators in 
the coming years. But I expect that there will 
be an increase in the demand for specialists 
in internal communications in the next 
five years. However, these professionals 
will need to bring in‑depth expertise in 
areas such as message development, 
social media, crisis communication and 
executive communication. 

Aniisu K Verghese is an internal communication 
expert, career coach and author. He managed 
key internal communication assignments with 
Fidelity, Accenture and i‑flex solutions including 
corporate intranets, company employee 
newsletters, internal brand campaigns and 
CSR communication. Aniisu blogs at Intraskope 
(www.intraskope.wordpress.com) and has 
recently published a book entitled Internal 
Communications: Insights, Practices and 
Models (Sage Publications, 2012).

He can be reached at @aniisu on Twitter and at 
intraskope@yahoo.com.
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