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“COMMUNICATIONS GUIDELINES DURING TIMES OF
TRANSITION”
Building trust and gaining acceptance of changes during transition
requires thoughtful planning and sensitivity to those who are impacted.
One critical component that frequently falls short is effective
communication to employees.

William Bridges, an international consultant who specializes in
transitional issues for individuals and organizations, has written
extensively about the process, with an emphasis on effective
communications during times of change and transition.  One of his
works, Leading Organizational Transition, offers guidelines for
effective communications that should be adapted to maximize
leadership trust and minimize confusion, conjecture and rumors that
perpetuate during uncertain times.
y published in the Syracuse Newspapers

endations for leaders who want their change initiatives to be successful
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