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5. Communicate early and often. 
In a large global organization, your employee 
base will face ethical or legal dilemmas every 
day. In such an environment, distributing the 
code once a year is not enough. For maxi-
mum effectiveness, the code must be a living, 
breathing document—one that employees 
think about and even periodically consult. 
   Think about your code of ethics as a brand, 
and borrow the big-company approach to 
brand maintenance. Companies with the 
strongest brand reputations, such as Coca-
Cola or NIKE, take every opportunity to 
keep their names out front and on the tips of 
consumers’ tongues. Brand awareness doesn’t 
always have to be extensive—sometimes, just 
a mention can be enough. Your employees are 
busy and face a lot of distractions. They won’t 
keep your code in mind unless they hear 
about it often.

6. Know your audience. 
The most effective code programs are tailored 
carefully to the company and its people. Your 
code of ethics—and its attendant marketing, 
training, and communication—should reflect 
your company’s culture, tone, and industry. 
A code of ethics appropriate for an insurance 
company will not resonate at an advertising 
firm and vice versa.  Play to your audience:  
You want the code and the code program to 
feel relevant to your employees.

7. Go global.  
A global audience deserves a global code and 
a global code program, both from a cultural 
and language context.  It is very difficult to 
bring a document and a set of values to life 
if they are not in your native language.  For 
maximum effectiveness company-wide, invest 
in translation and globalization.  It will be 
money well spent.

8. Reexamine, reassess and revamp. 
Effective code programs are like living 
organisms. Once established, they must be 
given room to grow.  Employee feedback—
solicited or not—can be very useful. At the 
inception of a code program, you may hear 
employee complaints. After all, everyone 
has work to do and no one appreciates 
unwelcome distractions, so expect some push 
back. As time goes on, though, listen for 
common themes. If you hear that your code 
or your code training is too long, too simple, 
or way off-base, reexamine your philosophy 
and consider updates or changes to better 
reflect your company and your audience.

9. Keep code training fresh.  
Getting your program up and running should 
be your number-one priority. Once you’ve 
established your employees’ knowledge base, 
consider new means of accomplishing your 
goals. Deploying a great code course will 
work well in Year 1. If you roll out the same 
course in Year 2, it will be met with less 
enthusiasm. Worse can be said for Years 3, 4, 
and beyond. Variety will keep your employ-
ees’ attention.  They will be more likely to 
understand your code’s relevance in their 
day-to-day work, and they will be more likely 
to retain what they have learned.

10. Document employee certification. 
It may not be necessary to conduct in-
depth code training every year, but we 
strongly suggest incorporating annual 

code certification or acknowledgment into 
your program. An annual record that your 
employees have read, understood, and 
agreed to abide by the code will provide your 
company with at least a minimum level of 
demonstrable ethics and compliance due 
diligence. 

Questionable business practices are often 
a reflection of the general values, attitudes, 
beliefs, and systems of the organizations in 
which they occur. An effective code program 
can support and amplify a culture of integrity 
and foster an atmosphere in which employees 
consider the legal and ethical implications of 
their decisions and actions. 

Conclusion

Effective code of ethics programs rarely hap-
pen overnight. But the strategies outlined 
above will go a long way toward building a 
code program that fits your culture, holds 
your employees’ attention, and demonstrates 
your commitment to integrity. n

Top 10 Business Risks and 

Industry-specific Topics

n	Ethical corporate culture
n	Antitrust and unfair selling practices
n	Bribes, gifts, and conflicts of interest 
n	Financial integrity and fiduciary trust 
n	Record keeping and reporting 
n	Privacy, intellectual property, and 

security
n	Employee rights and working 

conditions
n	Consumer protection
n	Health, safety, and environmental 

protection
n	Government investigations and 

controls
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