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FOR DISTRIBUTION TO THE MEDIA WITHOUT EMBARGO
Communication is not a support function. It is an executive business discipline.
By Viviana Koshiaris, Head of Communication, CFAO South Africa
Most business strategies do not fail because they are poorly designed. They fail because people never fully understand them.
Leadership teams invest significant time in refining strategy, analysing markets, assessing risks and aligning priorities. Yet when implementation begins, momentum often fades. Teams interpret objectives differently, projects lose traction, customer experiences become inconsistent, and anticipated business results fail to materialise.
In many cases, the issue is not strategy. The problem is communication.
For decades, communication has often been seen as the final step in business execution. Once decisions have been made, communicators are expected to draft announcements, prepare presentations, update websites or distribute internal messages. This approach fundamentally misunderstands the role of communication in modern business. 
In today’s complex business environment, communication does not follow strategy. It is one of the disciplines that determines whether strategy succeeds in the first place. The organisations that consistently outperform their competitors understand a simple truth: business strategy is only as effective as the organisation’s ability to create shared understanding of it.
Communication is where strategy meets human behaviour
Business does not execute strategy. People do. Every organisation depends on thousands of decisions being made correctly every day. Those decisions are shaped not only by policies or processes, but also by what people understand, what they believe, and, ultimately, what they trust.
Over the years, I have seen that even the most carefully considered business decisions can lose their impact when people do not understand the purpose behind them. Conversely, when leaders communicate with clarity, consistency and authenticity, execution accelerates significantly.
Communication therefore influences far more than awareness. It shapes behaviour. It provides context during periods of uncertainty. It creates alignment across teams and business units. It enables faster decision-making, accelerates the adoption of change, and builds confidence among colleagues, customers, partners and investors. When communication is weak, the consequences quickly extend beyond misunderstanding. 
Operational silos emerge. Productivity slows. Rumours replace facts. People create their own narratives. Customer experiences become inconsistent. Reputational risk rises. What begins as a communication challenge soon becomes an operational and commercial one.
The financial cost of poor communication rarely appears on a balance sheet, yet organisations pay for it through slower execution, reduced productivity, lower engagement, higher risk and missed opportunities. 
Communication is not simply about informing people. It is about enabling performance. The smartest organisations aren’t trying to control the message. They are equipping colleagues to carry it with clarity and pride. 
That means aligning culture and brand, ensuring internal narratives support the organisation's external reputation, and creating an environment where people feel connected to a shared purpose. When people understand where the organisation is headed and why their contribution matters, they become part of the storytelling and the most credible ambassadors. 
Communication is a business capability, not a communication function
Perhaps no corporate function has been more consistently underestimated than communication. 
Finance manages capital. Operations manages delivery. Human Resources develops organisational capability. Communication manages understanding. Every business function depends on people understanding what needs to be done, why it matters and how they contribute to success. Without that clarity, even the best plans struggle to gain traction. 
This is particularly relevant in South Africa, where organisations operate across diverse cultures, languages, regions and economic realities. Leaders must navigate ongoing uncertainty, technological disruption and evolving stakeholder expectations while maintaining trust across increasingly dispersed workforces. In this environment, communication is not simply a leadership skill. It is a business necessity. 
Leaders are expected to maintain confidence among colleagues, customers, regulators, communities, shareholders and business partners, each of whom interprets organisational decisions through a different lens.
Managing this complexity requires more than just accurate information. It requires strategic communication. 
Connectivity is not communication
One of the greatest misconceptions in modern organisations is that connectivity automatically creates alignment. People have never been more connected. Microsoft Teams, WhatsApp, email and other collaboration tools enable information to travel instantly across organisations. Yet many organisations have never felt more fragmented. 
Technology distributes information. Communication creates understanding. There is a profound difference. Today’s workforce wants more than updates. People want context. They want to understand why decisions are being made, how they affect them, and what role they play in achieving broader organisational goals. 
Visibility, authenticity and meaningful dialogue have become leadership requirements rather than preferences. Increasingly, trust is built through communication rather than hierarchy, and that trust has become one of the most valuable strategic assets any organisation possesses. The executive table needs a communication chair.
High-performing organisations no longer view communication as a department responsible for announcing decisions. They recognise it as an executive discipline that helps shape better decisions from the outset.
Communication professionals bring an essential perspective to leadership discussions. They understand stakeholder expectations, anticipate reputational implications, and help leaders assess how decisions are likely to be interpreted by colleagues, customers, regulators, investors, and the wider public. 
In many respects, communication has become a form of enterprise risk management. Just as boards routinely consider financial, operational, cyber and governance risks, they must also recognise communication risk. Poor communication amplifies uncertainty, fuels misinformation and erodes confidence precisely when organisations need it most.
Conversely, effective communication reduces risk by creating clarity, strengthening stakeholder confidence and enabling leaders to navigate complexity with credibility. 
Reputation is built long before a crisis
Communication becomes especially important during periods of transformation. Whether organisations are adopting new technologies, restructuring operations, integrating acquisitions or responding to changing market conditions, success depends less on the quality of the project plan than on people's willingness to embrace change. 
People rarely resist change itself. They resist uncertainty. Communication reduces that uncertainty. It explains not only what is changing, but why change is necessary, what success looks like and how every individual contributes to the journey. 
The most successful transformation programmes are seldom those with the largest budgets. They are often those with the clearest communication.
Communication also plays a critical role beyond organisational boundaries. In increasingly competitive markets, trust has become a defining source of competitive advantage. Customers, investors and business partners are drawn to organisations whose leaders communicate transparently and credibly. Perhaps nowhere is the value of communication more evident than in reputation management.
Too many organisations discover the importance of communication only when facing a crisis. By then, reputation is no longer being built. It is being tested. Strong reputations are developed over time through consistent leadership communication, authentic stakeholder engagement and behaviour that reflects shared values. In a world where information travels instantly, and stakeholder scrutiny is constant, reputation can no longer be separated from business strategy. Neither can communication.
Creating understanding at scale
At CFAO South Africa, more than 7,000 colleagues operate across diverse businesses, geographies and functions. Creating alignment at that scale requires more than sharing information.
It requires building shared understanding and connecting daily actions to a common purpose. The experience continually reinforces a simple reality: communication is a business capability that drives performance, not a support service that follows it. Bringing together diverse teams around a shared vision requires leaders to communicate consistently, listen actively, and create an environment where people understand not only what they do but also why it matters. That is where communication creates measurable business value. It strengthens culture, builds trust, protects reputation and enables strategy to become reality. 
Strategies succeed when people believe in them
The question facing today's CEO’s and boards is no longer whether communication matters. The real question is whether organisations can afford to treat it as anything less than a core business capability.
Strategies succeed only when people understand them. More importantly, they succeed when people believe in them. The organisations that will thrive in the coming decade will not necessarily be those with the most ambitious strategies. They will be those that can create understanding, build trust and turn intention into action.
In a world defined by complexity, uncertainty and continuous change, communication is no longer a support function. It is one of leadership's most important responsibilities. And one of business's most powerful strategic advantages and drivers of sustainable performance. 
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EDITORS NOTES

ABOUT CFAO SOUTH AFRICA
CFAO South Africa, with more than 7,000 colleagues, offers vehicle and truck sales and rental, supply chain solutions, logistics management, material handling, automotive assembly and the import and export of automotive components. CFAO South Africa delivers an integrated mobility ecosystem. We are a regional division of the CFAO Group, a pan-African business headquartered in France and a wholly owned subsidiary of Toyota Tsusho Corporation in Japan. CFAO South Africa has a strong expansion vision in South Africa in the automotive sector and other sectors aligned to the CFAO Group strategy, including pharmaceuticals and renewable energy. With revenue of more than R30 billion and nationwide operations across more than 160 sites, CFAO South Africa focuses specifically on the integration and transformation of the mobility value chain, manufacturing and localisation in the industry, digitalisation and OEM collaboration, and a multi-brand focus.


PRIMARY CONTACTS FOR MORE INFORMATION OR INTERVIEWS

· Visit the news portal for dedicated media use at https://news.stone.consulting
· Visit the website at https://cfao.co.za/latest-articles/ 
· The CFAO SA media liaison team on media@stone.consulting / +27 11 447 1068
· Viviana Kosiaris, head of communication of CFAO SA on vkosiaris@cfao.com / +27 82 342 7390
· Willem S Eksteen, CE of Stone, on willem@stone.consulting / +27 83 272 6304
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