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As an organization expands, effective communication and the rate of innovation decreases yet these two elements are vital for any organization to be considered successful.  Unfortunately, innovation and effective communication does not just happen; instead it requires effort and well-formed strategies. When the Project Concern International Organization (PCI) is expanding, both communication and innovation have become a major challenge inhibiting the success of the organization. The organization deals with offering relief during times of tragedy and empowering the disabled especially people who are living a life full of hardships (Quirke, 2017). One communication strategy that can be used to help it retain its initial flow of work and achievement of its objectives is through initiating the culture of intentionally hardwiring innovation into the organizations culture. 
The culture of intentionally hardwiring change and innovation involves the installation of a software program, an internal process, in the entire computers owned by the organization. This software program makes it possible for all employees and employers to communicate their ideas pertaining to change and innovation. It will provide a platform where both employers and employees can effectively communicate and air their ideas and opinions (Kane, Palmer, Phillips, Kiron & Buckley, 2015). After a thorough look on all suggested ideas, as well as votes in support or denial of the idea/change, the company will have a physical meting and discuss the way forward. Through this process, effective communication, innovation and change can be achieved. For an idea to be considered as innovative and one that promotes change, it should make an existing process obsolete, have uniqueness compared to existing organizational practices or improve the value of the organization by at lea 20%. Upon meting one of 
these standards, the idea can be noted down for discussion during physical meetings. 
Through this communication strategy, I will be able to achieve an effective communication tool that unites employees and employers; fostering change and innovation in the company. The reaction of my audience to this strategy is likely to be positive and it will be met with quite little resistance. This is because all stakeholders of the company have seen the negative impact that the lack of innovation and change avenues have brought to the company and their personal benefits (Ferreira, Fernandes, Alves & Raposo, 2015). They will thus be willing to buy an idea that can help them improve this. Since the audience is made up of business minded individuals aiming at expanding the organization and increasing profits, there are a number of key points I can use to tailor my message. First, I will highlight the advantages and disadvantages of this program. Since the advantages outweigh the disadvantages, I will be able to convince my audience into accepting the idea. Besides, creating a question and answer forum that will make the audience own the idea will also help me in tailoring the message. 
Thus, the existence of an active communicative culture through intentionally using a communication software program will help promote change in the organization. The organization has been dormant and its profits have significantly reduced due to the lack of innovation and change. The software enables people to communicate their ideas and change opinions (Quirke, 2017). Ideas that should make an existing process obsolete have uniqueness compared to existing organizational practices or improve the value of the organization by at lea 20%, shall be taken to physical meetings where they decide whether to proceed or do away with it. Through this, innovation and change shall be achieved. As the strategy has more advantages than disadvantages, people will be receptive of the strategy, innovation and change will be achieved. 
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