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PREFACE 
Ne the pace of change in communications and marketing continues to accelerate, 

new careers are popping up everywhere. The opportunities for work are vast 

and diverse. Some will continue to work with mainstream media while others will 

live in an entirely owned digital world. The segmentation of jobs is now as prevalent 

as the segmentation of publics. 

The growth is all around us. We live in a hyperconnected world of communica- 

tions channels with a multiplicity of voices. We used to measure social media users 

in the millions, now we count them in the billions. Social and digital media have 

changed the way we live. They have altered what we eat, how we shop, who we date, 

how we express ourselves, and where we go to stay informed. 

Millennials, once the darlings of every marketing campaign, are now “old.” They 

have been replaced by Gen Zs. And we are already observing the unique behaviors and 

character traits of Gen Alpha, the first group to be born entirely in the 21st century. 

The metamorphosis of communications and marketing have presented opportu- 

nities for extreme segmentation of publics and of the channels to reach those publics. 

Sadly it has also led, in many cases, to the polarization of publics and the explosion of 

disinformation, sometimes called “fake news.” 

Luckily there is new hope. As you will read in Chapter 1 more and more people 

around the globe are looking to businesses as catalysts for social change and stability. 

That’s where you come in. Every business, nonprofit and government entity needs 

solid communicators. And as diverse as the careers in our industry have become, one 

constant remains — the necessity of strategy! 

The need for research-driven analysis, strategic planning and implementation 

has never been greater. Mastering these skills will be a lifelong pursuit, but one that 

will bring satisfaction, success and intrinsic validation. Being able to think strategi- 

cally is more important than any other aspect of communication. 

This book is dedicated to strategic communication for marketing and pub- 

lic relations professionals. The “matrix approach” was developed over 30 years 

ago as a tool to learn strategic thinking and strategic planning for communica- 

tions. It continues to evolve with the times — keeping with current trends, prac- 

tices and tools in the field. It has further evolved in this 8th edition of “Strategic 

Communications Planning” as we have fine tuned the planning sequence in the 

Strategic Communications Matrix: 

XV 



xvi PREFACE 

Key publics are selected before the big idea. 

Primary messages are designed as key publics are identified. 

Secondary messages are fleshed out in the implementation/tactics creation 

step through the use of the strategy briefs. 

We have made several other noteworthy changes as well including: 

More concise descriptions of each step of the matrix. 

New and refreshed examples, figures and tables throughout the book. 

An entirely rewritten social and digital media chapter with the most current 

information available. 

A renewed and narrowed focus on strategic planning. 

New and updated Mini Cases. 

New and updated Tips from the Pros. 

Short Application Cases replacing chapter exercises — encouraging students 

to immediately apply matrix concepts learned in each chapter. 

Updated and expanded discussion of strategies and tactics 

0 Adding more guidance on how to be strategic in channel and tactic 

selection; 

© Updating the interactivity and personalization grid; and 

° Including the PESO model as a strategic selection tool. 

A new appendix with a complete matrix case example. 

Although much of the content for this edition is new, we believe we have kept the 

elements that have made it a go-to guide for strategic con:munications. The “matrix 

approach” continues to be refined, but remains the core of the text. 

We're excited to share the 8th edition of “Strategic Communications Planning for 

PR, Social Media and Marketing.” We recognize that we all share in the responsibility 

to train and grow new generations of professionals to shape our world. 

Joseph Ogden 

Los Angeles, California 

March 2023 
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CHAPTER | 
THE ITOH APPROACH TO COMMUNICATION 

“Trust ts the most basic element 

of social contact — the great 

intangible at the heart of truly 

long-term success.” 

—AL GOLIN 

FOUNDER OF GOLINHARRIS INTERNATIONAL 

LEARNING IMPERATIVES 

¢ Understand that an organization’s survival is dependent 

upon building and maintaining trust. 

¢ Understand the characteristics of a relationship-building 

approach to communication. 

¢ Identify current trends in communications and marketing. 

¢ View the Strategic Communications Matrix as an effective 

tool for planning and implementing an organization's 

communications. 
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Travis Scott performing 

ravis Scott, an American rapper, blew up in 2015 with the launch of his first solo 

Ap album, “Rodeo,” which peaked at No. 2 on Billboard’s top albums chart and even- 

tually went platinum. 

Scott, known to be exceptionally bright, began bundling concert tickets and mer- 

chandise with the launch of his third album, “Astroworld.” By fall 2021 Scott had 

partnerships with Nike, McDonald’s, Anheuser-Busch, PlayStation and Dior. Scott's 

shoes became “quest-worthy must-haves” for sneakerheads. On StockX, a site for 

reselling luxury clothes, a pair of Travis Scott Nikes regularly sold for 400% above 

retail. A bright blue pair of Travis Scott X Air Jordan 4 Retros was listed for $10,000 

while a purple pair carried a $22,500 price tag. 

2021 Astroworld music festival 
Organized as an annual event by Travis Scott in 2018, 

the November 2021 Astroworld music festival sold 

out in less than an hour. Nearly 100,000 people were 

expected to attend the general admission festival held 

at the 350-acre NRG Park in Houston. 

On Friday morning, Nov. 5, concertgoers began lin- 

ing up. By early afternoon people were rushing past 

security checkpoints and into the venue. Before 4 p.m., 

at least 54 patients had been treated by medical staff. 

The packed crowd began pushing to the stage during 

the countdown to Scott’s performance. At about 9 p.m., 

minutes after Scott’s set began, fans near the stage 

could be seen struggling to stay on their feet. At 9:25 p.m., Scott stopped the show 

to draw attention to someone in the crowd who needed help, saying, “Somebody 

passed out right here.” He then continued his performance but stopped two more 

times in response to the chaos in the crowd, including once when an ambulance 

drove through. 

San Antonio resident Fatima Munoz, 21, described a “domino effect” that took 

place: “I had fell right on the floor, and that’s when everybody started tumbling down, 

and I tried so hard to get up,” she said on ABC News’ podcast “Start Here.” “There’s 

just too much people like on me, like those legit dog pile on me. I was on the floor. 

Nobody helped. I tried screaming for my life. I tried screaming for help.” 

At 9:38 p.m. Houston police officers and firefighters 

responded to reports of a mass casualty event at the 

festival, where people were being crushed against the 

stage and many had already collapsed. Four minutes 

later Scott stopped the show for a third time to draw 

attention to someone in the crowd who needed help. 

At 10:12 p.m., Scott finished the show and left the stage. 

Police officials later told the “Houston Chronicle” that 

the promoter, Live Nation, agreed to cut the show short, 

but Scott continued his set. 

Some 300 people were treated by medical person- 

nel on site and another 25 were transported to the hos- 

pital. Ten people ages nine to 27 years old died from 
Memorial outside NRG Park in Houston their injurie Ss 
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Travis Scott’s response 
Scott reportedly first learned about the severity of the event at a private after party 
Friday night. 

On Saturday, Nov. 6, The remainder of the festival was canceled and Travis 
released a statement on Instagram saying he was “absolutely devastated by what 
took place” the night before. 

On Sunday, Nov. 7, Scott’s girlfriend, Kylie Jenner, posted to her Instagram that 
Scott was not aware of any fatalities and would not have continued performing 
had he known. On Monday, Nov. 8, Scott announced he would provide full refunds 
for all attendees who bought tickets to Astroworld and that he would not perform 
at the Day N Vegas festival that weekend. He also announced that his Cactus Jack 
Foundation would team up with BetterHelp, an online therapy platform, to provide 
Astroworld attendees with one month of free one-on-one virtual therapy sessions. 

Scott updated his Instagram and TikTok profiles with a number for the National 

Alliance on Mental Illness (NAMI) hotline, but it was the wrong number and people 

thought it was a scam. The BetterHelp website also said that its services are not suit- 

able for minors or those in “an urgent crisis or an emergency situation.” 

The response to Scott’s partnership with BetterHelp was swift, cynical and 

snarky. Writer Alex Press captured the general mood saying, “’Partnering’ with 

an app typically entails a celebrity being paid to promote a company; is Scott mak- 

ing money off the collaboration? Either way, such a move is more befitting a pod- 

cast advertisement than a deadly tragedy — imagine promo code SICKOMODE, or 

maybe MASSCASUALTYINCIDENT.” 

On Wednesday, Nov. 9, Scott and his team released anew statement: “Over the last 

week, Travis Scott and his team have been actively exploring routes of connection 

with each and every family affected by the tragedy through the appropriate liaisons. 

He is distraught by the situation and desperately wishes to share his condolences 

and provide aid to them as soon as possible, but wants to remain respectful of each 

family’s wishes on how they’d best like to be connected.” 

Scott’s response to the deadly tragedy was slow and ill conceived. Instead of put- 

ting himself out there for fans, meeting with victims’ families and showing sincere 

empathy, Scott himself remained quiet. It took him more than a month to publicly 

talk about the Astroworld tragedy in an interview. His partnership with BetterHelp 

was viewed with suspicion and ineptly executed. 

Would fans and sponsors have responded differently if Scott had been more pub- 

lic with his feelings and efforts to help victims? This tragedy shows that trust isn’t 

earned once, but something that must be constantly maintained. It doesn’t matter 

how much you care or how competent you are if people can’t see and feel it in your 

words and actions. 

Corporate response 
Immediately after the tragedy Nike delayed the release of Scott’s Nike Air Max 1 

collaboration and did not announce any new collaborations with Travis in 2022. In 

December, Anheuser-Busch announced that they had discontinued Travis Scott’s 

CACTI Agave Spiked Seltzer. The seltzer debuted in March and was an instant suc- 

cess, completely selling out in the first week of sales. 

Travis and Mcdonald’s also parted ways. The “Travis Scott meal” was an instant suc- 

cess for the fast-food chain in 2020. It garnered Scott almost $20 million. The chances 

3 
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of it returning could now be gone forever. And the lux- 

ury fashion house Dior announced, “Out of respect for 

everyone affected by the tragic events at Astroworld, 

Dior has decided to postpone indefinitely the launch of 

products from the Cactus Jack collaboration.” 

How we respond really matters 
People don’t actually expect individuals or companies 

to be perfect. But how they respond to challenges is 

what sets them apart. The response and communication 

around problems can shore up or destroy the critical 
Travis Scott X Nike Air Force 1 low Cactus Jack Men’s shoe bond of trust between an organization and its publics** 

For example, when Hurricane Sandy hit New York 

as TRUST 

An emotional judgment 

of one’s credibility and 

performance on issues of 

importance. 

City people expected to lose power. But Con Edison, the local provider of electricity, 

gas and steam actually saw its favorability ratings go up after the storm — despite 

the fact that Sandy caused more customer outages than any storm in the company’s 

long history. 

Con Edison was physically limited in how fast it could restore power, but not in 

how it could keep people informed. Prior to and immediately following Sandy, the 

company went into hyper communications mode — delivering real-time updates 

on the storm and projections of when power would be restored to different parts of 

the city. If you lived between 14th and 32nd streets, for example, you could expect 

your power to be restored sometime Tuesday between 5 p.m. and 10 p.m. If you lived 

between 33rd and 50th streets the power was expected to be restored on Wednesday 

between 6 a.m. and noon. Knowing what to expect and learning about the utility’s 

extraordinary efforts to mobilize its own workers as well as engineers and mainte- 

nance teams from surrounding states gave people the feeling that Con Edison was 

doing all in its power to get the lights back on. 

Con Edison’s communications efforts throughout the crisis secured the trust of 

its publics. But some organizations — companies, governments and nongovernmen- 

tal organizations (NGOs) — still don’t get it. 

Trust 
As we began a new century, corporate America discovered through sad experience 

that trust was the primary issue of concern. In fact, it had always been the primary 

issue. Then, more than a decade into the new century, with aggressive relation- 
ship-building strategies, businesses seemed to be recovering somewhat. But it took 
the events of the early part of this century — 9/11 and its effect on the economy; the 
demise of Enron, Worldcom, Arthur Andersen and others; the security brokers’ 
scandal; mismanagement by mutual fund managers and many other similar events — 
for all sectors of our economy to realize that trust among an organization’s publics is 
the single most important factor in organizational survival. 

*The term “public” is commonly used in PR to describe a specific group of people who share a common interest. While a “public” and 
an “audience” might appear to be interchangeable, the term “public” better represents a group of people who are engaged rather 
than passive observers (see Chapter 6). 
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Al Golin was a respected senior public relations professional and founder of 
GolinHarris, an international communications firm with more than 1,700 employ- 
ees and 50+ offices worldwide. In 2004, he published a significant book, “Trust or 
Consequences,” in which he wrote about his decades-long career as a counselor to ~ 
CEOs of major corporations intimately involved in building relationships with their 
publics. He asserted that trust is the key element of stron relationships and the 
only way to ensure organizational success in the long run. Golin’s results with CEOs 
were mixed. Many, like Ray Kroc of McDonald’s, followed his advice, making regu- 
lar deposits in the “trust bank” and reaping significant benefits over the long term. 
Others disregarded his counsel in favor of short-term gains, leaving them ill-pre- 
pared and at risk when crises hit. And as noted above, the crises did come. 

Most trusted groups 
In a crisis of trust, organizations looked to professional communicators for coun- 

sel on rebuilding relationships with the publics upon whom their survival depended. 

Leaders in all kinds of organizations began to recognize the need for an integrated 

approach to communication to build — or rebuild — relationships key to an orga- 

nization’s success. For the last 23 years, Edelman, one of the world’s largest public 

relations firms, has conducted an annual lobal survey to track public trust in insti- 

tutions, the Edelman Trust Barometer (see Figure 1.1). 

For the first 19 years, NGOs were the most trusted institutions. By 2014, research O-O 
showed that business held the trust advantage over government and was expected SO DISINFORMATION 

to lead the way in helping government establish and maintain an appropriate reg- _ Information that is 
ulatory environment. By 2016; trust in all four institutions measured — business, _ intentionally inaccurate or 

government, NGOs and media — reached its highest level since the Great Recession _ misleading. 

of 2008. Trust in business had ane ee a prime posi- 

tion to lead in cementing public trust in society’s institutions. But by 2018, trustin oo 

the four institutions did not just erode, it imploded, particularly in the U.S., which ys ESG 

garnered the lowest trust level among the 28 international markets measured. In PERFORMANCE 

the year 2020, at the height of the Coronavirus pandemic, governments were seen How well an organization 

as the most trusted, but in the last three years, businesses re-emerged as the most takes into account Social and 

trusted institutions. ecological responsibilities— 

Now, on the heels of the global pandemic, there is a lack of faith in societal institu- _ while domg business.— 
tions triggered by economic anxiety, disinformation, = =e 

mass-class divide and a failure of leadership. Societies 
across the globe are today deeply and dangerously 

polarized (Edelman, 2023). But there is hope. 

“Business today is the only institution seen as both 

ethical and competent,” says Richard Edelman, CEO 

of Edelman. “There’s been a substantial rise in busi- 

ness ethics over the past three years.” He explains the 

reasons: 
¢ Businesses were seen as a motivating force in 

doing good during the pandemic. 

K ¢ Businesses have focused more on environmen- 

© 8th.creator/Shutterstock.com 

tal, social and governance (ESG) issues. 

¢ Over 1,000 businesses left Russia following the 

invasion of Ukraine. McDonald’s in Minsk, Belarus 
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Figure 1.1 _ ee ‘ ; a 

o’} 6 Edelman Trust Barometer timeline 

Rising Trust shifts Trust in 

influence of from “authorities” business Crisis of Trust in Business 

NGOs to peers plummets leadership crisis most trusted 

2001 2005 2009 2013 2017 2021 

Earned Business more Business must 

media more trusted than partner with Trust is Navigating 

credible than government government to essential to Trust at a polarized 

advertising and media regain trust innovation work world 

2003 2007 2011 2015 2019 2023 

2004 2008 2012 2016 2020 

WES: Young people Fall of trust in Growing Trust: 

companies in have more government inequality of competence 

Europe suffer trust in trust and ethics 

trust discount business 

2002 2006 2010 2014 2018 2022 

Fall of the A “person like Performance and Business The battle for The cycle of 

celebrity CEO me” emerges transparency to lead the truth distrust 

as credible essential to debate for 

spokesperson trust change 

Source: 2001-2023 Edelman Trust Barometers 

“The increased perception of business as ethical brings with it higher than ever 

expectations of CEOs to be a leading voice on societal issues,” said Edelman. “By 

a six-to-one margin, on average, respondents want more societal involvement by 

business on issues such as climate change, economic inequality and workforce 

reskilling. But business must tread carefully, more than half (52%) of [people] do 

not believe business can avoid being politicized when it addresses contentious 

societal issues.” 

Nonetheless, societal engagement does put businesses at risk of being politicized. 

To take action and avoid being seen as politically motivated, Edelman recommends 

the following. 

Xf * Beatrustworthy source regarding an issue but don’t take sides. 

* Show that actions are based on generally agreed upon facts or well-estab- 
lished scientific evidence. 
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* Show that engagement on societal issues over time does not consistently align 
with one political party or another. 

* Tie actions to a set of values that the business has consistently supported over K 

time. 

¢ Link actions to the needs of the business and their ability to stay competitive 

in the marketplace. 

It might be time for businesses to figuratively “open the kimono” — show their 

publics the details behind scientific discoveries, clinical trials and specific efforts to 

make progress on ESG issues. The more aligned an organization’s actions are with 

its stated values and the more transparent and consistent those actions are over 

time, the more trust and influence the organization will garner. Many also believe 

companies should use their influence to support politicians and media that build 

consensus and cooperation. 

The current crisis of trust is not only fueled by deep polarization, but by fears of 

economic uncertainty and a looming recession. Figure 1.2 shows that people’s per- 

sonal economic worries are now on par with existential fears such as climate change 

and nuclear war. 

Oo : PCL WP oe Sec ne ge ee Scale 

Personal anxieties on par with existential fears 

Percent who worry about... 

PERSONAL ECONOMIC FEARS EXISTENTIAL SOCIETAL FEARS 

JOB LOSS INFLATION CLIMATE NUCLEAR FOOD 

(NET) CHANGE WAR SHORTAGES 

Source: 2023 Edelman Trust Barometer 

ENERGY 

SHORTAGES . 
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© Figure1.3 _- 

‘o Institutional leaders distrusted 

---- 6.---O0--@ O = Significant change 

Distrust 

Further, trust has moved from top down to peer-to-peer to local. One of the casu- 

alties coming out of the pandemic is people’s lack of belief in information and sagging 

trust in experts (see Figure 1.3). Media is now among the least trusted institutions in 

a Re ore people put trust in a company 

newsletter than they do reports from the mainstream media. Similarly, people tend 

to trust the opinions of a colleague at work almost as much as scientific experts. 

Perhaps resulting from the lack of travel and the limited flow of information 

during the pandemic, people have turned their trust from experts to the people 

closest to them. They trust people in their own countries more than other countries, 

people in their own communities more than those in their country and their neigh- 

bors more than those in their community. They also trust their coworkers more than 

their CEO and their CEO more than other CEOs. There is no telling how long this 

trend will last. But one thing we do know is that trust is something people and orga- 

nizations must constantly build and maintain. 

These data have huge implications for communicating with today’s publics. 

Formal opinion leaders (experts) are still important, but localizing and familiarizing 

communications is essential. People trust those they are familiar with and closest 

to. They also expect businesses to lead. CEOs are expected to pay fair wages, ensure 

home communities are safe and thriving, pay their fair share of corporate taxes, 

Neutral 

(1-49%) (50-59%) 

| 
= 

GOVERNMENT 

LEADERS 

JOURNALISTS 

Trust Change (2022-23) 76 
(60-100%) 

73 

59 61 

© ) 
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MY COWORKERS 

SCIENTISTS 

Source: 2023 Edelman Trust Barometer 
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retrain workers whose jobs are being eliminated, defend facts by exposing ques- 
tionable science and pull advertising from platforms that spread misinformation. 
Government d look for ways to collaborate with businesses to solve problems. 
And NGOs should take a page from businesses to increase their competency in pro- 
viding solutions rather than just treating soci i >: 

The relationship-building approach to communication 

O-O 

o-d MISINFORMATION 
Information that is 

unintentionally inaccurate or 

misleading. 
Consistency and honesty are key elements in reversing the recent declines — 

in trust globally. We know people often need to hear things multiple times before 
accepting and believing. But the latest research makes it clear that the messages 
need to be factual and come from sources people trust to be credible. —_ 

Trust becomes actionable when it is built on a foundation of honesty and open- 
ness. If must permeate the entire organization from the top executives to front-line 
support and service employees. Increasingly, it is becoming the responsibility of 

companies and communicators to ensure trust goes beyond the organization to the 

communities strategic to the organization’s survival. 

An integrated approach 
Public relations scholars have been researching and advocating the benefits of 

relationship building for years. The recent findings on trust only underscore the 

power of this approach. People are clearly more trusting of those they have formed 

relationships with whether they be personal or professional. 

Rather than being fragmented by key publics as organizational functions have been 

in the past, we recommend an integrated approach to reach all publics and stakehold- 

ers in order for the organization to thrive. Long-term success depends on building 

and maintaining trust across all stakeholders. The importance and role of trust-based 
relationship building are rooted in public relations research and practice. 

When public relations emerged from the journalism profession as press repre- 

sentation for corporations in the early 1900s, the public relations counselor was 

positioned as a key adviser to the CEO. Over time, that status was lost to attorneys 

and accountants because the PR profession was unable to demonstrate a concrete 

contribution to the bottom line. Even when business entered an era of keen market 

competition for products and services where communication now plays a primary 

role in sales, relationship building was seen as unimportant. 

More recently, however, management is recogniz- 

ing the value of PR in helping articulate and coordinate 

the exchange of messages across the entire organiza- 

tion as well as with external publics. The need to man- 

age issues and avoid crises has increased with the 

proliferation of social media channels. Likewise con- 

tent creation has blossomed and must be managed so 

that it furthers the goals of the organizations. Finally, 

whether in person or through artificial intelligence 

(AI), customers expect ever increasing interaction with 

companies and organizations. This all requires clear 

messaging. Public relations practitioners are perfectly 

positioned to lead these efforts because of their hyper 

focus on strategic communication. Luckily there are 

also many tools available today to measure the impact 

or i c ») 

OO RELATIONSHIP 
BUILDING 

A return to the roots of 
human communication and 

persuasion that focuses on 

personal trust and mutual 

cooperation, 

$6 PUBLIC 

RELATIONS 

Strategically managing 

communication to build 

relationships and influence 

behavior. 

of communication on organizations. 
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op Figure1.4 

Integrated marketing communication 
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Marketing guru Philip Kotler describes an integrated marketing communi- 
cation approach as, “the concept under which a company carefully integrates and 
coordinates its many communications channels to deliver a clear, consistent més- 
sage about the organization and its products” 

It is not surprising that those who most carefully and thoughtfully articulate a 
organization’s strategy and messages have great influence over the organization’s 
future and success. Public relations, corporate communications and marketing lead- 
ers are well situated to help organizations take an integrated approach. In the end, 
your title — whether it be marketing or communications — doesn’t really matter. 
What matters is your ability to strategically manage communication across the orga- 
nization. Figure 1.4 shows the key areas and functions of an integrated marketing 
communication approach. Consistency and customization of messages to key pub- 
lics across this array of functional areas is paramount. 

Rather than being fragmented and siloed as organizational functions, we recom- 

mend a continued push toward a fully integrated approach to marketing commu- 

nication. This is the only way to strategically build relationships and communicate 

effectively wit and stakeholders. The bottom-line impact of this approach 

can be easily demonstrated. 

What does it mean 
to be “strategic?” 
In this chapter, we introduce the strategic communications process that drives the 

tactical decisions made by communications professionals. But first, we must under- 

stand what it means to be a strategic function. 

Very simply, strategy is a well-coordinated approach to reaching an overall goal. 

In military strategy, the overall goal may be to capture a town. The strategy is the 

coordinated effort of all units to achieve that goal. Each unit has its specific function 

to that end. When an organization sets a particular goal in support of its mission, 

strate ae canals ist ieee 
Communication is strategic when it aids in formulating the organization’s 

approach to accomplishing overall goals and then supports those efforts in a coordi- 

nated and consistent manner, working in concert with all other entities. 

Effective strategies require research. They also require a long-range vision and a 

broad perspective of the organization and its environment. Thinking and acting stra- 

tegically demand an incisive understanding of an organization's mission and goals. It 
qf ie es he ionic ancien OD sere oe est 
be met in order to achieve those goals. All of our efforts must be research-based. 

Finally, to be a strategic function means that we must un and ho 

communicati and marketing effo ithin the greater organization, how 

they intersect with other functions, and how they contribute to the stated mission. 

Strategic managers are analytical, pragmatic, visionary and perspic : 

Q-0 

OO INTEGRATED 
MARKETING 

COMMUNICATION 

The process of unifying 

communication across 
bh SSE LP ee eee 

channels and publics to 

achieve an organization's 

Cc 

YS STRATEGIC 
FUNCTION 
One that contributes 
significant! 

accomplishment of an_ 
organization’s mission and 

“Qoalsivus evs tp canna att 

o-S RESEARCH-BASED 
When decision-making is 

rooted in the acquisition, 

interpretation and 

application of relevant facts. 
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ob CRISIS 

MANAGEMENT 

The process of anticipating 

and preparing to mediate 

problems that could 

affect an organization’s 

environment and success. 

es ISSUE 

MANAGEMENT 

A long-term approach to 

identifying and resolving 

issues before they become 

problems or crises. 

BS STRATEGIC 

MANAGEMENT 

The process of evaluating 

all proposed actions by 

focusing on organizational 

goals, usually defined in 

short-term contributions to 

the bottom line. 

The relationship-building approach to communication 

The development of 
communications and PR 
in business 
Business organizations began giving serious attention to communication with pub- 

lics in the early 1900s. Journalists began serving as press agents and publicists for 

major corporations such as Ford Motors and AT&T. By midcentury, public rela- 

tions practitioners were organizational counselors. They responded to traditional 

American business management practices by manipulating the organization’s envi- 

ronment, oftentimes in ways that might now be considered ethically questionable. 

By the 1960s, conflicts over issues important to key organizational publics gave 

birth to crisis management as a key function of communicators. Rather than just 

reacting to crises, good managers began to anticipate problems and mediate them 

before they could affect the organization’s environment and profitability, and issue 

management was born as a long-term approach to identifying and resolving issues. 

The very concept of issue management fit well into traditional American 

business management techniques, based almost entirely on economic principles. 

Nevertheless, there was obvious conflict between the long-term nature of issue 

management and the short-term profit orientation of American businesses. Further, 

there was a more critical conflict between the self-interested rather than public-in- 

terested approach of American businesses and the publics who were beginning to 

demand accountability. 

In spite of the conflict, issue management techniques became popular in busi- 

ness communications practice and gave birth to the role of communication in stra- 

tegic management. This meant evaluating all proposed action through a focus on 

organizational goals, usually defined in short-term contributions to the bottom 

line. Even though issues must be identified far in advance to be effectively mediated, 

the purpose is to save the organization future difficulty, not to address the needs 

of organizational publics because they are intrinsically valued. This focus brought 

communicators squarely into the camp of purely economically-based, rationalist 

business management. 

It is not surprising that organizational communication ended up here. 

Throughout its history, public relations and business communications have consis- 

tently moved away from a “relations” orientation. Even with all our technological 

advances, we have been slow to recognize the limitations of mass communication 

and mass media. 

The dynamic emergence of social media, however, has forever altered the land- 

scape as users customize all sources of information and selectively choose their 
engagement. The latest research on social media usage should convince practi- 
tioners of the need to carefully understand and strategically target publics. More 
than 4.5 billion people are on social media. The average user accesses 6.6 social 
media platforms on a monthly basis. Facebook says nearly two-thirds of its active 
monthly users log in to the platform daily. 

Social media, along with the explosion of new sources of information such as 
podcasts, forums and blogs has brought scholars and practitioners back to the 
roots of human communication and persuasion. These roots emphasize the need to 
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communicate more directly and personally to build trust and cooperation. The great 
segmentation and personalization of information offers a more viable approach to 
reaching key publics and stakeholders than mass communication ever did. 

Current trends 
Most people are awake for about 15 hours a day. How much of that time do they 
spend digitally connected? The answer is about half. The time people spend online 

daily peaked at 6 hours 46 minutes in 2017. We saw a little jump up to 6 hours 56 min- 

utes during the pandemic, but in 2022 that settled back to 6 hours and 43 minutes. At 

the very least, time spent on mobile, PC, laptops and tablets has plateaued. In some 

regions of the world time online daily has actually dropped by as much as 30 minutes 

in the past couple of years. 

Knowing this helps us understand two things in our efforts to build relationships 

with our publics. First, we must compete aggressively for existing time/attention in 

the digital space. And second, there is increasing interest in non-digital interactions 

with key publics. 

Let’s take a look at seven trends affecting the way businesses_and organiza- 

tions communicate with sublice and SaRGHOIMSS pay Tor play, consumer acivisg— 
community building, AI, liyestreamin i i 

short-form content. Understanding this shift in behavior will help you better reach 

and engage with the individuals your organization cares most about and help you 

strengthen those relationships. 

Pay for play 
It has become virtually impossible to build an online presence for an organization or 

brand without paid media. The concept of “pay for play” in digital marketing began 

in 2012 when Facebook went public. Since then it has become increasingly import- 

ant to support organic content with paid media — boosted posts, paid search a 

online display ads. Many organizations also pay for customer email services, SMS 

(text message) marketing and search engine optimization (SEO). 
As social media and search platforms have matured the costs have gone up. A 

2021 study that analyzed over $7 billion in ad spending by advertisers in 150 coun- 

tries found that the average cost per click (CPC) for paid search ads increased by 34% 

in 2020. The same study also found the cost per thousand impressions (CPM) went 

up by 41% over the previous year. 

As a result, many organizations are diverting funding to relationship building, 

community outreach, and owned content. Activities that seemed like expensive lux- 

uries before now look like good bargains. According to a report by “Digiday,” con- 

sumer brands such as Haus, Parachute and Recess are prioritizing public relations 

over paid media, having discovered returns of over 100x in earned media, far out- 

stripping the expected return on advertising spend (ROAS) for similar budgets in 

paid advertising. These tactics are addressed in more detail in Chapter 9 and Chapter 

14, including the ethical ramifications for public relations. 

13 
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Consumer activism 
Consumers care about the environment, their communities and how companies 

treat workers. In fact, 70% of consumers think a business should take a stance on a 

relevant social issue. A McKinsey poll found that 72% of einployees felt their compa- 

ny’s purpose should be more than profits. 

ESG issues have taken center stage for both consumers and corporations. Many 

companies have adopted global ESG reporting practices as part of their public rela- 

tions efforts. ESG is expected to continue to dominate communication efforts as 

companies, governments and nonprofits are required to reduce their impact on the 

planet and demonstrate how they are strengthening the social fabric. These kinds of 

efforts are essential to building strong relationships with publics. 

Community building 
Online communities are fast becoming one of the best ways for organizations and 

brands to drive customer engagement and loyalty, building strong relationships 

with and among key publics. Aside from a friend’s personal recommendation, rec- 

ommendations from an online brand community hold the most sway. More than half 

of those who follow a brand on social media say they are more loyal to that brand. 

Creating a community around a brand increases trust in the brand. If consum- 

ers are receiving recommendations from other consumers instead of from the brand 
. . Se = Se 

itself, they are much more likely to make a purchase. Many of those consumers are 

also eager for more brand interaction. 

A “Harvard Business Review” study found that allowing a brand community to 

answer customer questions was 72% less expensive than employing customer rep- 

resentatives to do so. Nonprofits and governments could take a page from successful 

brands’ playbooks to invest more heavily in online communities. 

Artificial intelligence 
AI and machine learning are becoming more and more important in streamlining 

communications with customers and helping professionals understand sentiment 

on myriad topics. 

First, AI can automatically route calls and chat requests from customers elim- 

inating the need for cumbersome phone trees. Using natural language processing, 

customers can just write or say what they’re interested in. AI can integrate with cus- 

tomer records management systems to schedule appointments, provide updates on 

order status and accounts, and even process returns without the need to ever speak 

to a person. Notwithstanding, it is as important as ever to manage this communica- 

tion. Professionals should take extra care in making this a positive experience where 

customers still feel like they’ve been heard. The use of AI in interactions with cus- 

tomers also makes it easier to document and analyze data — making it possible to 

identify patterns human agents would have never noticed. 

Second, AI can be incredibly helpful in processing vast amounts of news and pre- 
dicting trends. Data show that in the 16 years between 1979 and 1995, 18 million 
news stories were published by accredited sources. By 2009, 18 million news stories 
were published in a single year. And in 2021, 18 million news stories were published 
ina single month. 

Using AI as a listening tool to process the ginormous amount of information 
out there and making sense of it is brilliant. The market for tools capable of social 
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monitoring and sentiment analysis was valued at $1.6 billion in 2020 and is expected 
to grow to $4.3 billion by 2027. More broadly the market for PR tools like those pro- 
vided by Cision and Meltwater is estimated to already be more than $10 billion in 
2022 and more than $18 billion by 2027. 

Organizations that don’t take advantage of AI tools to gauge public interest and 
sentiment will only fall further behind. 

MINT CASE 
How cyberattacks destroy trust 
Target 

As Target customers made purchases on the busiest shopping day of the year — Black Friday 2013 — little did they 

know their credit/debit card information was being stolen. In what was one of the largest data breaches in U.S. 

history, Target later disclosed that more than 40 million customers’ card details — names, card numbers, expiration 

dates and CVV verification codes — had been stolen by cyberattackers. 

The hackers used point-of-sale malware to immediately transfer personal data as customers were checking out 

in more than 1,700 Target stores between Nov. 27 and Dec. 15. In addition to credit card information, hackers also 

obtained customers’ names and phone numbers as well as home and email addresses. 

The security breach was eventually traced to a criminal group in Eastern Europe. Fraudulent charges appeared on 

about three million credit and debit cards as a result of information stolen from Target. Target faced more than 90 

lawsuits as well as an FIC investigation. 

It took Target several weeks to acknowledge their system had been hacked despite several threat alerts from the 

company’s own security software. More than two months after the original incident, Target officials revealed that an 

additional 70 million customers’ personal information had also been compromised. 

CORE PROBLEM AND OPPORTUNITY 

The incident severely damaged Target’s reputation and dissolved much of the trust they had built over the years, but 

a rapid appropriate response could actually enhance their publics’ trust and loyalty. 

TARGET’S STRATEGY 

Target was alerted to the hack in late November, but rather than shut down the system they turned off the security 

software preferring manual review. As a result, Target continued to allow hackers to steal data for weeks while they 

investigated. Target finally acknowledged the data breach on Dec. 19, 2013. The company informed affected cus- 

tomers of the actions they were taking to address the issue, assured them that a full investigation was taking place 

and provided a comprehensive web page offering resources and daily updates related to the breach. Customers were 

also provided with updates and information through email, Facebook and Twitter. Copies of Target’s official email 

communications were posted online so customers could validate the authenticity of the emails. 

To encourage customer spending and foster goodwill, Target announced on Dec. 20 that they would be offering a 

10% employee discount to all in-store shoppers on Dec. 21 and 22. They also provided a year’s free credit monitoring 

for all affected customers. 
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A few months later, Target hired a new chief information officer, and began a search for a newly-created position, 

chief information security officer, and a new chief compliance officer. Target also announced they would spend 

upwards of $100 million to upgrade payment terminals to accept the more secure chip-and-PIN cards. 

Nevertheless, Target didn’t publicly disclose the breach for 20 days after it was discovered, waiting more than 

three weeks to issue their first news release about the incident. And it was several weeks more before Target 

acknowledged security alerts from their own software had been ignored. It took over two months for Target to reveal 

the full extent of the breach and the customers affected. Customers said Target had a “disheartening” response and 

many vowed to stop shopping there. The lack of transparency and failure to take responsibility was evident. Clearly, 

discounts and free credit monitoring for a year was insufficient to rebuild their publics’ trust. 

RESULTS 

¢ Target’s online and in-store shopping traffic hit a three-year low following the breach — only 33% of U.S. house- 

holds shopped at Target in January 2014 compared to 43% in January 2013. 

* Fourth-quarter 2013 profits fell 46% to $520 million from $960 million in 2012, a drop of $440 million. The 

breach itself cost the company an estimated $291 million. 

* In 2017, Target officials said the company would pay $18.5 million in a multistate settlement, the largest data 

breach settlement at the time. 

* Consumer perception scores dropped by more than 54%, and four years later still had not fully recovered. 
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Livestreaming 
Although the first livestreamed video event was a base- 
ball game between the Yankees and Mariners back in 
1995, the practice began to gather momentum in 2016 
with the introduction of Facebook Live. By 2018, one 
in every five videos on the platform was a live broad- 
cast. Then we had a global pandemic. Consumption of 
livestreaming jumped 73% during the first month of 

shutdowns in the U.S. 

The use of livestreaming now includes giant brands 

like Nike and Microsoft as well as local barber shops 

and beauty salons. Businesses use livestreaming for 

interviews, Q&A sessions, product launches and other 

outreach. 

Birchbox, a company which sends subscribers 

a monthly box of makeup samples, recently did a 

Facebook Live tutorial video where a rep from Benefit 

Cosmetics put its new BADgal mascara on the eye- 

lashes of Birchbox’s host. The product demonstrated 

was also featured in that month’s Birchbox sample box. 

At the beginning of the video, the host and Benefit rep explain that the day before 

was National Lash Day and that they wanted to celebrate it by highlighting the prod- 

uct. Then the rep explains why the mascara and its unique brush gives eyelashes a 

more voluminous look. The tutorial begins with one eye getting mascara at a time 

so viewers can see the difference in volume. Viewers comment asking the host ques- 

tions. The host also asks trivia questions and allows viewers to answer. She notes that 

those who engage the most will be entered to win a giveaway. 

Birchbox is a great example of a livestream that a brand can do on a budget. The 

video had no editing, didn’t feature any celebrities or influencers and did not appear 

to require a high production budget. 

The current size of the livestreaming industry is around $59 billion, with pro- 

jections suggesting it will exceed $228 billion by 2028. A significant portion of the 

growth is expected to come from businesses using livestreams for outreach and rela- 

tionship building. 

© Atstock Productions/Shutterstock.com 

Secure communication 
In a three-month period from November 2022 through January 2023 PayPal, 

Chick-fil-A, Twitter, Slack, Dropbox, Mailchimp, T-Mobile, Medibank, AirAsia and 

password manager LastPass all reported some level of data breach. In the case of 

T-Mobile, the data breach in late November 2022 cost $350 million in customer pay- 

outs alone. 

The rise in cybercrime puts more onus than ever on businesses to secure their 

networks and protect confidential financial and personal information. The conse- 

quences of not doing so can be devastating. For example, 60% of small to midsize 

businesses affected by cyberattacks go out of business within six months. 

There is acommon misconception that nonprofit organizations are not a target 

for cybercrime. In truth, nonprofits make great targets for cybercriminals because 

they offer something of significant value: sensitive information on donors, volun- 

teers and support staff. They are also often much less secure. 
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Internally, businesses need to secure their collab- 

oration tools and intranet applications. This includes 

stepping up cybersecurity defenses and the competen- 

cies of team members. Externally, businesses need to 

demonstrate their cybersecurity measures te custom- 

ers showing that all channels of communication with 

the business are encrypted and high-level security 

systems in place to protect customer data. Protecting 

private identifying and sensitive information is ele- 

mentary to building trust-based relationships. 

Highly visual short-form content 
Another avenue of communication that cannot be 

ignored is high quality short-form content. This is 

especially true for infographics and short videos. 

While traditional methods of customer information 

such as blogging and email marketing remain import- 

ant, the trend is toward short and visually captivating 

content. The rapid growth of TikTok, Instagram Reels 

and YouTube shorts provide strong evidence of this 

explosive trend. 

Research shows that brief, 60-second or less videos 

are ideal for capturing and holding audience attention. 

If youre creating YouTube shorts, be sure that your 

company name/brand and product appear in the first 

15 seconds, the part of the video that automatically 

plays without users selecting the video. Short-form 

content is also more likely to be shared on users’ pro- 

files and across different platforms. 

Branded memes and carefully designed infographics 

are also capturing significant attention. Neal Schaffer, 

founder of the digital marketing consultancy PDCA 

Social says, “Memes are about connection as much as 

they are about humor. They have the power to build 

online communities albeit for a short period. Consider 

the Bernie Sanders mittens meme that went viral. It 

allowed people to feel good, share a laugh and worked 

as a social glue in a politically turbulent time.” 

Most of us are visual learners. Using images and 

symbols, infographics tell stories visually, and enhance 

readability. How many times have you been confused 

about an idea or explanation, then seen an example 

and said to yourself, “Ah, I get it now.” The mind pro- 

cesses images faster than words. As a result, infograph- 

ics improve message retention and decision-making. 

They are also highly shareable and can establish your 

organization or company as industry experts. 
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Building relationships 
with publics 
As we have already seen in this chapter, establishing and maintaining trust is critical 
for any business or organization. With this as a cornerstone, we will briefly look at 
five characteristics of organizations that have proven successful in building relation- 
ships with publics. 

The first characteristic is long-range vision. Rather than selecting key publics 
and issues by their immediate effect on the organization, companies identify all 

publics or eho d work to establish relationships across a broad spectrum. 

Hemreons se these retationstips to identify issues that will be important in 
the next century, not just the next decade. They have a respect for people and wor 

toward a consensus for action, 

The second is a commitment to community, not _just_to profit. Companies 

involved in the Omni as SRE IG EGE is personally committed to 

charitable work. Commitment at this high level gives the organization’s community 

involvement strength and integrity because it is base incere desi 

rather than to manipulate for the sake of profit alone. It is understood that what is 

good for or improves the community almost always benefits the company as well. 

The third characteristic is a values orientation that emphasizes the importance of 

people. Progressive policies and initiatives based on trust of and respect for employ- 

ees are usually evidence of a people-first orientation. Human dignity is highly valued, 

and policies and procedures are designed accordingly. 

The fourth characteristic is a cooperative _a ach_to problem-solving. 

Companies that effectively build trust are also those th j n 

employees and publics. They provide opportunities to work together to solve prob- 

lems. Employees are given the latitude to design and implement solutions within 

their work areas, relying on management to provide an overall vision. Employees are 

not afraid to stretch themselves and to make mistakes. Management understands 

that mistakes are indicative of ongoing efforts to pro- 

gressively solve problems. 

Lastly, the fifth characteristic is that such organiza- 

tions build relationships with all their publics based on 
mittual respect and mutual gains — not just one-sided 

manipulation. These relationships engender an envi- 

ronment in which community members seek solutions 

where all participants win. The community begins 

to look out for the best interests of the organization 

because it is in the community’s best interest for the 

organization to thrive. 

Relationships with an organization’s publics are 

based on critical values that have little to do with profit 

motivation. The values of service, respect and concern 

for community are at the base of the relationships we 

establish with people. 
This is evidenced in a 2022 Gallup poll, listing 

nurses as the most honest and ethical professionals 
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°° Figure 1.5 
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The results of this poll show the percentage of respondents that considered people in these different fields to be 

honest and ethical. 

NURSES 

MEDICAL 
DOCTORS 

PHARMACISTS 

HIGH SCHOOL 
TEACHERS 

POLICE OFFICERS 

ACCOUNTANTS 

JUDGES 

CLERGY 

BANKERS 

LABOR UNION 
LEADERS 

REAL ESTATE 

AGENTS 

JOURNALISTS 

LAWYERS 

ADVERTISING 
PRACTITIONERS 

BUSINESS 

EXECUTIVES 

CAR SALES 

PEOPLE 

MEMBERS OF 

CONGRESS 

TELEMARKETERS 

79% 

Source: 2022 Gallup poll 



CHAPTER1 The relationship-building approach to communication 

(see Figure 1.5). Whether we build a relationship with an individual or with an indi- 
vidual representing an organization does not change the fact that the strength of 
the association is determined by the salience of shared values that place a priority 
on people. 

It is important to note that durable relationships are not created out of rational- 
ist, bottom-line business management techniques. They are created and strength- 
ened through mutual trust, respect, cooperation and benefit. 

The Strategic 
Communications Matrix 
Now that we have established a strategic role for communications in developing 

relationships, we are able to implement the planning and communication that will 

accomplish specific objectives and is targeted at publics important to the organiza- 

tion. If we have worked to identify and assess our strategic relationships, the selec- 

tion of key publics for any particular communications or marketing effort will be 

simplified and much more accurate. We have less chance of omitting a critical public 

because we know more about all of our publics. Part of our research is already done. 

We are also better prepared to send messages because our relationships with organi- 

zational publics have been maintained and strengthened in our overall approach to 

marketing and communication. 

A strategic, analytical approach to an organization’s communication is absolutely 

requisite. Public relations has used the four-step RACE model — research, action 

planning, communication and valuation — But making that process truly analyti- 7) 
cal is a challenge. To be analytical, each step must be determined by the information 

acquired and decisions made in previous steps. Incorporating feedback during imple- 

mentation and making needed alterations to ensure success is even more difficult. 7 

Effective practitioners are doing the kind of research and measurement that 

helps to make wise decisions. But doing so requires a framework for applying what 

we have learned through research. 

It is not enough to discover the attitudes, values and beliefs of a segmented 

demographic public; we must interpret those in terms Of the issue or problem at 

hand and predict future behavior. For example, determining that a public’s self-in- 

terest on a certain issue is “the health and welfare of their children” is of no use 

unless we formulate messages that emphasize this. Identifying targeted channels to 

deliver these messages to a key public also does us no good if we then rely on mass 

media to reach them. 

The Strategic Communications Matrix introduced in this chapter, was inspired ¢ 

in the early 1990s by the faculty at Brigham Young University in Provo, Utah. It is vs STRATEGIC 

designed to direct problem solving analytically, using research to make decisions in COMMUNICATIONS 

eac i ning and implementation. This 8-step matrixisthe PLANNING 

tool we use throughout this book to support the strategic communications plan- An approach to 

ning process and campaign implementation. The process begins with the identifica- communications planning 

tion of a problem or opportunity that sets the stage for background research and a___ that focuses actions on 

ituation analysis based on the research. It outlines additional research necessary for the accomplishment of i 

decision-making that will take place in the planning and implementation processes. _ organizational goals. 

21 
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STRATEGIC COMMUNICATIONS MATRIX 

olen 
[ a | 
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ACTION PLANNING 

1. BACKGROUND 

2. SITUATION 

ANALYSIS 

3. CORE PROBLEM/ 

OPPORTUNITY 

Asynthesis of primary and secondary research on the industry, external envi- 

ronment, organization, product, service or issue. It includes a stakeholder 

analysis and segmentation study that identifies current trends in opinions, 

attitudes and behaviors. Resources such as staffing, facilities and intervening 

publics are also identified. ; 

Two paragraphs. The first is a statement of the current situation anda 

description of the challenge or opportunity based on research. The second 

identifies potential difficulties that could impede success. 

Aone-sentence statement of the main difficulty or prospect, including likely 

consequences if not resolved or realized. 

4. GOAL AND OBJECTIVES 

Goal 

Objectives 

A one-sentence statement of the overall result needed to solve the problem or 

seize the opportunity. It does not have to be quantified. 

Statements of specific results that lead to achieving the goal. Objectives must be 

specific, measurable, attainable, relevant, time-bound, written, cost-conscious, 

and efficient. Evaluation criteria and tools should be included in written objec- 

tives. Key publics should become obvious when drafting objectives. 

5. KEY PUBLICS AND PRIMARY MESSAGES, BIG IDEA, STRATEGIES AND TACTICS 

Key Publics 

Primary Messages 

Big Idea 

A description of each group that must be reached to achieve the goal and 

objectives. Identify: 

¢ Objectives accomplished by each 

¢ Demographics and psychographics 

¢ Relationship with organization or issue 

¢ Opinion leaders 

¢ Self-interests 

¢ Communication channels 

Short summary statements for each public. Similar to sound bites. They iden- 

tify topical information tied to the action needed from that public and how 
it meets their self-interest(s). Create a small number of primary messages, 

typically 1-3 per public. 

A creative strategy on which to build your entire campaign. The “big idea” 
appeals broadly across all key publics. Describe it in one sentence. Include 
three bullets, one each for strategy, visual representation and slogan/ hashtag. 
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Strategies What a public must do to fulfill an objective and the channel(s) to send 
messages to motivate that action. Strategies are public-specific and multiple 

strategies may be required for each public. 

Tactics The creative elements and tools used to deliver messages through specific 

channels. Several tactics are required to support each strategy. Examples are 

story placements, YouTube videos, Instagram reels, Facebook posts, special 

events, infographics, websites and podcasts. 

6. CALENDAR AND BUDGET 

Calendar Organized by public and strategy showing when each tactic begins and ends. 

A Gantt chart is recommended. It helps show the work required as well as the 

flow of the campaign. ACTION PLANNING 
Organized by public and strategy estimating the cost of each tactic. The bud- 

get indicates where costs will be offset by donations or sponsorships. Subto- 

tals are provided for each strategy and public. 

7. IMPLEMENTATION 

Project A list of tasks required to implement each tactic. Use the tactics in the cal- 

Management endar to track all activities required in the campaign. Use the budget to help 

manage actual costs against estimates. 

Tactic Creation Use strategy briefs to align tactics with strategies. Develop secondary mes- 

sages to give credibility to the primary messages embedded in each tactic. 

Facts, testimonials, examples and stories provide the ethos, pathos and logos 

of persuasion. 
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CG) Quality Control Best practices that guide creators and editors in producing quality content. 

Check to ensure tactics support strategies and objectives. 

8. EVALUATION CRITERIA AND MEASUREMENT TOOLS 

Evaluation Specific and measurable results taken from each of the objectives. Focus on 

Criteria outputs, outtakes, outcomes and impacts. 

Measurement The methodologies needed to gather the data for the evaluation criteria. 

Tools These tools must be included in the objectives and in the calendar and budget. EVALUATION 
© 2023 LAURIE J. WILSON, JOSEPH D. OGDEN AND CHRISTOPHER E. WILSON 
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The planning process then starts by setting a goal that directly resolves the iden- 

tified challenge. This goal may or may not be a tangible, measurable outcome. You 

next move forward to determine objectives — specific and measurable outcomes — 

that will ensure the accomplishment of the goal. Specific key publics are next iden- 

tified. These are important stakeholders we must reach during the campaign. The 

process naturally flows to the selection of primary messages for each key public. 

These messages appeal to each key public’s self-interest. Next you will want to think 

creatively about a “big idea.” This will be an overarching strategy or theme that will 

unite the effort among all publics. Once the theme is set, you can choose strategies 

and tactics for each key public that flow from the big idea. Calendaring, budgeting, 

implementation and evaluation are also addressed in a strategic way, using research 

as the foundation for decisions in each step. 

The Strategic Communications Matrix enables professionals in marketing com- 

munication to address problems amdissues of concern to organizations in a strategic 
Sie cag UT SEI cease under- 
standing of how relationships are built between organizations and their publics. 

Summary 
Societies across the globe are dangerously and deeply polarized. There is a lack of 

faith in societal institutions that stems from the proliferation of disinformation, 

economic fears, a mass-class divide and a failure of leadership. Politicians are less 

trusted than ever and seen as incapable of bridging the current political divide. 

Businesses, however, have seen a resurgence of trust. As a whole, they acted well 

during the pandémic and people are looking to them to be catalysts for change on 
societal issues, the environment and the economy. Another shift in trust is to peo- 

ple close to us: our work colleagues, neighbors and friends. The people most trusted 

today tend to be those we interact with most often. 

Communications professionals are well positioned to lead marketing communi- 

cation efforts by leveraging the relationship-building approach to communications. 

Adopting an integrated approach to communications, outreach and marketing is 

more important than ever. 

A quick examination of trends tells us that pay for play is here to stay. There are 

also big opportunities with consumer activism, community building, AI, livestream- 

ing, secure communication and highly visual short-form content. 

Finally, we must remember that effective communication is always strategic. 

We must also understand what our publics and stakeholders want and expect from 

us so we can best deliver on those expectations. The Strategic Communications 

Matrix provides an excellent tool to approach all communications challenges and 
opportunities within the trust-based relationship framework of today’s successful 
organizations. 
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CHAPTER d 
APPLYING POLI INFORMATION AND PERSUASIVE 
COMMUNICATION THEDRIES 

“Data ts only available about the 

past.... The only way you can 

look into the future [is] to have a 

good theory.” 

—CLAYTON CHRISTENSEN 

HARVARD BUSINESS SCHOOL PROFESSOR 

LEARNING IMPERATIVES 

¢ Understand the role of public opinion and its impact on 

successful communication with an organization’s publics. 

¢ Understand the theory and principles underlying 

persuasion and how to use them to change behavior. 

¢ Understand how to use persuasive appeals. 

¢ Understand the legitimate role of advocacy in a free- 

market economy and the ethical standards that apply to 

persuasive communication. 

29 
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ae PERSUASION 

Disseminating information 

to appeal for a change in 

attitudes, opinions and/or 

behavior, 

a PUBLIC OPINION 

What most people ina 

particular public express 

about an issue that affects 

them. 

s communications professionals, we are in the public information and persua- 

A sion business. The ethical basis of marketing and public relations is in advocacy. 

Advocacy means providing “a voice in the marketplace of ideas, facts, and viewpoints 

to aid informed public debate.” Advocacy is an essential sucietal value deeply rooted 

in the U.S. Constitution. Notice, for instance, a citizen’s right in the U.S. legal system 

to an attorney or “advocate.” 

In our function as advocates, we play a critical role in a democratic society with a 

free marketplace of ideas and a free-market economy. We provide information and 

advocate products, services or issues honestly, responsibly and in accordance with 

public and consumer interest. Advocacy is acrucial public service that allows people 

to make informed decisions for their lives. j 
Because we are engaged in public information and persuasion, what we do is 

inextricably tied to public opinion. What publics think and believe directly affects 

how they behave. As we established in the previous chapter, an organization that 

ignores the opinions of its publics simply will not build sufficient trust to survive in 

today’s society. 

In this chapter, we will examine a few communication theories that explain the 

relationship between what people think and how they behave. As Harvard Business 

School Professor Clayton Christensen (2012) explained, theories are tools that help 

us learn how to look at a situation in terms of “what causes what, and why.” 

After sharing his theory of disruption with Andy Grove, the CEO of Intel, 

Christensen explained: “If I had tried to tell Andy Grove what he should think 

about the microprocessor business, he would have eviscerated my argument.... But 

instead of telling him what to think, I taught him how to think. He then reached a 

bold decision about what to do on his own.” Although this text is not designed to be 

a comprehensive treatment of the theories of public opinion and persuasion, these 

theories provide lenses through which we can make sense of communication prob- 

lems, identify ways to address them and predict likely outcomes if certain actions 

are taken. Effective advocacy depends upon our ability to understand and apply 

communication theory. 

Behavior: 
the ultimate objective 
Civilizations have been engaged in public information and persuasion since the 
beginning of time. While much more is now known about what techniques work and 
why, not much has fundamentally changed in the processes used to motivate peo- 
ple to act. What has changed is our precision in applying research to shape specific 
persuasion techniques to more effectively reach and motivate well-defined publics 
using new and constantly evolving media channels. 

In modern times, Walter Lippmann published his seminal work, “Public Opinion,” 
in 1922. His work and the work of subsequent scholars in the field essentially define 
public opinion as what most people in a particular group think, feel and express 
about an issue or event of importance to them. 

In 1923, public relations practitioner Edward Bernays published “Crystallizing 
Public Opinion,” asserting that knowing what people think isn’t enough. To make 



CHAPTER 2 Applying public information and persuasive communication theories 31 

a difference, we have to get them to act on their opinions and attitudes. As import- 
ant as public opinion is, the savvy communications professional will always remem- 
ber that behavior is the final evaluation. According to practitioner Larry Newman, 
in public relations we are ultimately trying to get people to: do something we want 
them to do, not do something we don’t want them to do or let us do something we 
want to do. 

Knowing what our publics think is only useful insofar as it leads us to accurately 
predict what they will do. Even when we simply disseminate information in the pub- 
lic interest, we typically do so with some behavioral expectation in mind. A public 

information campaign about the risk of COVID-19 isn’t just informing people; its 

purpose is to motivate people to practice preventive behaviors like getting a vaccine, 

wearing a mask or washing their hands frequently. We must determine what behav- 

ior we are trying to influence, and then lay the groundwork to get there. 

Shaping attitudes to change behavior 
According to Milton Rokeach (1968), behavior is based on attitude, which he called 

a predisposition to behave. Working in the 1960s and 70s, he created a theory of 

beliefs, values and attitudes (see Figure 2.1), which was further developed by Martin 

Fishbein and Icek Ajzen as the theory of reasoned action and, subsequently, the the- 

ory of planned behavior. Rokeach asserted that the fundamental building blocks of 

our cognitive system are beliefs. Beliefs are inferences we make about ourselves and 

about the world around us. From observation, we infer that the sky is blue, that dark 

clouds result in rain and that most leaves are green. Rokeach said that some beliefs 

are more central to an individual’s cognitive system than others. These core beliefs, 

or values, are typically well established and relatively stable. They are difficult to 

change because they are fundamental to individuals and their belief systems. They 

function as “life guides,” determining both our daily behavior and our life goals. 

o-O Figure 2.1 2 Palen SL — 

fo) Rokeach’s theory of beliefs, values and attitudes 
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to behave) 
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For example, if someone challenges our belief that leaves are green by pointing 

out red leaves on certain trees, it doesn’t really shake our world. But if someone chal- 

lenges our value that a supreme being created those trees, it causes dissonance and 

discomfort because that “value” is central to our cognitions. 

According to Rokeach, collections of beliefs and values organize around a focal 

point, such as an issue, an event or a person, to form an attitude, or predisposition to 

behave. Attitudes determine an individual’s behavior in any given situation. Rokeach 
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uses gardening as an example. The collection of an individual’s beliefs — that garden- 

ing is fun, that it saves money, that it releases tension and that it produces beauti- 

ful flowers — will result in a favorable attitude toward gardening. Given the absence 

of intervening attitudes, a person’s collection of beliefs and resultant attitudes will 

motivate gardening behavior. 

For communications professionals to motivate behavior then, they must under- 

stand and tap into core beliefs and values that shape attitudes. Rokeach found that 

changing the collection of beliefs and values surrounding an issue or event could 

change the attitude and resultant behavior. Remembering that core beliefs are dif- 

ficult to change, we may try to tap into a value and base the alteration of peripheral 

beliefs on that central belief. We may also need to motivate people to change the rel- 

ative importance of a belief or value to help us build a foundation for attitude change. 

Or we may introduce beliefs and values into the collection that hadn’t before been 

considered relevant. At any rate, it is important for us to recognize that people do 

not do something just because we want them to do it or because we think they should 

consider it in their self-interest. People behave in their self-interest as they define it, 

according to their own beliefs and attitudes. Changing behavior requires addressing 

those beliefs and attitudes. 

In the 1970s, Fishbein and Ajzen 980) developed Rokeach’s work further to 

help us understand attitudes and to predict and change behavior. They asserted that 

behavior was not just a result of the influence of attitudes (collections of beliefs and 

$¢ SUBJECTIVE values) but also of subjective norms (see Figure 2.2.) Subjective norms are the way 

NORMS we perceive others expect us to behave. Subjective norms may also be the way we 

Perceived behavioral perceive society expects us to behave. Even more critical may be how we think peo- 

expectations. ple important to us, such as peers and parents, would like us to behave. Fishbein and 

Ajzen’s theory of reasoned action advanced Rokeach’s model using both attitudes 

and subjective norms as the foundation of intended behavior, which then becomes 

behavior. Subsequently, Ajzen (1991) added one additional factor — perceived behav- 

ioral control — to create the theory of planned behavior. 

Rokeach’s work primarily addressed the beliefs and values that are the building 

blocks of attitudes which predispose our behavior. Fishbein and Ajzen studied sub- 

jective norms as an addition to attitudes to formulate behavioral intention. In 1990, 

social scientist and public relations practitioner Pat Jackson developed a behavioral 

We Figure 2:2 —<..seees oe ————$$_____. 
fh Theory of reasoned action, adapted from Fishbein and Ajzen 
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model of public relations (Figure 2.3) that focuses on converting attitudes or behav- 

ioral intentions into actual behavior. His model addresses a public’s progression 

from awareness to actual behavior change as a result of communication efforts. 

In Jackson’s model, the awareness stage is the public information process. Word- 

of-mouth, publicity, online posting, publications and other communications tools 

create awareness and reinforcement of an issue. They should be designed to tie the 

message into people’s existing perceptions and attitudes, or to adjust those attitudes 

if necessary. Awareness efforts must be based on quality research to determine the 

attitudes and perceptions that are the foundation for a certain public’s behavior 

or potential behavior. From this awareness, people begin to formulate a readiness 

to act — an attitude (Rokeach’s predisposition to behave or Fishbein and Ajzen’s 

© Figure 2.3 es 
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Q-O 
aS TRIGGERING 

EVENT 

An event that transforms 

readiness to act into actual 

behavior. 

¥8 INTERMEDIATE 

BEHAVIORS 

Actions that build 

relationships with the 

organization and prepare 

publics for the ultimate 

desired behavior. 

behavioral intention). Converting the attitude into action requires some kind of 

triggering event such as an election in a political campaign or a sale at a clothing 

store. A triggering event transforms readiness into behavior because it helps people 

overcome barriers to action, including lack of time, money or motivation. 

However, triggering events usually start people down the path of engaging in 

intermediate behaviors that eventually lead them to the ultimate desired behav- 

ior. According to public relations experts Allen Center, Pat Jackson, Stacey Smith 

and Frank Stansberry, “Asking right off for the ultimate behavior is usually inef- 

fective.” Communication should encourage intermediate behaviors like attending 

a meeting, interacting with social media content or visiting a website, that help an 

organization build relationships with publics and increase the likelihood that people 

will ultimately engage in the desired behavior. 

Combining Rokeach’s initial formulation, Fishbein and Ajzen’s further develop- 

ment of the theory and Jackson’s behavioral model, we know that understanding 

attitudes is essential in understanding and predicting behavior. And we know that 

influencing and changing the beliefs and values that shape attitudes will allow us to 

influence and change attitudes, which then changes behavior. For example, research 

shows that efforts to stop smoking among Hispanic males are far more successful 

when the appeals focus on family relationships and responsibilities. Smoking behav- 

ior among Hispanic males is facilitated by attitudes comprised of beliefs regarding 

the pleasure and peer acceptance associated with smoking. When beliefs and values 

are introduced regarding relationships with family and children, and how smoking 

affects their health and futures, stop-smoking appeals are dramatically more effec- 

tive. Taking the three models together, we understand that the attitudes underlying 

behavior must be influenced and changed (by altering the set of beliefs), and thena 

triggering event, for example, a workplace “smoke out,” must be used to begin a pro- 

cess of behavior change. Subsequent public relations efforts are focused on encour- 

aging intermediate behaviors that build relationships and prepare individuals to 

engage in the ultimate desired behavior. 

TIPS FROM THE PROS 
Changing behavior one step at a time 

Stacey Smith, senior counsel and partner at Jackson Jackson & Wagner, the behavioral management consulting 
and public relations firm founded by Patrick Jackson, offers additional tips to make changing behavior a bit less 
challenging. 

No one starts out as an Olympic-level athlete, a world-class musician or a Fortune 50 CEO. The behaviors it takes to 
get people to reach such lofty goals are small and steady, little steps exercised again and again, reinforced, and then 
celebrated by others. These “steps” are no different than those used to motivate the behaviors we seek from our 
stakeholders. 
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1. Before getting to the ultimate desired behavior there is a series of smaller, intermediate behaviors which 
reinforce and create confidence in the behavior itself, and prove that the behavior is socially acceptable (or not). 
Though these smaller behavior steps are often thought of as being linear, they do not actually happen that way. 
The most effective intermediate behaviors (those that lead most effectively to other behaviors) must be stim- 

ulated again and again until the ultimate desired behavior is reached. Research can help us identify what those 

intermediate behaviors are likely to be. 

. Different stakeholders will move along the behavioral continuum at different rates and at different times. 

Therefore this is not a “one and done” exercise. Stakeholders who are innovators or early adopters (diffusion of 

innovation) will need less stimulation as they tend to reach the ultimate desired behaviors more quickly than 

others. Stakeholders who are slower to act (typically identified as the early and late majority) will need more — 

and perhaps different — stimulation than others. Finally, laggards (who are by nature the slowest to adopt 

behavior change) are typically not worth the effort. These individuals change behavior at a snail’s pace, if at all. 

Best to let them be. 

. It is critical to identify what barriers may prevent stakeholders from adopting a new behavior. Without this 

understanding, even the most well-written communications and well-executed tactics will fall short. Barriers 

can be structural (money, distance, time, etc.) or psychological (fear of a future impact or a past negative 

experience with a similar behavior). An individual who as a child had many negative school experiences is likely 

to avoid going to their child’s parent-teacher conferences, volunteer at school or help with homework, and 

may hesitate to hold their own children accountable for violating school policies based on a pre-existing bias. 

Uncovering these barriers through research will help you set more realistic goals for behavior change and design 

more effective tactics. 

. Humans are social animals. They want — even need — to be part of a group. For this reason, they will often 

make decisions that are not in their best interest, but are in line with social norms. Motivating behavior 

requires social rewards from influentials, opinion leaders, family and friends. We need to build those rewards 

into our plans by considering the four steps of behavior change: coalition, enforcement, engineering and 

social reinforcement. 

. [t is our responsibility as professionals to make sure these techniques are applied ethically to the work of our 

employer or client. We must remember what is in the best interest of society and humanity and not seek behav- 

ioral change that can be damaging to an individual, a community or a nation. 

Contibuted by Stacey Smith. © Kendall Hunt Publishing Company. 

The influence of mental shortcuts on behavior 
Research in behavioral economics, a field of study that combines principles from 

psychology and traditional economics, has produced valuable insight into how peo- 

ple make decisions. While these theories don’t focus specifically on beliefs, attitudes 

or social norms, they describe the underlying cognitive processes (including mental 

shortcuts) that cause people to behave in ways that aren’t predictable through clas- 

sical economic models. In other words, these theories help explain why people do 

things for reasons other than money. Under certain circumstances these cognitive 

processes may either make it easier or may pose significant challenges to inform- 

ing and persuading publics. The Institute for Public Relations (IPR) has established 
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eS MENTAL 

SHORTCUTS 

Intuitive decisions that 

do not rely on conscious 

cognitive processing. 

a Behavioral Insights Research Center to “help professionals understand how and 

why people think and behave the way they do.” 

Daniel Kahneman (2011) explained that the brain has two different processing 

modes: system 1 and system 2. System 1 works quickly and automatically, with- 

out much cognitive effort and in the background of conscious thought. It allows 

us to make intuitive decisions by relying on mental shortcuts or heuristics. For 

instance, system 1 enables you to stop your car when you encounter a red, octago- 

nal sign at an intersection without consciously processing its meaning. Conversely, 

system 2 works slowly, requires focused attention and takes considerable con- 

scious mental effort. This process is more rational, is rule-based and is used to 

tackle complicated problems involving multiple steps. It allows you to keep several 

ideas in your mind at once. 

Because people generally don’t like to exert cognitive effort if they don’t have to, 

they rely on the intuitive and sometimes error-prone system 1 to make decisions. 

The Arthur W. Page Society (2013) identified a number of cognitive biases emerg- 

ing from system 1 intuitive decision making that are important for communications 

professionals to understand. These mental shortcuts may mean the difference 

between a public being persuaded by your message, ignoring it completely or think- 

ing something other than what you intended. They may also unknowingly influence 

your thinking as you create plans to communicate with your key publics. 

Loss aversion. In situations where people have to weigh the risk of losing one 

thing against the benefit of gaining another, they become risk averse. This 

means that the potential pain of loss infiuences decisions more than the possi- 

ble pleasure of gain. Accounting for this bias may include considering whether 

messages should be framed as a loss or a gain for your targeted public (see 

Rothman et al., 2006). 

Anchoring. People’s decisions are influenced by the most recent idea they have 

been exposed to. The recent idea becomes the baseline, or anchor, for the 

decision. Surprisingly, anchoring occurs even if a person consciously under- 

stands that the recent idea is irrelevant to the decision. Overcoming this bias 

may require an approach that engages a target public’s system 2. One strategy 

that showed promise in recent research was to encourage people to consider 

reasons why the anchor may be wrong (see Nagtegaal et al., 2020). 

Narrative fallacy. People create meaning out of the limited information avail- 

able to them by transforming what they know into simple, coherent narratives. 

However, these stories do not consider the complexities of a situation and 

do not account for chance. They focus on simplified cause-and-effect expla- 

nations. As a result, they may differ significantly from reality and cloud peo- 

ple’s judgment of future outcomes. According to the Page Society (2013), this 

fallacy underscores the need for communications professionals to be “in the 

business of establishing credible narratives,” especially during a time where 

the internet and social media “have exponentially increased the number of 

storytellers and made all of them as visible as their stories.” 

Outcome bias. People tend to focus on the outcomes of decisions rather than 
the complexities and unknowns of the decision-making process. For exam- 
ple, actions or decisions that made sense with information available at the 
time (foresight) can be seen later as imprudent and irresponsible because of 
the outcome (hindsight). Research on this bias has shown that it may be the 
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result of an individual’s need for closure, need for control, need to enhance 
their self-esteem or need to punish or condemn (see Strohmaier et al., 2021). 

Confidence bias. People put too much confidence in their own knowledge and 
expertise, or in the knowledge and expertise of a group of people who think 
like they do, even when there is convincing evidence that their judgments or 
decisions are wrong. Research on overconfidence has demonstrated that 75% 
of Americans overestimate their ability to distinguish between true and false 
information on Facebook. In addition, “those who overrate their ability more 
frequently visit websites known to spread false or misleading news. These 
overconfident respondents are also less able to distinguish between true and 
false claims about current events and report higher willingness to share false 

content, especially when it aligns with their political leanings” (see Lyons et 

al., 2021). 

Using behavior to segment publics 
While demographic data has always been useful in seg- 

menting publics, much more useful is psychographic 

data that includes the values, beliefs, lifestyles and 

decision-making processes of publics. Knowing the 

behavior of publics — in purchasing, recreation and 

other activities — helps us segment them and design 

more effective messages for specifically targeted com- 

munications channels. 

The notion that publics coalesce around issues and 

emerge from specific events is also an important one, 

particularly as we deal with crisis communication and 

crisis management. Psychographics may be of more 

help in profiling these kinds of publics than demo- 

graphics, but even psychographics may be of limited 

worth when segmenting publics by issues or events of 

importance to them. 

As we will see in the next several chapters, behavior is the ultimate objective. The 

matrix leads us through the steps to motivate behavior. It helps to determine which 

publics we need to target and what messages will shape their latent readiness to act 

(attitudes). It also aids in designing the specific strategies and tactics to deliver those 

messages and to trigger desired behavior. 

Public opinion 
Now that we understand how attitudes and cognitive processes influence the behav- 

ior of an individual and, by extension, a group of individuals or public, let’s exam- 

ine how we discover the attitudes held by our publics. Essentially, public opinion is 

the expression of the attitudes of a particular public. Extensive psychological and 

sociological studies have been done on the phenomenon of public opinion. Its mea- 

surement — in an attempt to predict behavior — has become not only a science but 

also a highly profitable career track. Most of the descriptions of the phenomenon 
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contain similar elements and can be synthesized into 

a straightforward definition: Public opinion is the col- 

lection of beliefs, attitudes and opinions expressed by 

the majority of individuals within a particular group or 

public about an issue or topic of interest to them. 

Let’s examine the elements of this definition. 

¢ Public opinion is collective. It is not what just 

one individual thinks; it is the collection of what 

several people think. 

¢ The beliefs and ideas must be expressed to be 

public opinion. Public discussion usually crys- 

tallizes or solidifies opinion into something that 

can be expressed. 

¢ The opinion must be held by the majority of indi- 

viduals within the group. 

¢ The opinion is identified with a certain group 

or public, not the mass or “whoever” is out there. 

The particular group holding the opinion is iden- 

tifiable from the mass. Opinion research uses 

demographics and psychographics to identify 

the specific groups expressing the opinion. 

Shoppers in Mong Kok, one of Hong Kong’s busiest shopping places. ¢ The opinion is focused on a particular issue or 

topic. 

e The masses are segmented into groups or publics differently from topic to 

topic. The issue of embryonic stem cell research will create within the mass 

audience certain public segmentations that will be different than those cre- 

ated by the issue of Palestinian sovereignty in Israel. 

¢ The topic must hold a particular interest to the individuals within the group. 

In other words, it must involve their self-interest. 

¢ Interest is typically aroused and sustained by events relating to the topic or 

issue. The stem cell debate heats up as we begin to lose scientists to other 

nations that have advanced such research. At some point, other news takes 

precedence and attention wanes. But the debate is again fueled when some- 

one famous contracts a disease that could potentially be cured through stem 

cell research. 

© saiko3p/Shutterstock.com 

Opinion formation 
Because public opinion is a collection of individual opinions, the logical place for us 
to begin in determining how public opinion is formed is with the individual. A review 

o-9 of the basic models and principles of human communication will aid us in determin- 
OO FRAME OF ing how individuals form opinions. 
REFERENCE Opinion is basically a thought process. We attach meaning to the world around 
The collective influence of us based on the collective influence of our past experience, knowledge, culture and 
experiences, knowledge, environment. This collective influence is often referred to as our frame of refer- 
culture and environment ence. Within this frame of reference we establish our own personal beliefs, values 
that forms our perceptual and attitudes which were previously discussed as the foundation of our behavior. All 
screen, of our thoughts, ideas and communicative acts are processed through our frame of 
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reference, and no two individual frames of reference are identical. Our frame of ref- 
erence determines how we perceive or sense our world as well as the communication 
of others directed toward us. 

In the mid-1940s, Hadley Cantril (1944) proposed 15 “laws” of public opinion 
that demonstrate the influence of an individual’s frame of reference. Those laws 
can be synthesized into a few basic observations that serve as guides in persuasive 
communication. 

* Opinions are more easily influenced by events than words, but opinion 
changed by events requires subsequent reinforcement. 

* Opinion is basically determined by self-interest, and persuasion is only effec- 
tive if it maintains a consistent appeal to self-interest over time. Opinion 

rooted in self-interest is extremely difficult to change. 

* Information is most effective when opinion is in formative stages. 

¢ If people already trust their leaders, they will allow them the opportunity to 

handle sensitive situations. People trust their leaders’ decision-making more 

when they feel they (the people) have had a part in shaping the decision. 

¢ Public opinion is focused more on expected results than on methods to 

achieve those results. People care more about an outcome than the process to 

reach the outcome. 

Elisabeth Noelle-Neumann (1984) has identified another phenomenon of public 

opinion we characterize as the “sleeper” effect. An individual’s fear of social rejection 

or isolation may cause them not to verbalize an opinion they perceive to be in the 

minority. In other words, vocal groups may suppress mainstream or majority opin- 

ions because the majority believes itself to be in the minority and, therefore, remains 

silent. This “spiral of silence” as Noelle-Neumann termed it, or the “silent majority” 

as former President Richard Nixon called it, is a sleeper factor usually unaccounted 

for in our research unless we dig for it. Noelle- Neumann identified mass media as 

an accomplice in the spiral of silence because their own voice may often reflect the 

minority opinion, but it has become one of the loudest and most dominant voices 

in the free marketplace of ideas. Once the spiral of silence is broken, however, the 

silenced opinion flows forth like water from a breached dam. People quickly discover 

that others think as they do and no longer remain silent. Social media now rivals tra- 

ditional mass media in the public opinion marketplace. It can either exacerbate the 

spiral of silence or have the opposite effect of stimulating the flow of honest opinion. 

The phenomenon of perception 
Perception is an unpredictable phenomenon, largely because it is so individually 

determined. Unless you have a solid understanding of an individual’s frame of refer- 

ence, it is impossible to predict how they will perceive an event, experience or mes- 

sage. In communication we sometimes forget that meaning is in people. Our words 

and messages do not transfer meaning; they can only evoke images in the minds of 

our public that we hope will have similar individual meanings. 

In addition to being very individual, perception also carries with it the power of 

truth. What is perceived by an individual is what they believe to be true. We express 

this in clichés such as “seeing is believing,” but the impact of perception is far greater 

than we usually realize. Whether or not a perception is accurate has no bearing on its 
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oD SELECTIVE 

EXPOSURE 

The function of selecting 

the communications 

channels one chooses to pay 

attention to. 

Ye SELECTIVE 

PERCEPTION 

The subconscious function 

of selecting from the 

millions of daily stimuli only 

those messages one chooses 

to perceive. 

ood SELECTIVE 

RETENTION 

The function of selecting 

from the stimuli perceived 

only those messages one 

chooses to retain. 

power as truth to the perceiver. When police question witnesses of a traffic accident, 

they get as many different stories as there are observers, each absolutely certain 

their version is the truth. 

Sometimes perception is so intimately tied to an individual’s belief and value 

system that it is difficult, if not impossible, to alter it even when it is flawed. Norris 

(1984) calls these “cast-iron” perceptions. Further, some perceptions are shared 

with others in a group and are “preformed.” We have already decided how certain 

things should be and that is the way we perceive them. We call these stereotypes. We 

often stereotype people (e.g., dumb blondes or computer geeks), but other phenom- 

ena can be stereotyped as well (e.g., government is wasteful or red meat is bad for 

you). Stereotypes are often useful in helping us deal with the world around us, but 

they become dangerous when they prevent us from perceiving things as they really 

are. They are also dangerous when they create an environment in which people are 

denied the opportunity to reach their potential. 

As public relations professionals, we should be aware of Klapper’s concepts of 

selective exposure, selective perception and selective retention. Because of 

the barrage of stimuli we receive from our environment, including increasing num- 

bers of messages from people trying to persuade us, our perceptual mechanism also 

works as ascreen or a filter to keep us from experiencing overload. As we learn from 

the uses and gratifications theory of mass media (Katz, Blumler & Gurevitch, 1973- 

74), we choose the media and channels we pay attention to, and we choose those 

messages we want to perceive as well as those we want to retain. This is a critical 

principle in marketing, advertising and public relations. Our professions depend on 

channels to get messages to key publics, but if those publics are not paying attention 

to the channels through which we send messages, or are electing not to perceive or 

retain our messages, our efforts are useless. 

For example, think about how you get your news. Few people read every story 

in their newsfeed from start to finish. As you scroll through an app, you read head- 

lines and look at pictures to decide which stories you want to read. You do the same 

with email. You check the sender and the subject and often delete without opening. 

Individuals selectively perceive far fewer messages than are targeted at them ina 

given day, and they actually retain even less of the content once those messages have 

been filtered through the perceptual screen to determine whether they are useful. In 

fact, studies of selective perception in advertising demonstrate that people actually 

pay more attention to ads and consume more information about a product after they 

have purchased it than before. Just as agenda-setting theory predicts, they are look- 

ing for reinforcement of their purchase decision rather than using the information 

to actually make a decision. 

Selective perception becomes an even more poignant phenomenon when we 

consider how new technologies have given consumers, or publics, control over how 
and if they receive information. As people seek information less from mass media 
and more from increasingly specialized and segmented sources, we must become 
more sophisticated in appealing to their self-interests. Uses and gratifications the- 
ory identifies three motives for media use: environmental surveillance, environmen- 

tal diversion and environmental interaction. A basic assumption of the theory is that 
people choose how media will serve them and use media for their own purposes. 

A problem with this user-driven access to information — and with social media in 
general — is the variable reliability of the information. Now, more than ever, misinfor- 
mation abounds. Anyone witha story to tell, accurate or not, can post it. Blogs, YouTube, 
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Facebook, Twitter, Instagram, Pinterest, Snapchat, TikTok all provide a soapbox for 
expression. Most people know all online information should be verified for accuracy, 
but how many actually do that? We typically believe what we read from traditional 
media news sources. The same goes for what we read online — except online informa- 
tion is much more suspect than information filtered through journalists. 

What all this means for communications professionals is that we must make a 
greater effort to understand the frames of reference of our key publics, use good 
research to try to predict how messages and events will be perceived by those publics 
and design messages that those publics will select, retain and act upon. But we must 
also constantly monitor traditional and social media to find out the information and 
misinformation reaching our publics and respond accordingly. 

Opinion leaders 
One of the most important influences in the phenomena of public opinion and per- 

suasion is an opinion leader. Opinion leaders are those we turn to for advice and 

counsel, typically because they have more knowledge or information about the 

issue in question. We all have a number of opinion leaders in our lives. They may 

be authority figures of some kind, or they may be your next-door neighbor. When 

you get ready to buy a car, to whom do you talk about the best value? Before vot- 

ing on a local referendum, with whom do you discuss it? What blogs or websites do 

you go to when trying to decide on a purchase or a vote or any kind of action? All of 

these sources are opinion leaders for those particular issues or decisions. Whether 

their knowledge and information comes from personal experience, special training, 

extensive reading or another source, you trust their judgment. 

Studies of opinion leaders show that they are usually heavy consumers of media. 

In the 1940s, Elihu Katz and Paul Lazarsfeld conducted studies of voting behavior 

that led to their seminal two-step flow theory of opinion leadership. They found that 

certain individuals within a community search out information from mass media 

and other channels and pass it on to others. (Subsequent research has altered this 

hypothesis to a multiple-step flow, finding that the number of relays between media 

and the final receiver varies.) 

Because of their possession of more information, we consider opinion leaders 

better informed and rely on their advice and counsel. We trust mechanics because 

they consume the most credible, reliable and current information on automobiles 

and auto repair. That mechanic also has much more 

experience identifying problems and making repairs 

than we do. We trust a doctor to be informed and know 

where to go to get the best information on medical 

diagnosis and treatment. We might know a neighbor 

who has a particular interest in the plants and flow- 

ers that grow best in our area. We trust the neighbor’s 

advice because they have acquired knowledge and 

experience with plants that grow well. And their yard 

probably looks terrific. 

As these examples show, opinion leaders can be 

formal or informal. They are specialists on particular 

issues or topics and are better informed on those top- 

ics. Research also shows that opinion leaders tend to be 

a OPINION LEADER 

A trusted individual to 

whom one turns for advice 

because of their greater 

knowledge or experience 

regarding a specific topic. 
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early adopters of new ideas and products. As noted in the first chapter, some of the 

most effective opinion leaders are peers, and the internet is the great equalizer for 

peer-to-peer communication. 

Viral campaigns using opinion leaders are a new reality because people trust oth- 

ers who are “just like” them. While the ethics of such viral campaigns are not yet fully 

sorted out, they are already being used with notable success. 

Measuring public opinion 
“Saturday Review” world columnist Charles Frankel said, “Majority opinion is a 

curious and elusive thing.” It is certainly not stable. It changes from moment to 

moment as circumstances are constantly changing. For that reason alone, any 

measure of public opinion is never absolutely accurate. The moment the survey 

is completed, the interview is concluded or the focus groups are dismissed, the 

results are dated material. 

James Stimson (1991), a well-known scholar in the field of public opinion mea- 

surement, contends that most measures are not accurate predictors of behavior 

because they measure attitudes and opinions in isolation from other members of 

the social group. He points out that individuals may formulate opinions on issues 

when approached, but those opinions are altered, refined and crystallized through 

discussion and interaction with others. Additionally, people do not behave in isola- 

tion; they are part of social systems that strongly influence behavior. 

The Coca-Cola Company learned this lesson the hard way when introducing 

New Coke in 1985 (Schindler, 1992). The new formulation came about in response 

to the wildly successful Pepsi Challenge advertising campaign that had been erod- 

ing Coca-Cola’s market share. Pepsi pitted itself against Coke in head-to-head taste 

tests at malls and grocery stores across the country. A Pepsi representative would 

set up a table with two unmarked cups: one containing Pepsi, and one with Coca- 

Cola. Shoppers were encouraged to taste both colas and then select which drink 

they preferred. The representative would then reveal the identity of the two colas 

with a consensus choosing the sweeter Pepsi over Coke. As a result, Coca-Cola offi- 

cials commissioned “Project Kansas,” a secret effort to reformulate the company’s 

flagship soda. 

Taste tests for the new formula showed a strong preference for it over Coke and 

Pepsi. In opinion surveys, people expressed the belief that if the majority preferred 

the new formula, then Coke should change to it. But acurious phenomenon occurred 

in the focus groups. When the groups began discussion, participants favored a for- 

mula change as they did in the opinion surveys. Then, 

as some members of the groups began to voice their 

“ACKERLEY preference for the old formula, the overriding value 

a oe of personal choice caused individuals within the focus 

groups to change their attitudes in support of the 

rights of those who preferred the old formula (because 

of taste or out of habit). 

However, because quantitative opinion surveys 

were judged, at the time, to provide more credible data 
than qualitative research, Coca-Cola trusted them 
instead of the focus groups, changed the formula and 
scheduled a phasing out of the old. For the first couple © Bettmann/Getty Images 
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of weeks people accepted the new formula; then the outcry of the masses for the 
rights of die-hard Coke loyalists to continue purchasing the original formula forced 
the company to create Coca-Cola Classic — leaving the old formula on the market 
but also scaling back production of New Coke. That is exactly what should have been 
predicted from observing the focus groups. Opinion surveys that measure opinion 
and predict behavior in isolation from the group may be inherently flawed. Coke 
found out that Americans value the right of personal choice more than they value 
the majority’s rule. The New Coke was eventually renamed Coca-Cola 2 and was ulti- 
mately discontinued in 2002. 

Further, the opinion expressed by individuals in a group may reflect a number 

of realities other than the opinion on that particular issue. The expression may be 

indicative of party or organizational loyalty, peer group pressure to conform or a 

reflection of the opinion of an influential whose judgment the respondents trust 

more than their own. And the combination of beliefs and attitudes that are the basis 

for behavior are far more complex and multidimensional than a singular opinion on 

a particular topic. Singular opinions on an issue do not necessarily directly lead to 

behavior. Too many other factors, events and attitudes intervene. Unless the mea- 

suring device is carefully designed and implemented, it may not measure the most 

salient opinion and resultant behavior. The results will be misleading, causing costly 

strategic errors. 

In spite of the difficulties, we must still do our best to measure public attitudes 

and opinions as a foundation for persuasive efforts. Measurement problems are 

identified to aid us in designing research that corrects for and minimizes difficulties. 

This is done to help us understand and better interpret results, as well as to design 

programs that are flexible enough to respond to changing opinions. The methods for 

measuring public attitudes and opinion are described more fully in the next chapter. 

The most typical are survey research, which yields statistical results, and personal 

interviews and focus group research, which provide qualitative results. 

Methods of persuasion 
More often than not in today’s environment, public rela- 

tions engages in disseminating information rather than 

in heavy-handed persuasion. Knowledge and informa- 

tion are key cognitive elements that help shape atti- 

tudes and opinion. Further, public information provides 

the awareness foundation necessary for persuasion to 

effectively motivate publics. Nevertheless, even objec- 

tive information of benefit to a public must be designed 

and delivered in such a way as to draw the attention of 

publics accustomed to filtering out messages to prevent 

overload. The message itself may not be designed to 

persuade, but the targeted publics may need to be per- 

suaded to pay attention to the message. 

Newsom, Turk and Kruckeberg (2013) contend 

that people are motivated to action through power, 

patronage or persuasion. Power may be legitimate 
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5S FRAMING 

Designing a message to 

influence how an issue or 

event is perceived. 

authority, peer group pressure or informal status. Patronage is simply paying for 

the desired behavior, either monetarily, in kind or by favor. Persuasion, the method 

most used by public relations, typically involves information dissemination and 

devises appeals to change attitudes and opinions to achieve the desired behavior. 

Methods and approaches to persuading typically focus on getting a public to pay 

attention to a message, accept it and retain it. Yet persuasive attempts fall short if 

they do not address motivating behavior. Carl Hovland’s Yale Approach suffers from 

just such a shortfall. His four-step approach addresses persuading people to a partic- 

ular opinion through gaining attention, designing the message for comprehension 

(understanding), creating acceptance through appeal to self-interest, and finally, 

ensuring retention through well-organized and presented arguments. Hovland 

believed attitudes change if you change opinion. But, as we have seen, merely chang- 

ing opinions is insufficient. Unless attitudes and opinions are changed in such a 

way that they motivate the behavior we are seeking, we have expended valuable 

resources (time and money) to no avail. Behavior change is not only the ultimate 

measure of success, but also provides the reinforcement necessary to retain an atti- 

tude change. And as Jackson asserted, changing attitudes is not sufficient; behavior 

must be triggered in some way. 

As noted earlier, opinion leaders are tremendously effective in motivating behav- 

ior. A public’s reliance on known and trusted opinion leaders is often the key to moti- 

vating behavior. Reaching opinion leaders with media messages is one of the most 

effective persuasive inethods. 

Using mass media to influence publics 
It is important to consider the effect of mass media in persuasion. McCombs and 

Shaw’s agenda-setting theory contends that mass media do not tell people what to 

think; rather, they tell people what to think about. Media sets the agenda or deter- 

mines what is important, and, as Lazarsfeld reiterates, they serve to reinforce exist- 

ing attitudes and opinions. Uses and gratifications theory affirms that people choose 

the media they pay attention to based on their own needs. Agenda-setting studies 

have also shown that people select what they pay attention to for the purpose of rein- 

forcing the decisions they have already made. People who had already purchased a 

car were the heaviest consumers of car ads. The same phenomenon is true across 

the board. People choose news channels that project their same political and social 

opinions. The vast majority of Sean Hannity’s listeners are people who agree with 

his political, social and economic attitudes. For all of these reasons, media have not 

traditionally been considered persuaders. 

Nevertheless, additional research has discovered what are called second-level 

agenda-setting effects (also known as media framing) that do have persuasive 
power. In their delivery of a story, media “frame” it with a set of attributes that 
affect how the audience perceives the story. In many cases, frames are created by 
the choice of words used to describe aspects of the story. For example, the term 
“illegal alien” carries a different meaning than the term “undocumented worker.” 
In an extreme example, media may report that a man drank the water from a well 
and died. The impression is that the water was contaminated and killed him. But 
detail omitted from the brief media report may have changed the perception had 
it been included. Suppose the man was suffering from terminal cancer and had 
returned to the farm of his youth to drink once more from its pure water before he 



CHAPTER2 Applying public information and persuasive communication theories 

died. That changes the story entirely. There is no question that media frame stories 
and thereby inject bias, whether intentionally or not. In public relations, we “frame” 
messages to persuade publics. But we must always use care to never frame messages 
in deceptive or manipulative ways. 

We live in a world where some media personalities seem to have transcended the 
role of information provider and agenda setter; certain commentators and news- 
casters have obtained a celebrity status that has made them as influential as opin- 
ion leaders in shaping public opinion. Research has shown that cable news viewers’ 
attitudes about Syrian refugees were influenced by how the networks framed the 
threat risk of the refugees and whether the refugees were described as Christian 
or Muslim (Nassar, 2020). Similarly, the frames used to present stories about civil 

rights protests, whether they were described as legitimate protests or riots, shaped 

what news consumers thought about the protestors and the police officers who were 

there (Kilgo & Mour4o, 2021). As advancing technology exacerbates the isolation of 

individuals in our publics, media celebrities like Tucker Carlson, Rachel Maddow, 

Lester Holt and Anderson Cooper have become increasingly influential. 

Out of mass media research have come other theories that prove useful to our 

persuasive efforts. Media priming is one such theory. Research has shown the power 

of media to “prime” publics at crucial points in a political or social process. The 

salience or importance of issues is affected by the amount of media coverage those 

issues receive. While priming effects diminish over time, new stories can be intro- 

duced to revive the issue at key points in a debate, election or other decision process. 

As skilled public relations practitioners place truly newsworthy stories in media, we 

can activate priming to our persuasive advantage. 

A powerful example of this occurred in the Elizabeth Smart case. Elizabeth was 

abducted at age 14 from her family’s Salt Lake City home on June 5, 2002. The 

story made national news, but the search for Elizabeth turned up nothing in the 

days that followed. Nonetheless, Chris Thomas, an adept public relations expert 

hired by the Smart family, kept the story alive locally, releasing new information 

and details about the investigation every few days or weeks until Elizabeth was 

found nine months later on March 12, 2003, in Sandy, Utah, 18 miles from the site 

of her abduction. This is an extraordinary example of media priming — being able 

to keep the story alive for nine long months. Elizabeth was found because mem- 

bers of the public recognized her captors Brian Mitchell and Wanda Barzee from 

news pictures they had seen — despite the fact that they were all wearing wigs at 

the time of their capture. 

Another useful mass media theory is Everett Roger’s diffusion of innovations, 

which describes how new technologies and ideas are adopted by a society. There are 

two key elements of this theory that are important for communicators to under- 

stand. First, research has shown that adoption follows an S curve; it starts slow, picks 

up speed in the middle, and then slows down at the end. People can be categorized 

based on the point in time they are most likely to adopt a new innovation or idea: 

innovators, early adopters, early majority, late majority and laggards. Early adopt- 

ers are highly likely to become opinion leaders for those who are likely to adopt the 

innovation after them. Second, research found that people go through a five-step 

decision-making process before adopting a new technology or idea. 

1. Awareness. The person learns about the innovation or idea, typically through 

amass media or social media channel. 

O-O 

a PRIMING 

Increasing the salience 

of a public issue through 

strategically timed media 

coverage. 

QO 
OO DIFFUSION OF 
INNOVATIONS 

The process by which a 

new technology or idea is 

adopted by a society. 
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MINT CASE 
Restoring a tourism industry 
Discover Puerto Rico and Ketchum 

In 2017, Puerto Rico found itself in the path of two deadly hurricanes: Irma and Maria. Irma, a Category 5 storm, 

brushed by Puerto Rico’s north coast on September 7th. It caused $700 million in damage, left 1 million people 

without power and killed four people. Just two weeks later, Maria, a Category 4 storm rated as the third-strongest 

hurricane ever to hit the U.S., engulfed the island, causing catastrophic damage to the island’s infrastructure and 

utilities and killing nearly 3,000 people. 

Part of the island’s recovery efforts focused on rebooting its tourism industry. A significant challenge for Discover 

Puerto Rico, a non-profit established by the Puerto Rican government to promote tourism to the island, was the 

media-influenced perceptions of tourists about the island’s recovery. News coverage of the hurricanes showed wide- 

spread devastation. 

CORE OPPORTUNITY 

Discover Puerto Rico and its PR agency Ketchum worried that as the one-year anniversary of the hurricanes 

approached, the news media would again focus on the destruction, reinforcing the narrative that Puerto Rico wasn’t 

a Safe place to visit, rather than tell the story of Puerto Rico’s recovery. 

© NAPA/Shutterstock.com 
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DISCOVER PUERTO RICO’S STRATEGY 

Their communication strategy took advantage of being at the top of the media agenda. It focused on reframing 
the anniversary coverage by reframing the most iconic visual of Hurricane Maria’s destruction — an empty intersec- 
tion where “S.0.S. Necesitamos Agua/Comida” was written in large letters that were visible from the air — as an 
image that showed how far Puerto Rico had come in its recovery. The reframed image showed the same intersec- 
tion full of cheering residents standing next to the words “Bienvenidos #covertheprogress.” Ketchum and Discover 
Puerto Rico used this reframed image to invite the media to share “the true stories and scenes of the resilient 
people who have brought the island back to life” (Discover Puerto Rico, 2019). 

Ketchum and Discover Puerto Rico applied the following theories to address the opportunity. 

Agenda setting: Research showed that major media outlets often run anniversary stories about major natural 
disasters. In other words, Ketchum and Discover Puerto Rico could accurately predict when negative stories 

about Puerto Rico would be on the media agenda. 

Framing: Their research also found that anniversary stories of major natural disasters often “recycle negative 

images” from the initial coverage. Based on this knowledge, Ketchum and Discover Puerto Rico could predict 

that anniversary coverage of the hurricanes would be framed in terms of their destruction and devastation, 

reinforcing the narrative that the island wasn’t a good place for tourists to visit. 

RESULTS 

¢ 1billion earned and social media impressions. 

¢ 70% positive coverage. 

¢ 50% growth in positive conversations of tourism in Puerto Rico. 

¢ 23% improvement in positive perceptions of Puerto Rico as a tourist destination. 

¢ 9.4% increase in tourism in 2019. 

2. Persuasion. The person considers the relative advantages and disadvan- 

tages of adopting the technology or idea based on their self-interest. They 

also rely on opinion leaders’ experience with the technology or idea to inform 

their decisions. 

3. Decision. The person decides whether to adopt the innovation or idea. 

4. Implementation. The person uses the innovation or idea and evaluates its 

usefulness. They may also continue to seek more information about it. 

5. Confirmation. The person seeks information that will validate their decision. 

New information may cause them to change their decision. 

Persuasive appeals 
Effective persuasion always requires some kind of appeal to self-interest. As will be 

fully explored in a later chapter, self-interest should not imply selfishness. Often 

the most effective persuasive appeals are to our publics’ better nature: for the 

benefit of community or society or disadvantaged populations. Appealing to the 

self-interest of those you are trying to motivate is an essential element of all per- 

suasive messages. 
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Ye PERSUASIVE 

APPEAL 

Appeals to self-interest to 

enhance persuasion and 

motivate behavior. Most 

likely involve ethos, pathos 

and logos. 

Ba LOGICAL APPEAL 

A claim supported by 

credible evidence (logos). 

®) 

ob EMOTIONAL 

APPEAL 

Creating a positive or 

negative feeling leading 

to a behavioral response 

(pathos). 

3% SOURCE 

CREDIBILITY 

An appeal using an expert or 

trustworthy source (ethos). 

Perhaps the most effective formula for persuasive appeals dates back more than 

two millennia to the philosopher and rhetorician Aristotle. His classic logos (logical 

argument), pathos (emotional appeal) and ethos (source credibility) are as salient 

today as they were in ancient Greece. These three appeals constitute the majority 

of persuasive appeals used in communication. These appeals should be carefully 

selected to address your public’s overriding self-interest. 

The message itself is a key element of a persuasive appeal. It should appeal to 

an individual’s self-interest and use appropriate logical or emotional appeals based 

on research. A message using a logical appeal makes a claim, provides credible evi- 

dence to support the claim and explains the logical connection between the claim 

and the evidence. Logical appeals require people to actively evaluate the evidence 

and reasoning of the appeal, which they are more likely to do when they are highly 

involved with an issue and enjoy thinking deeply about different ideas. 

A message with an emotional appeal seeks to influence a person’s interpre- 

tation of their current situation, which leads to either a positive or negative feel- 

ing about it. For example, if you encounter a large, wild animal during a daytime 

trip to the local zoo, your interpretation of that situation will produce a different 

emotional response than if you encounter the same large, wild animal wandering 

freely into your mountain campsite. Emotional appeals are powerful because they 

can produce physical reactions within us, such as an adrenaline rush or increased 

heart rate, which lead predictably to a behavioral response. In the case of the zoo 

visit, we are thrilled to get close and watch the animal wander around its habitat. 

In the case of the campsite, we fear for our lives and may try to scare the animal 

away. Common emotional appeals in strategic communications include fear, guilt 

and shame on the negative side and love, humor, pride and joy on the positive 

side. Carefully consider the use of emotional appeals that invoke negative feelings. 

Trying to persuade using guilt or shame can often cause a defensive reaction to our 

attempt to persuade. 

Equally as important, the source of the message must be carefully selected. 

Research on source credibility has found that our perceptions of a message source 

matter more than the actual credibility of the source. Typically, people evaluate the 

credibility of a source using two criteria: trustworthiness and expertise. A trust- 

worthy source is one that a target public believes will tell them the truth. Similarly, 

an expert source is one that the target public believes is well informed ona particular 

topic. Research by psychology expert Robert Cialdini (2006) found that we are more 

likely to be influenced by a message when it comes from someone we perceive as an 

authority or from someone we like. 

Authority. People follow the advice of someone they trust who has knowledge 

on the subject. 

Liking. People are more likely to be influenced by people they like. People like 
others who are similar to them, who pay them compliments and who cooperate 
with them. 

Research-based persuasion efforts 
As you can see from the preceding discussion, while much research has been done 
to understand and perfect the persuasion process, there are too many variables in 
the human psyche and behavior for persuasion to be an exact science. Every public, 
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every situation, every purpose is different and requires extensive examination and 
analysis. No perfect formula exists. Every effort to persuade is different; no two are 
alike, although some similarities may exist. Each effort will require fresh thought 
and new ideas, based on solid research. We need to do research to understand our 
publics intimately. We need to know their demographics and psychographics and 
refrain from relying on old research for that information. Fresh data and ongoing 
research is necessary to understand the continually changing publics we address. 

Further, new research into persuasion techniques and appeals is constantly 
emerging. For example, we know from research that widespread use of prod- 
uct-warning labels may be responsible for consumer desensitization to their safety 
information. They are no longer an effective communications tactic to convey 
safety procedures. Research also tells us that when we want to get a public to adopt 

a preventive behavior such as getting a flu shot, that a gain-framed message is more 

effective (e.g., avoid getting sick this winter.) But when trying to motivate screening 

behavior such as getting a mammogram, loss-framed messages work best (e.g., fail- 

ure to detect tumors early limits your treatment options.) 

Similarly, much research has been conducted on different public segments. We 

have extensive data on the attitudes, lifestyles, values, behaviors, preferences and 

media use of every conceivable public segment. We have available to us extensive 

and continually updated profiles of publics based on age, ethnicity, religion, recre- 

ation, political leanings, special interests, hobbies, professions and every other possi- 

ble segmentation. We know their media habits, their information preferences, their 

opinion leaders. In today’s data-rich environment there is no need for guesswork. 

We have information literally at our fingertips to construct persuasive efforts 

that have high probabilities of success. If we fail, we probably didn’t do the research. 

The point is that we need to access the most current data and studies to select our 

channels and tactics and to construct our messages and appeals so they are the most 

effective. The techniques shown in Figure 2.4 are only a sample of the kinds of tips 

we can glean with a little careful research. 

The ethics of persuasion 
At the heart of much of the conflict between journalists and marketing, advertising 

and public relations professionals is the question of ethical practice. Whereas ethical 

codes for journalists are based on objectivity, the ethical basis for our communica- 

tion efforts is in advocacy. That foundation does not make the practice of persuasive 

communication less ethical. In fact, advocacy is key to the effective functioning of a 

democratic society and a free-market economy. 

Because of the influence of marketing, advertising and public relations in our 

society, it is of primary importance that persuasive appeals be used in an honest 

and ethical manner. The Institute for Propaganda Analysis has formulated a list of 

persuasive appeals designed to mislead (Figure 2.5). Sometimes called “propaganda 

devices,” these appeals raise the question, is there a difference between persua- 

sion and propaganda? Some consider persuasion ethical and propaganda unethical 

because of its attempt to distort or mislead. Others contend they are the same, the 

judgment of propriety being a matter of perspective. 

Whereas some of the “propaganda devices” in Figure 2.5 are clearly unethical, 

others are used quite ethically in persuasive campaigns. For example, “name-call- 

ing” is widely used as labeling an issue or event for ease in reference. A short label 
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Pat Figure2.4 = . ae S a 

~o Guidelines for changing attitudes and opinions 

SOURCE CREDIBILITY (ETHOS) 

* A highly credible communicator is more likely to per- 

suade opinion change than someone with low credibil- 

ity; nevertheless, the communicator's credibility is less 

of a factor over time since people tend to remember 

ideas longer than they remember sources. 

Communicators’ motives affect their ability to per- 

suade and motivate. 

Communicators are more effective if they express 

some views shared by the audience. 

The audience’s opinion of the persuader is often SELECTIVE PERCEPTION 

directly influenced by its attitude toward the message. 
* The people you most want to reach in your target 

audience are the least likely to be present or to choose 
RATIONAL APPEALS. (LOGOS) to perceive your communication. 

* The people who are most likely to be influenced by 

a rational appeal are those who already have a high 

level of involvement and are motivated to think 

deeply about your argument. 

Successful persuasion considers the beliefs and 

values underlying attitudes as well as attitudes and 

opinions themselves. 

The quality of your evidence will make or break the 

persuasiveness of your message. 

The most effective messages contain supporting and 

opposing viewpoints and provide a refutation of the 

opposing view. 

Desired opinion change is more likely if you explicitly 

state your conclusions rather than letting the audi- 
ence draw its own. 
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reference is selected based on the perception or image it conveys. The same revo- 
lutionaries in a developing nation are alternately considered both terrorists and 
freedom fighters, depending on your point of view. The label is consistent with the 
labeler’s perception, not necessarily intended to mislead. To detractors, such a label 
is considered “propaganda;” to supporters it is an accurate depiction of reality. 

In fact, persuasion actually began as propaganda and was not considered “evil” 
until World War II when Nazi Germany engaged in the practice. In the 17th century, 
Pope Gregory XV established the College of Propaganda to train priests to prose- 
lyte to propagate the faith. The United States engaged in propaganda efforts in both 
world wars, not only directed at the populations of Europe but also at Americans 
(e.g., Rosie the Riveter). Perhaps the most reasonable approach to evaluating per- 
suasive methods and appeals is to avoid the persuasion versus propaganda debate 

and to simply follow ethical standards that prevent us from manipulating informa- 

tion and publics. 

Appendix C contains the codes of ethics from a number of research and advo- 

cacy-based professional associations such as the American Marketing Association, 

the American Advertising Federation, the Association of Institutional Research and 

ane PUTIN CY 71 Sie ere = 

Persuasive appeals or propaganda devices 

Name-calling: Giving an idea a label, either good or bad, to encourage the public to accept and praise or reject and 

condemn the idea without examining evidence. 

Glittering generality: Associating something with a “virtue word” that is designed to encourage the public to accept 

and approve the idea without examining the evidence, 

Transfer: Transferring the aura of authority and prestige of a celebrity or opinion leader to a product, person or idea to 

persuade the public to accept or reject it. 

Testimonial: Endorsement of a product by a celebrity or opinion leader who actually uses it. 

Plain folks: Attempting to convince the public that a speaker's (often a politician's) ideas are good because they are 

“of the people” or because the speaker is “one of us.” 

Card-stacking: Selective use of facts to tell only one side of the story, often obscuring the other side. 

Bandwagon: Appealing to conformity with the majority to persuade by encouraging the public to join their friends 

and neighbors because “everybody’s doing it.” 

Emotional stereotypes: Evoking an emotional image like the “ugly American” or a “PR flack.” 

IHicit silence: Withholding information that would clarify a situation or correct an incorrect impression or assumption. 

Subversive rhetoric: Attacking the spokesperson rather than the idea, a device frequently used in political campaigns. 

Source: The Institute for Propaganda Analysis 
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the Public Relations Society of America. Following those codes will help us ethically 

engage in persuasive communication. 

According to retired television commentator Bill Moyers, the challenge for com- 

munications professionals engaged in persuasion is to do so ethically. Although many 

practitioners are held to ethical codes of conduct either through their employers 

or professions, anyone using persuasive devices should meticulously examine the 

integrity of their methods. Researchers Sherry Baker and David Martinson (2001) 

developed a tool called the TARES test to help communicators evaluate the ethics of 

their persuasive intentions and communication. TARES is an acronym that encom- 

passes the following ethical guidelines. 

Truthfulness (of the message). Ethical communicators must tell the truth. 

However, sometimes the truth can be used to deceive. At its heart, the princi- 

ple of truthfulness depends on the intention of the persuader. True informa- 

tion should be communicated without an intent to deceive. 

Authenticity (of the persuader). Ethical communicators must have integrity 

and personal virtue. Not only must they do the right things, but they must also 

have the right motivations for doing those things. Ethical communicators are 

also sincere and genuine. This means they should support and believe in the 

company, product or person they are advocating. Finally, ethical communica- 

tors must be loyal to their employer and, at the same time, maintain indepen- 

dence to follow their own moral compass. 

Respect (for the persuadee). Baker and Martinson wrote that respect for those 

who we attempt to persuade is the heart of the TARES model. We must think of 

those we are persuading as human beings with individual worth, and respect 

their right to make choices that are different than what we intend. 

Equity (of the persuasive appeal). Ethical communicators cannot take advan- 

tage of another’s circumstances or lack of knowledge to notch a victory. 

Persuasion attempts must be fair. This means that communicators must work 

to level the playing field so persuadees aren’t manipulated. This principle can 

be characterized as the Golden Rule of persuasion: “Persuade others as you 

would want to be persuaded.” 

Social responsibility (for the common good). Ethical coinmunicators must 

think about the impact of their persuasive efforts on society and not just on 

their employer’s bottom line. Will advocating for a client, product or idea do 

harm to individuals or society at large? This principle is the embodiment of 

the relationship approach to public relations discussed in Chapter 1. 

Ethical decision-making is critical to our reputation as professionals. Although 
ethical codes and behavior are addressed more fully in a later chapter, it should be 
noted here that all decisions we make as communications professionals affect the 
profession itself, as well as our own status and reputation. No decisions are free from 
ethical considerations; every decision we make as practitioners has ethical conse- 
quences. Being aware of those consequences and carefully examining our proposed 
plans and behaviors according to sound ethical principles will help us avoid the eth- 
ical land mines that some of our colleagues unwittingly encounter. 

Persuasion in and of itself is not unethical. Advocacy has a strong history and 
important role in our free society. Nevertheless, it must be conducted according 



CHAPTER 2 Applying public information and persuasive communication theories 

to principles that support not only the public interest but also the public’s right to 
know and choose. 

Summary 
Marketing and public relations is the business of disseminating information, per- 
suading opinion change and motivating behavior. Since behavior is based on values, 
beliefs and attitudes, it is imperative we understand how to influence those cogni- 
tive elements or we will not meet with success. It is equally important to under- 
stand the cognitive processes publics apply in making their behavioral decisions. 
Sometimes providing public information is enough; often it is not. Persuasive 
methods, used ethically and responsibly, are inextricable elements of advocacy 
communication. 

Application case 
Consequences of climate change: 
Spreading Lyme disease 
from New Hampshire’s public health system and Jackson Jackson e Wagner 

In 1975, researchers wondered why a large number of children were being diagnosed 

with juvenile rheumatoid arthritis in Lyme, CT, and two neighboring towns. They 

found that tiny deer ticks infected with a spiral-shaped bacterium were responsible 

for the outbreak. Thus, Lyme disease got its name. 

As summers have lengthened and gotten warmer, these ticks have spread across 

the country (reported in nearly all states in the U.S.), but 95% are concentrated in 

the coastal Northeast, mid-Atlantic states, Wisconsin, Minnesota and northern 

California. 

New Hampshire’s public health system was determined to find a way to lower the 

transmission and impact of this disease and asked for assistance in raising aware- 

ness and changing behaviors among adults and children when they are outside. Yet, 

as always in the public health arena, there was limited funding. It was determined 

to target those: (1) who are most at risk of Lyme disease, (2) who could serve as role 

models for others, and (3) who could be more easily — and inexpensively — reached. 

Assume you have been hired by New Hampshire’s public health system to provide an 

analysis of the potential publics and how best to reach and persuade them. Use the 

information provided in this case and principles from this chapter to complete the 

following tasks. 

1. Use Klapper’s concepts of selective exposure, selective perception and selec- 

tive retention to determine which potential publics could be most easily and 

inexpensively reached regarding the issue of Lyme disease. Show your thinking. 

Explain how specific insights from these theories influenced your analysis. 
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2. Apply what you learned about opinion leaders and public opinion to deter- 

mine which potential publics could serve as role models for others on the 

issue of Lyme disease. Show your thinking. Explain how specific insights from 

these theories led to your recommendations. 

3. Use either Rokeach’s theory of beliefs, values and attitudes or Fishbein and 

Ajzen’s theory of reasoned action to determine which potential publics could 

be most at risk (i.e., achieve the greatest value in changing their behaviors) of 

contracting Lyme disease. Show your thinking. Explain how specific insights 

from these theories affected your thinking. 

4. Identify a public that meets all three of the criteria specified in the cam- 

paign strategy. Use Pat Jackson’s behavioral model to outline a communica- 

tion strategy that could move that public from awareness of Lyme disease to 

engaging in outdoor behaviors that reduce the transmission of the disease. 
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CHAPTER ; 
COMMUNICATIONS RESEARCH METHODS 

“Communications research 

provides a foundation for the 

entire public relations process 

from landscape assessment to 

objective-setting to strategy 

development to tactical creativity 

and performance evaluation.” 

—MARK WEINER 

CHIEF INSIGHTS ADVISER, PUBLICRELAY 

LEARNING IMPERATIVES 

¢ Understand the necessity of research as a foundation for 

decision-making. 

¢ Recognize the variety and sources of information available. 

¢ Understand the basic research methodologies for effective 

communications research. 
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ae RESEARCH 

Gathering and using 

information to clarify an 

issue and solve a problem. 

SS FORMATIVE 

RESEARCH 

Research used as a 

foundation for campaign 

planning, 

¥8 EVALUATIVE 

RESEARCH 

Research used to determine 

the effectiveness of 

campaign implementation. 

n the last two decades, research in the communications field has exploded. Be- 

fore this time, it was often considered an unaffordable luxury. Now we seem to 

abound in data, so much so that we sometimes drown in it. The key, now, is to sort 

through and synthesize data into usable information to help us make wise decisions. 

Not only do most successful organizations now do research, but there are a pleth- 

ora of specialized consultants and research firms which have taken market, social 

media, environmental, communications and organizational research to levels of 

sophistication never before dreamed. Whereas in the past, communications practi- 

tioners found themselves begging for a pittance to find out what their publics thought, 

they now have executives whose first question is, “What does the research say?” 

As a result, our challenge is no longer to convince practitioners to do research. 

At this point in your education or career, you have probably learned the value of 

research and measurement and how to do it or how to buy it. Further, there are now 

dozens of texts and handbooks as well as online resources for conducting research. 

The challenge is to provide the basic framework for thinking about and organizing 

research and analysis, and then, in the next chapter, to apply it in the strategic plan- 

ning process. 

The role of research 1n 
communication 
Research is only as good as its application to the problem-solving process. Research 

can contribute to this process in two ways. First, communications professionals use 

formative research to guide their planning efforts. This might involve conducting 

research to better understand an organization, to identify problems or opportuni- 

ties or to analyze and segment publics. Second, evaluative research helps com- 

municators gauge the effectiveness of tactics, techniques or strategy. Copy testing, 

monitoring progress during a campaign and determining the overall success of a 

campaign are all examples of evaluative research. In other words, communications 

professionals are involved in research at every step of the strategic communica- 

tions process. 

To be research-oriented means gathering and basing decisions on information as 

part of your daily routine. To be effective in communicating with an organization’s 

publics, we must be constantly listening to them and scanning the organization’s 

operating environment for information. We should establish good communications 

channels so information is constantly flowing to us — resulting in adjustments and 

refinements of our efforts as plans proceed. 

Research helps us to: 

e Save time and money. 

¢ Understand our publics. 

¢ Make sound decisions. 

¢ Avoid mistakes. 

¢ Discover new ideas. 

¢ Identify potential publics. 

¢ Identify communications channels. 
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¢ Justify plans. 

¢ Connect with communities. 

As professional communicators we should be wary of “gut reactions,” knowing 
what we know about how people perceive and misperceive, as well as how our brain’s 
mental shortcuts can produce biased decisions. Always test the information that 
leads to conclusions, and especially to key decisions. The next chapter provides a 
research guide of the information you need to meet the various challenges of an orga- 
nization and to plan strategically to seize opportunities. In this chapter, we identify 
some of the best sources of information and the methodologies used to obtain it. 

Research methods and the 
diversity of tools 
Research methods are often categorized as formal and informal, quantitative and 

qualitative, and primary and secondary. Nevertheless, these categorizations are not 

parallel. For example, formal research is not necessarily quantitative research, nor 

is it always primary research. A few definitions regarding research will help to avoid 

confusion. 

Formal and informal research. Formal research implies a structured study. It 

is governed by the rules of the scientific method that include previously iden- 

tifying what you hope to learn, how and from whom. Because it follows uni- 

versal rules of research, the findings are more accurate and reliable. Informal 

research is less structured and more exploratory. It does not follow specific 

rules. Nevertheless, it often provides valuable insight to lead us in directions 

of more formal discovery. 

Quantitative and qualitative research. Quantitative research transforms 

information about individuals into numerical data that can be interpreted 

by statistical analysis. While descriptive statistics provide basic summaries 

of this type of data, such as frequencies, percentages and averages, inferen- 

tial statistics use the laws of probability to draw conclusions about a larger 

population based on data collected from a representative sample of that pop- 

ulation. This type of research is valuable for determining how many people 

hold certain beliefs, values and attitudes and statistically examining the rela- 

tionships among those concepts. Qualitative research is focused on under- 

standing how individuals and groups make sense of the world. This type of 

research can uncover rich insights about why a particular group of people has 

certain beliefs, values or attitudes, or how that group of people developed a 

particular view on an issue. While qualitative research may be supported by 

some descriptive numerical data, the data themselves are usually comprised 

of transcripts of spoken words that can be analyzed for patterns and themes. 

Even though this type of research is not statistically representative of a given 

population, it can still be governed by the rules of the scientific method. Focus 

groups, for example, are a qualitative tool. They may be informal discussions 

but are more often formal research yielding important insights into a public’s 

o-} FORMAL 
RESEARCH 

Data gathering structured 

according to accepted rules 

of research, 

OO INFORMAL 

RESEARCH 

Less-structured exploratory 

information gathering. 

O-O 

36 QUANTITATIVE 
RESEARCH 

Using research methods that 

yield reliable statistical data. 

OO QUALITATIVE 
RESEARCH 

Using research methods that 

provide deeper insight into 

attitudes and motivations 

but don’t provide statistical 

significance. 
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Ye PRIMARY 
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current purpose. 

of SECONDARY 

RESEARCH 

Information previously 

assimilated for other 

purposes that can be 

adapted for your needs. 

perceptions, attitudes and motivations. Now that focus group methodology 

has actually become a dominant method of market research, the rules of 

research governing this methodology are meticulously followed to ensure the 

most accurate insights. Although the method is classified as formal research 

because it follows rules and structure, it is still typically a qualitative approach 

that yields in-depth understanding but no statistical data. 

Primary and secondary research. Primary research implies gathering the 

information firsthand for a specifically identified purpose. It doesn’t neces- 

sarily refer to survey research. Personal interviews and focus groups, as well as 

mail and telephone call analysis, yield primary information. Primary research 

is any type of qualitative or quantitative research that you implement your- 

self or contract out for a particular purpose. Secondary research is primary 

research data originally collected for a different purpose that is now being 

drawn upon for a new use. Typically, it is cheaper and faster to use second- 

ary research. In this era of omnipresent data, you should exhaust secondary 

sources before embarking on any costly primary research efforts. 

Given these definitions, the research tools become more difficult to catego- 

rize. Focus groups may be formal or informal. They are typically qualitative, but if 

enough groups are conducted, some quantitative data analysis may be done on the 

results. Results are primary research when you organize and conduct them for the 

immediate purpose, but reviewing transcripts and analyses of focus groups con- 

ducted for other purposes is secondary research that may shed light on the problem 

you are trying to solve. 

Similarly, personal interviews may be informal and qualitative research. They 

may be one of your “listening” techniques. Or, given more structure and an appro- 

priate research design, they may be formal and quantitative, allowing statistical 

analysis with a high degree of confidence that the results reflect the opinions of the 

larger population. They would be a primary research tool if conducted for the proj- 

ect at hand, yet may be useful as secondary data in subsequent programs. 

Whether the research you do is formal or informal, quantitative or qualitative, 

primary or secondary, depends largely on what you need and how you structure it. 

You should determine your purpose (what you are hoping to accomplish with the 

research) and what you are trying to find out from whom, before you decide on the 

best tools to use and how to structure the effort. 

Secondary research 
Organizational research 
The first place to begin in gathering information is within the organization itself. 
Many kinds of research tools are available to help gather and assess the information 
available to you. A communications audit examines all of the organization’s commu- 
nications to see ifit supports the organization’s mission and message. Environmental 
scanning within an organization monitors the mood and feelings that exist among 
the employees, customers, investors, suppliers and many other publics of the orga- 
nization. Online, mail and telephone analysis helps you track what issues cause 
concern among your publics. Social media analytics help to monitor your reach and 
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relationships. Certainly customer service and com- 
plaint sites help you track opinion trends and potential 
problems. 

Important background information about your 
company or your client is found in the publications, 
websites and social media sites of the organization. 
Employee publications, blogs, digital communications, 
annual reports, brochures and marketing materials, 
policy and procedures manuals, organizational charts, 

sales and accounting records, histories and any other 

material available from the organization, either in 

hard copy or electronically, can be valuable informa- 

tion. Keep in mind that such material usually possesses 

an inherent bias, and you need to look outside the 

organization as well as inside to make sure you have 

the complete picture. Organizations do not often open their closets to display the 

skeletons through their own printed and electronic material. You will get rich infor- 

mation about the organization through its material, but you will not usually get the 

bad news. And, not knowing the bad news may sabotage your communication efforts. 

While the organization itself is the place to start your research, it should never be 

your only source. 

The organization may also have data from past surveys or research. You may need 

some primary research to determine the mood and opinion of employees. Most orga- 

nizations would benefit by taking a searching look inside before focusing research 

efforts externally. 

Internet and library research 
Information technology and the computer revolution have given us access to incred- 

ible resources for research. Information that would take weeks or months to find 

from original sources is now readily available at our fingertips. The communications 

professional of today and of the future must understand how to get good data from 

the internet to compete in this new environment. 

Online research gives the researcher access to the collections held by thousands 

of libraries and organizations and to databases full of information and references. 

Nevertheless, much is still available in library documents that may be difficult to 

find or expensive to secure elsewhere. Most of us underestimate the value of the data 

available in our local college and public libraries. And unless you actually take the 

time to investigate, to talk to a resource librarian or to just explore the collection, 

you will not appreciate the vast amount of information at your fingertips. 

Remember the latest census? It’s available on the internet. In that census, some 

people received a more in-depth questionnaire than the rest of us, and the psycho- 

graphic data are accessible as well. Further, the census is continually updated with 

interim studies. Also accessible is a host of government documents and studies pub- 

lished every year, along with many private research studies. You can find national 

and local newspapers and magazines that date back years, sometimes to the begin- 

ning of publication. Often the results of opinion polls can be found, as well as rich 

economic data on local, state, national and international markets. 
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Some universities have separate libraries for their business schools. In that case, 

the business library probably contains detailed market analysis and other such valu- 

able information. While most of this information may be available electronically, 

there are volumes of information that can only be accessed by visiting a library in 

person. The more current the information, the more likely you will be able to get it 

via the internet. Nevertheless, there may be significant risks in ignoring the deeper 

background that older documents contain. 

Organizational information is also readily available on the internet. And increas- 

ingly, you will find many independent websites, blogs and other internet sites that 

contain valuable information. Be careful of the source of the information and seek 

secondary confirmation when possible. The information may be credible, such as 

that from an industry analyst with a professional responsibility to provide such 

information, or it may be a site constructed by a disgruntled customer or employee 

containing extremely biased or inaccurate information, rumor and innuendo. 

External organizations 
Our tax dollars support local, state and national government offices that have a 

charge to operate in the public interest. Providing public information is often an 

integral part of that responsibility. Much of the information is now available over the 

internet, but some of the valuable information you seek may only be available upon 

request, or by digging through studies and papers. Sometimes the bureaucracy can 

be difficult and getting information can take weeks or even months. Nevertheless, 

the information available is often critical. 

Most cities and states have economic development offices of some kind that col- 

lect invaluable information on industries and markets. State, and sometimes local, 

governments have information on population, wages, education, unemployment, 

health and just about everything else you can imagine. Data regarding the politi- 

cal, social, economic and even physical environment are readily available from area 

chambers of commerce and travel councils. Be persistent; the information you want 

may be part of something else. You will have to do most of the searching, so start spe- 

cific but be ready to broaden your search until you find documents and reports that 

will provide the information you need. You have to ask broad and searching ques- 

tions to get to the right documents and studies. 

For example, asking a clerk for any studies on how much college students spend 

on e-books might not get you the information you want. But studies of online use or 

income and expenditures of 18- to 24-year-olds or the costs of a college education 

would all contain information on e-book expenditures. 

Inherent in the missions of associations, advocacy groups or professional societ- 

ies is gathering and disseminating information. One of the most valuable benefits of 
membership may be access to the research they gather. You may be able to access the 
information you want from them through their publications or resource libraries. 
You may have to pay a search or use fee to access the material. In some cases, you inay 
need to get the material through an association member. But the data available are 
generally very rich, current and valuable. 

A word of caution: When you receive data from these kinds of organizations, 
especially from activist groups, check the sources and methodologies used. Be aware 
that any information published by an interest group of any kind will be inherently 
biased to some degree. Make sure you understand and allow for that bias and seek 
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confirming and/or disputing information from other sources, or carefully examine 
the research methodology used and adjust for distortion. 

Media research 
Media research straddles the line between secondary and primary research. 
Depending on the purpose, it could be either. Nevertheless, it is crucial in today’s 
media environment. A number of publishing houses produce internet-accessible 
media guides and services that provide current and valuable information about 
media throughout the nation by category: newspapers, magazines, radio stations, 
television stations, cable stations, websites, social media channels and so on. Media 
services such as Agility PR Solutions, Cision, Meltwater, Muckrack, Notify and 
Prowly track editors and reporters by assignment, how to submit pieces and what 
is typically accepted. The guides also indicate readership, viewership or listenership 

and will sometimes provide additional demographic information that may be of 

help in profiling key publics. They at least provide a way to contact the media organi- 

zation to request more detailed information. Most media organizations can provide 

detailed viewer, listener or reader profiles because they sell advertising. And adver- 

tisers want to know who they’re buying access to. 

Media and internet analysis are a critical part of communications research and 

evaluation. Whether in-house or a contracted service, tracking such coverage is 

essential. Nevertheless, because of the time it takes to be thorough, you will usually 

get more comprehensive and cost-effective analysis if you contract a clipping service. 

Clipping services may do as little as simply clip, or provide you with a digital copy of, 

anything (print, broadcast and other digital media) that mentions the company or an 

issue of interest to the company. At the other end of the spectrum, they may engage 

in extensive analysis and evaluate the positive or negative impact of the pieces that 

discuss the organization and its competitors or any of the issues faced by the indus- 

try. You can specify the level of service you want and pay accordingly. 

Monitoring the internet is particularly important to organizations today. And 

the methodology has become more sophisticated as tracking tools have been devel- 

oped and refined. Social media monitoring services such as Brandwatch, Meltwater, 

Netbase Quid, Sprout Social and Talkwalker allow organizations to “listen” to what 

people are saying about them online. The data are usually pulled from legacy internet 

publishers as well as blogs, forums, reviews and social media sites. Using a combina- 

tion of keywords and Boolean logic, communicators can search for specific conver- 

sations and gauge the volume, sentiment (positive or negative) and other attributes 

of the content. They can also pinpoint specific days and times when conversations 

are happening, and parse out topic themes and audience characteristics. Media 

monitoring and analysis companies like Fullintel and Buzzsumo now use artificial 

intelligence and natural language processing to uncover trending online and social 

content. Most organizations have given up trying to monitor all the online conversa- 

tions, but a selective approach to online listening related to issues of concern to your 

organization is imperative. 

At the same time, in the wake of myriad violations of personal data privacy, orga- 

nizations need to exercise care in the way they “listen” to online conversations. Sadly, 

the theft of millions of files of personal information is an almost weekly occurrence. 

For example, in 2021, LinkedIn was hacked and data for 700 million users was 

posted on the dark web. And in 2019, Facebook apps allowed data from 530 million 

Qo 
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users to be accessible on the internet. Also, data mining operations have caused 

concern since Cambridge Analytica, a UK-based political consulting firm, harvested 

Facebook data with the intent of using the data to target people with political adver- 

tising. As a result, Cisco’s most recent consumer privacy survey found that 89% of 

respondents said they cared about data privacy and 82% said they were willing to act 

to protect their online data. 

We need to be careful that our online listening does not negatively affect the trust 

we work so hard to build with key publics. Large-scale violations of public trust typ- 

ically result in government regulation, like that recently enacted in the European 

Union (EU). The General Data Protection Regulation (GDPR) that became effective 

in May 2018 requires that all organizations doing business in the EU issue notifica- 

tion of data breaches and be transparent about what data are being collected and 

why. Going forward, consent to collect and use data from online users will have to go 

beyond the simple click boxes agreeing to “terms and conditions.” 

Since the GDPR became law, numerous states in the United States have passed 

data privacy laws, including California, Colorado, Connecticut, New York, Virginia 

and Utah. 

Primary research 
Focus groups 
Focus group research has become an important and reliable source of data to 

understand our publics. A focus group is a moderator-led discussion with four to 

14 participants. The moderator asks open-ended questions to garner qualitative 

responses on attitudes and behavior. 

Moderators must be careful not to bias the discussion by injecting personal opin- 

ion or information into the group. They should encourage participation from all 

members of the group and probe for in-depth understanding. The moderator must 

also create an atmosphere of openness, honesty, safety and confidentiality to engen- 

der free and open discussion. With the permission and knowledge of the participants, 

the session is usually recorded (audio or video), and the discussion transcribed for 

further evaluation and data tabulation. 

Focus group research is generally easier to conduct than survey research and pro- 

vides rapid results along with depth of opinion and attitudes within the group. The 

discussion-based nature of focus groups shapes, refines and crystallizes opinions and 

attitudes (see Figure 3.1). Further, while not always less expensive than other kinds 

of research, it is often more cost-effective. Focus groups used to be conducted in com- 

munications and marketing research primarily as discussion forums for advisory 

committees or idea panels to supplement quantitative research. The information 

was often used as a precursor to survey research to assist in developing a question- 
naire that adequately probed attitudes and opinions. In today’s research-oriented 
marketplace, many practitioners recognize that, while survey research is becoming 
less credible as an accurate representation of publics, focus groups provide the kind 
of information needed to immediately address and resolve problems. 

As discussed in the previous chapter, people do not behave in isolation. The dis- 
cussion and refinement of opinions and attitudes which occur in focus groups often 
provide problem-solving behavioral information that surveys cannot. The example 
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Oo Uses and abuses of focus group research 

USES 

IMMEDIATE RESULTS. Focus group research is rel- 
atively easy to organize, implement and analyze. That 

_ often makes it much less costly as well. 

COMFORT IN NUMBERS. A small group is usually less 
intimidating than a personal interview. People feel more 

comfortable expressing opinions. 

FLEXIBLE AND RESPONSE-ORIENTED. Because 

the structure is less rigid, the group takes the discussion 

where it wants to go, and a broader investigation of the 

topic is possible. The focus is on responses (attitudes and 

opinions), not on the questions, so information emerges 

on salient topics through the natural flow of discussion. 

GAUGE OF GROUP BEHAVIOR. Rather than research- 

ing individual behavior or potential behavior, focus groups 

explore attitudes and behavior influenced by the group or 

society, a far more reliable measure and predictor. 

ABUSES 

| WEAK OR DOMINANT MODERATOR. A weak moder- 

~ ator may allow some members of the group to dominate, 

and others may be intimidated or refrain from offering 

opinions. The group result will be biased and probably use- 

less. A moderator who dominates the group will impose 

opinions and attitudes rather than probing the attitudes 

of the group. 

NOT HOMOGENEOUS. A focus group should be 

homogeneous, or the members will be intimidated 

and uncomfortable with sharing their attitudes. Broad 

representation is achieved by conducting multiple focus 

groups among several homogeneous publics, rather than 

mixing representation within a single group. 

ISSUES EXPLORED AND OPINIONS 

CRYSTALLIZED. Because the group is discovering and 

examining attitudes and behaviors they may not have 

thought about before, it allows time for discussion and 

rumination to discover motivations. 

SENSITIVE ISSUES ADDRESSED. When members of 

the group can empathize with one another because of 

similar experiences, they are more open in the discussion 

-of sensitive, value-laden issues like stem cell research or 

domestic abuse. 

ATTITUDES OF ACTIVISTS INCLUDED. A focus group 

provides a cooperative atmosphere which may encourage 

the participation of activists and organizational detractors 

not willing to participate in other kinds of research. 

_ISSUES AND JARGON IDENTIFIED. The responses 

from a focus group identify the issues of most concern 

to the group as well as the language they use and can 

understand in discussing those topics. Such a foundation 

provides solid ground for subsequent research and mes- 

sage development. 

TOO FEW GROUPS. For the research to be valid, a num- 

ber of groups must be conducted among various homoge- 

neous publics. Then the information can be consolidated 

to provide a more comprehensive look. 

- GENERALIZING TOA POPULATION. Focus group 

research is qualitative, not statistical. You cannot general- 

ize your conclusions to any “general public.” Your conclu- 

sions are very much issue- and group-specific. They may 

~. be indications that will lead you in problem-solving orin 

designing quantitative reseatch, but they do not represent 

public opinion. 
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cited in the previous chapter of the introduction of 

New Coke is a case in point. Both research techniques 

were used, yielding opposite results. Yet because of the 

reputation for validity of survey research over focus- 

group responses, the company chose to rely on pre- 

dictions of behavior based on attitudes expressed in 

isolation. They should have more carefully considered 

the group behavior that emerged from the focus groups. 

Further, focus group research can demonstrate the 

process of opinion formation. While not representative, 

the group is a social microcosm of a larger public. The 

analysis of how attitudes and opinions change based on 

the flow of the discussion can help us know what infor- 

mation people need to make sound decisions and what appeals will be most effective 

in the larger arena. Innovations in focus group research now allow quantification 

of results if certain conditions are met. Conducting large numbers of groups and 

employing some content analysis techniques can make the data statistically reliable. 

The internet provides an interesting resource for traditional focus group research. 

Scheduled online chats can produce similar results without the geographic restric- 

tions. Nevertheless, care must be taken that participants are invited and known. 

Otherwise, the data may not be useful for the researcher’s purpose. Face-to-face 

group discussion is still preferable but can be simulated using tools such as Zoom or 

Microsoft Teams. 

Copy and product testing 
One classic use of focus groups is for copy and/or product testing. But this is not the 

only method by which to test. Copy testing simply selects individuals within your 

TIPS FROM THE PROS 
How to use research methods in the day-to-day practice of PR 

Angela Dwyer, head of insights at Fullintel, a media monitoring and analysis company, and member of the 
Institute of Public Relations (IPR) Measurement Commission tips you off on different research methods that can 
help answer the burning questions that keep clients up at night. 

When | hear the phrase “strategic public relations,” | quickly rephrase it to “research-based public relations.” That's 
because if | want to help clients be strategic-and make smarter communications decisions—! need to use research. 

It’s just not enough to have a good idea or to tell clients the solution without explanation. You need to show your 
clients through data insights. The gathering, analysis and communication of that data is called research. 
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How do you apply the research methods you learned in school to answer real-world questions? 

* Start by determining a research question that aligns with a specific objective. Because there’s an overwhelm- 
ing amount of data out there, focusing on a specific question can help narrow the approach and save you from 
drowning in semi-relevant data. 

* Next, review the research you already have—secondary data or any data that clients have access to that can 
help identify gaps. 

* Finally, choose an initial research method, knowing that you may use more than one tool in your research 
toolkit. 

To make this process more tangible, let’s walk through some common questions | often hear from clients across 
different industries. As we go through each, you'll notice the tools are similar, but the magic is in the details of the 
application. 

Here are five frequent questions | get and the research methods | use to answer them. 

- How do! measure the quality of my media coverage? Through a review of secondary research, identify multiple 

factors in media that might influence reader recall or perceptions such as branded visuals, headline mentions, 

brand prominence, spokespeople and sentiment. Then conduct a survey to test these factors and weight their 

impact in a media impact score. With that score, next do content analysis to measure these factors and score 

the quality of coverage. The score can be tracked over time and benchmarked against competitors. 

. How can | show that my PR work drives sales? One of the greatest challenges for PR professionals is showing 

that the work they do impacts actual business outcomes, such as Sales. In this case, use a combination of 

media analysis and survey data to show the impact of PR. Media analysis measures the quality of content and 

can even predict the likelihood of coverage impact. Secondary research shows—and the use of primary research 

survey data could confirm—that exposure to news content has an impact on purchase intent, which is a proxy 

for sales. 

, Which influencers should I use for my campaign? To identify the right influencers, start with a focus group con- 

sisting of members of your key audience. Ask questions aimed at understanding who they relate to, trust and 

find the most credible. Following this, conduct a social media analysis to see which influencers drive the most 

engagement with your target audience. 

How can | increase trust in my brand? Trust is the currency of business and the key to reputation. To increase 

trust, start by defining a trust baseline. Secondary research reveals three well-tested factors of trust: ability, 

benevolence and integrity. Through a survey, rank which factors are most important to building trust that also 

impact reputation and purchase intent. From there, help your clients prioritize factors to maximize trust-build- 

ing goals. 

5. How do! quantify the impact of PR relative to other marketing efforts for my CEO? Quantifying the impact 

of PR can be difficult, especially relative to other communication methods with more clear attribution, such as 

advertising. Start with a survey measuring exposure to news content and brand advertising, as well as purchase 

intent. Showing the C-suite that authentic, organic news content leads to more purchase intent than advertis- 

ing is a great way to start the conversation about the financial impact of PR-and might even lead to a redistri- 

bution of the total communications budget. 

Contibuted by Angela Dwyer. © Kendall Hunt Publishing Company. 
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target publics and requests their review of copy, whether survey copy or communi- 

cations copy (brochures, advertising and the like). In product testing, individuals are 

asked to examine and use a product and provide feedback on everything from pack- 

aging and sales methods to product quality. Product tests may be done individually 

by personal interview, by mail, in focus groups or online. 

Honest responses in copy and product testing help avoid costly mistakes. Survey 

research instruments should always be tested before being implemented. Testing 

copy helps ensure that the messages are coming across in such a way as to produce 

the desired result. Marketers test promotional campaigns or products in areas rep- 

resentative of the overall market. Sometimes, two or three different versions of a 

product or a campaign will be tested in similar geographic areas to determine which 

will be the most effective to roll out nationwide. Copy and product testing is one of 

the most valuable kinds of research available to the practitioner. Its greatest value 

lies in its ability to prevent mistakes — saving money, effort and time. 

Psychographic studies 
Values and Lifestyles Segmenting, developed by SRI International in 1978, is a 

research methodology that classifies publics not just by demographic data, but also by 

psychographic data or attitudes, beliefs, lifestyles and decision-making processes. 

Found to be far more effective in segmenting publics than demographics alone, psy- 

chographic studies help us to know what motivates individuals within a particular 

public. The VALS categories — achievers, survivors, sustainers, belongers and so 

on — have been used extensively in advertising and marketing to segment and tailor 

messages to specific target publics. They provide the same valuable segmentation for 

communication with all the organization’s publics. Communicators should know the 

VALS categories, both the original and the more recently revised segmentations, and 

understand the motivations tied to the ditferences in attitudes and lifestyles. 

Other market research firms have subsequently developed similar categori- 

zations. In the 1990s, Claritas developed PRIZM, segmenting American consum- 

ers into 14 groups with 66 demographically and behaviorally distinct types like 

“Cosmopolitans” and “Kids & Cul-de-Sacs.” PRIZM was subsequently purchased by 

Nielsen, the company known for rating what people watch on television. Oftentimes, 

local media and other similar organizations will have segmented and profiled their 

own target audiences using a combination of demographic and psychographic data. 

Whereas some will be unwilling to disclose the information, which is quite costly to 

compile, others may be persuaded to share the data, especially if the request comes 

from a nonprofit organization or is for a charitable purpose. 

Another valuable tool for understanding key publics is Values in Strategy 

Assessment (VISTA), a process developed by Wirthlin Worldwide which was sub- 

sequently purchased by Harris Interactive and is now part of the Harris Brand 
Platform market segmentation tool. This tool’s premise is that values are the fun- 
damental determinant of an individual’s behavior and decisions. Understanding the 

fundamental values of a public provides the strategy to motivate action. 

Social media analytics 
A new reality of today’s communication environment is pervasive social media. 
With the range of networks available today, organizations must carefully choose 
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those with which they will engage — those most appropriate for building relation- 
ships with key publics. Facebook was perhaps the first to become an essential pres- 
ence for the organization. Now Twitter, Pinterest, Instagram, Tik Tok and a host 
of other social media networks have become channels through which we interact 
with our publics. Since the effort to build and manage a social media presence is 
so costly and time-consuming, it is critical that organizations employ research 
methods to ensure the effectiveness of their social media efforts in delivering the 
messages of the organization, building relationships with key publics and provid- 
ing the interactions key publics desire. 

Quite simply, social media analytics are the tools used to measure, analyze and 
interpret the interactions and relationships with our key publics. Using analytics 
is essentially “online listening” to help us better meet the needs of publics. The 
Eastman Kodak Company used online listening several years ago to determine 

what features consumers wanted in a digital camera. They discovered through 

their research that no existing camera offered the combination of features con- 

sumers were buzzing about on Facebook. Kodak engineers quickly went to work 

and within a few months were able to bring a new product to market that contained 

all of the features people wanted most at an affordable price. The new camera sold 

extremely well, but unfortunately wasn’t enough to save the struggling company 

from bankruptcy in 2012. 

This kind of measurement is so important that many of the social media net- 

works have embedded their own monitoring and analytical tools to track social 

media efforts. In addition, a host of external tools — some free, some for a fee — 

integrate measurement of all social media efforts. It is essential, nevertheless, that 

you are careful about what you are measuring. Measuring the number of “likes” 

or “friends” or “followers” doesn’t measure whether publics are actually retaining 

and acting on your message. Don’t confuse interactions with individual pieces of 

content with overall campaign success. Remember that behavior — or action — is 

the final evaluation. It doesn’t matter how many “followers” you have if they don’t 

actually perform the action that will satisfy your objectives. 

Survey research and opinion sampling 
A popular quantitative research method is survey research, although its credibil- 

ity has declined somewhat in recent years because of the difficulty in securing a 

truly random and representative sample. Several events have affected the ability of 

researchers to secure statistically generalizable samples. Mail surveys have always 

been extremely unreliable, not only because of low response rates but also because 

of sampling bias introduced by those who choose to respond. Only certain kinds 

of people will take the time to respond to a mail survey, making it anything but 

representative. 

Telephone surveys have also declined in credibility for the same reason. And 

the “do not call” registry has made telephone surveying more difficult than ever. 

Although telephone surveys are not prohibited by the registry, the very existence of 

a “do not call” list seems to have given people the courage to refuse calls they would 

have previously endured. 

Nevertheless, survey research has been a popular research technique in com- 

munications and will probably continue to be in some form or another. For exam- 

ple, researchers may find the personal drop-off method to still be effective because 
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of the personal contact involved in dropping off and/or picking up a survey. It isnot 

as easy to turn down someone face to face as it is to say “no” over the telephone. 

Online survey companies like Qualtrics make surveying easier but still face the 

challenge of securing representative samples. Professional research firms have 

developed other techniques that can also improve response rates. 

Survey research is a difficult and exacting approach. It requires meticulous 

attention to detail at every step of the process: questionnaire design, sample selec- 

tion, survey implementation, data processing and data analysis. A mistake or mis- 

judgment at any point will skew the results, often without the researcher knowing 

the data are skewed. 

To be valid and reliable, survey research must follow strict rules of research. 

The idea behind survey research is to take a sample from a population. If we follow 

good random sampling procedures, we should be able to make that sample rela- 

tively representative of the larger population, although we can never be absolutely 

MINT CASE 
Making peanut allergies history 
National Peanut Board and Golin 

A government study released in 2016 upended common knowledge about children and peanut allergies. The study 

showed that introducing peanut-containing foods to infants as early as four to six months old could reduce the like- 

lihood of developing a peanut allergy. In 2017, the National Institute of Ailergy and Infectious Diseases (NIAID) issued 

new allergy prevention guidelines for parents based on the new study. Because the new guidelines contradicted 

previous advice given to parents, naturally there was some skepticism and confusion among parents about which 

advice to follow. 

CORE OPPORTUNITY 

Because the National Peanut Board recognized that it was part of the peanut allergy problem, it saw an opportunity to 

educate parents about the new guidelines and potentially reduce the number of children who develop peanut allergies. 

THE NATIONAL PEANUT BOARD'S STRATEGY 

The National Peanut Board’s strategy was informed by the following research. 

¢ Formal, primary, quantitative research: A survey following the 2017 release of the NIAID peanut-introduction 

guidelines found that most parents were not aware of the guidelines. It also discovered that parents needed to 

hear the information from sources they trusted to alleviate their concerns about introducing peanut-containing 

foods to their infants on their own at home. 

* Formal, secondary, quantitative research: A survey conducted in 2017 by Children’s Hospital Colorado con- 

firmed the results of the National Peanut Board’s survey — parents were afraid to give peanut-containing foods 
to their infants at home. 

* Formai, primary, quantitative research: The National Peanut Board and Golin conducted a large scale, national 
survey of 1,000 pregnant women and 1,000 millennial parents in 2018. The results showed that the survey 
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respondents were unaware of the guidelines, afraid to introduce peanuts to their infants, and disagreed with 
the recommendations of the NIAID. The survey results also showed that parents needed to hear from trusted 

sources and see successful examples of parents introducing peanut-containing foods to their children. 

To generate additional credibility for their campaign, the National Peanut Board partnered with the American Col- 

lege of Allergy, Asthma and Immunology and the Food Allergy and Anaphylaxis Connection Team. They also secured 

a celebrity influencer who their target public of parents with infant children could relate to. Actor Justin Baldoni, a 

star of the show “Jane the Virgin,” was also a new dad and a frequent writer on the role of fathers. The campaign fea- 

tured a series of videos that showed Baldoni introducing peanut-containing foods to his infant son. Baldoni’s videos 

and campaign-related information were hosted on a campaign website: PreventPeanutAllergies.org. The campaign 

also featured earned media outreach to traditional media and “mommy bloggers,” as well as a coordinated owned 

and social media blitz from the National Peanut Board and its partners during Food Allergy Awareness Week. 

RESULTS 

* 6.1 million views of Baldoni’s videos. 

* 34% increase in the number of people who agreed that peanut-containing foods are safe to feed children less 

than 12 months old. 

¢ 29% increase in the number of people who said they intended to introduce peanut foods to their children at 

home before 12 months. 

© Mr.Alex M/Shutterstock.com 
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Also known as sampling 
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percentage variation of 

sample data from the whole 
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S 
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The percentage of certainty 

that the results of a survey 

would be the same if 

replicated with a different 

sample. 

‘5 

Boe SAMPLING ERROR 

Measured as margin of error, 

it indicates the possible 

percentage variation of the 

sample data from the whole 

population. 

sure of our accuracy unless we survey every individual in the population (a census). 

The total number of individuals surveyed in the population and the way they are 

selected will determine how accurately the results reflect the actual population. 

Statistical research on very critical issues, or in close political campaigns, needs 

to have a high level of confidence and a low sampling error, also known as margin 

of error. The confidence level reflects the researcher’s percentage of certainty 

that the results would be the same (within the margin of error) upon replication 

of the survey. The margin of error reflects the percentage points that the sample 

results, on any given question, may vary from the population as a whole. Increasing 

the sample size increases the confidence level and decreases the margin of error. 

The only way to be 100 percent confident and eliminate the margin of error would 

be to survey the entire population or take a census. Research regarding an organi- 

zation’s publics generally requires at least a 95% confidence level, and a margin of 

error of +/-5% or less. Further, the more important or controversial the issue, the 

greater the need for a lower margin of error. 

There are two basic kinds of survey sampling: probability and nonprobability. 

Probability sampling is scientifically random; every individual in the population has 

a known and equal probability of being selected by chance. Nonprobability samples 

survey whoever is available, for example, intercepting students during the lunch 

hour as they enter the student center or interviewing people at a grocery store on 

Saturday afternoon. 

There are alsotwo kinds of errors: sampling error andnonsampling error. Sampling 

error is inherent in survey research because we are collecting data from a portion of 

the population and not the entire population. As a result, sampling error is the known 

and expected variance between a random sample’s answers and the answers that 

would be obtained from surveying the entire population. We decrease sampling error 

by increasing sample size; the closer we get to surveying the whole population, the 

smaller the sampling error. Sampling error is unavoidable in survey research (unless 

we take a census) and is measured as a percentage called margin of error. 

TIPS FROM THE PROS 
Beyond sampling error 

Dee Allsop, Ph.D., CEO and managing partner of Heart+Mind Strategies and former president of Harris Interactive 
Solutions Groups—producers of the Harris Poll—tips you off on understanding key factors in survey accuracy. 

With the current emphasis on “big data” for critical decision-making, survey and sampling science are all about 
accurately measuring a small number of people to understand the attitudes and predict the behavior of an entire 
group. Accuracy in survey research is the direct result of identifying, eliminating or correcting for all types of error or 
bias that can enter into research. While sampling error is the most visible indicator of survey accuracy reported in the 
media, your success depends on understanding both sampling and nonsampling errors. 
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SAMPLING ERROR 
Sampling error is the statistical estimate of variation that will occur when using a small number of people (a sample) 
to approximate a result from a much larger population. One way to think of sampling error is the range of results 
that would occur if you were to repeat your survey hundreds of times. For example, many surveys report a sampling 
error of plus or minus 3% at the 95% confidence interval. This simply means that if you were to repeat this study 100 
times, 95% of the time your results would fall within a range of 6 percentage points. 

NONSAMPLING ERROR 

Sampling error is inherent in all surveys. We understand it well and can predict it. Other sources of error are more 

elusive, yet far more important to accuracy and utility of survey results. 

Sample frame. Make sure the sample was taken from the group of people that matter. For example, if the survey 
is about who will be elected president, the sample should come from people who can actually vote for president: 
registered voters. 

Nonresponse error. Several factors influence a respondent’s likelihood to respond (e.g., mode effects, interviewer 

effects and sensitivity effects). Rather than sampling error, | would much prefer to know the response rate for a 

survey. A low response rate indicates the survey is less likely to reflect the population in question. 

Construct validity. Questions can be worded or constructed to generate just about any result desired. Always read 

the questions that were asked before interpreting the results. Biased wording will produce biased results. 

Institutional reputation. Always check to see who conducted the survey and who paid for it. Reputable companies 

invest significant time and resources to produce objective findings and eliminate nonsampling errors. 

Take a lesson from marketing and survey research companies. Instead of worrying about sampling error, focus on 

understanding how to reduce nonsampling error through good survey design, questionnaire construction, interview- 

ing execution and data processing and correction. 

Nonsampling error is all other types of errors introduced into the process. 

Mistakes made in questionnaire construction, survey implementation, data entry 

and tabulation are all nonsampling errors. Great care must be taken in designing and 

implementing the questionnaire. Question and answer categories must be worded 

to avoid the introduction of bias so that answers accurately reflect the information 

the researcher needs. 

Bias can also be introduced in the implementation of the survey. Ensuring strict 

confidentiality of responses can lessen courtesy bias, or the tendency of respondents 

not to answer questions honestly so as not to offend the researchers. Training inter- 

viewers to ask questions without injecting value inflection or personal comments, 

explanation or other bias is also critical. Further, great care must be taken in cod- 

ing the surveys and entering the data. Data processing converts the observations 

and responses into statistics for interpretation. Data analysis manipulates the data 

to make logical inferences. For the inferences to be reliable, the data must be accu- 

rately entered and processed. 

Finally, the inferences made must be fully supportable by the data set. A few 

years ago, a ballot measure in Utah proposed a light rail transportation system to 

O-O NONSAMPLING 
ERROR 

Mistakes made in designing 

and implementing 

a questionnaire 

that may include 

definitional differences, 

misunderstandings and 

misrepresentations as well 

as coding errors and/or 

problems that negatively 

influence response rates. 
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be funded by a small tax increase. When the measure was soundly defeated, many 

analysts concluded it was a vote against light rail. In reality, it was more likely a vote 

against the funding method, not the light rail system itself. When we deal with statis- 

tics and make inferences from data, we must be very careful that the data support the 

conclusions. Otherwise, we have established a faulty foundation for decision-making. 

In addition to the types of survey research discussed above, other variations have 

specific purposes and benefits. The following short descriptions will provide a basis 

upon which to investigate the techniques for any given research situation. 

Purposive sampling. Based on Katz and Lazarsfeld’s two-step flow theory, pur- 

posive sampling identifies and surveys opinion leaders to determine attitudes 

and behaviors. The researcher must devise a procedure that selects the target 

publics’ influentials (or causes them to self-select), and then survey opinion 

and behavior. It is also helpful to know a little bit about opinion leaders, such 

as where they get their information about certain issues. Understanding opin- 

ion leaders helps us understand how they will influence others. The Edelman 

Trust Barometer is an example of purposive sampling. 

Stratified sampling. Truly random sampling should yield a cross section of the 

population representative of the characteristics within the population (i.e., 

proportionate numbers of women and men and so on). Whenever we skew 

the randomness of the sample by using techniques that make it easier for 

us to complete the research, like surveying every “nth” number from a local 

telephone list, we risk jeopardizing the representativeness of our sample. If 

obtaining a truly proportionate representation is critical, the research sample 

should be stratified so that it includes appropriate proportions of the key seg- 

ments of the overall population. 

Internet surveys. A growing area of survey research is conducting surveys over 

the internet and through social media. While there is inherent bias because 

of the nature of accessible respondents, this data can be extremely valuable 

if the purpose is consistent with the population sample. Increasingly, orga- 

nizations use this method to survey their members, employees or customers. 

Commercial firms with access to email lists may further facilitate this method. 

The low-cost nature, ease of conducting and rapid feedback of internet sur- 

veys have fueled their popularity. 

Personal interviews. Very sensitive issues and research that requires deep prob- 

ing for attitudes and behaviors are best addressed through personal inter- 

views. The personal interview ensures greater control over the sample and 

the data. But not only is this method costly, it requires a lot of time and well 

trained interviewers. Nevertheless, in certain circumstances, it is the only via- 

ble method to secure reliable and useful information. 

Benchmark surveys. This type of survey is simply a periodic reexamination 
of attitudes and opinions within the population. An initial survey is done 
to set a benchmark against which subsequent survey results are compared. 
Benchmark surveys are good tools for measuring change as well as for evalu- 
ating the success of a program. 

Panel studies. Sometimes you will want to study attitudes and opinions on a 
variety of issues over a period of time. Panel studies select respondents who 
will be available for follow-up surveys at least once and often several times. 
For example, a newspaper will select individuals from its readership to follow 
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a specific issue or election and respond to queries at specific points in the cam- 
paign. Behavioral studies are also sometimes conducted by a panel to assess 
whether a change in behavior is temporary and what motivates permanent 
change. 

Omnibus surveys. One of the easiest and least expensive methods of obtaining 
survey data is to add a few questions to an omnibus survey being prepared 
by a professional research company. These surveys, sometimes called tag-on 
surveys, usually have multiple research clients that share the costs and the 
common demographic data collected. Specific data gathered from the ques- 
tions each client adds remains proprietary. The advantages are the cost saving 
shared by multiple clients and the currency of the data because the surveys 
are ongoing and conducted regularly. In addition, the reliability of the data is 
high as the sample size is usually large. 

Summary 
The communications environment has changed. CEOs require “big data” to make 

decisions, and they expect our recommendations to be logically based on reliable 

information. To secure a constant flow of the kind of information you need to make 

reliable decisions, to effectively meet challenges and to plan strategic action, you 

must find the right combination of continuous research techniques. The purpose of 

the research and the kind of information desired drive the selection of methodology. 

Otherwise your research will be useless because it is inaccurate or because it doesn’t 

provide the information you need to design persuasive campaigns. 

Application case 
Thrive Indianapolis electric vehicle campaign 
from the City of Indianapolis Office of Sustainability and Pivot Marketing 

The City of Indianapolis developed a plan to make the city more resilient and sustain- 

able called “Thrive Indianapolis.” The plan reflects the city’s goal to become carbon 

neutral by 2050. It was developed in response to the city winning a bid for support 

from the American Cities Climate Challenge, which provided Indianapolis with sup- 

port from Bloomberg Philanthropies, “including additional staff capacity, technical 

assistance from world class partners, access to intensive peer-to-peer networking 

and support in launching communications, outreach and education campaigns.” 

The City of Indianapolis’ Office of Sustainability administers the Thrive 

Indianapolis plan. A key part of the plan is to increase electric vehicle adoption in 

Central Indiana. 

Assume you have been hired by the City of Indianapolis’ Office of Sustainability 

to conduct initial research for a strategic communications campaign focused on 

increasing electric vehicle adoption. Use the information provided in this case 
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and principles from this chapter to complete the following tasks regarding cam- 

paign research. 

1. Thinkthrough the types of secondary research (listed below) that you might use 

to develop this campaign. Identify specific sources you would use. Provide links 

(URLs) and a brief description of the kind of information you would expect to 

find from each source. 

a. Which organizations would help you secure the research you need and 

why? 

b. What internet or library sources could you consult to help you learn more 

about electric vehicle adoption? : 

c. What external organizations could help you learn more about electric vehi- 

cle adoption? 

d. What kinds of media research could you conduct to help you learn about 

what the media and/or Indianapolis residents are saying about electric 

vehicles or the Thrive Indianapolis plan? 

2. Determine which primary research methods would give you the data neces- 

sary to build this campaign. Provide a description about why each of the fol- 

lowing primary research methods would either be useful or not useful. If you 

think a research method would be useful, provide an additional description 

of the population(s) the data should come from, as well as what you would 

expect to learn from the data. 

a. Focus groups 

Copy and product testing 

Psychographic studies 

Social media analytics 

Survey research and opinion sampling cnet 
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CHAPTER 4 
STRATEGICALLY f LING RESEARCH AND SOCIAL INSIGHTS 

“Today one of the big faults that 

we run into time after time is 

we get exquisite answers to the 

wrong problems.” 

—EAROLD BURSON 

FOUNDER OF BURSON-MARSTELLER 

LEARNING IMPERATIVES 

Understand how to organize research and draw inferences 

that support strategic planning. 

Learn how to use stakeholder research to facilitate 

communication and relationship building with key publics. 

Learn how to determine publics’ self-interests, opinion 

leaders and preferred communications channels. 

Understand how to use information to determine 

strengths, weaknesses, opportunities and threats. 

Learn how to synthesize broad information into a concise 

situation analysis and core challenge/opportunity statement. 
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a 

se INTERNAL 

ENVIRONMENT 

Events or conditions inside 

an organization that 

influence how it operates. 

Factors that influence 

internal environment can be 

categorized as strengths or 

weaknesses. 

oS EXTERNAL 

ENVIRONMENT 

Economic, political and social 

developments that occur 

outside an organization but 

have an influence on it. The 

source of opportunities, 

challenges and risks. 

- 

Ye STAKEHOLDER 

A broad group of individuals 

that has a vested interest, or 

“stake,” in an organization. 

esearch should be an established and ongoing process in any organization. Suc- 

R cessful organizations are always scanning both the internal environment and 

the external environment, gathering data and feedback from key stakeholders 

and publics, as well as measuring the effectiveness of their communication in mov- 

ing toward established goals. At some point, the key information is pulled together to 

support planning, but that does not signal an end to research. 

The savvy professional is always looking for new information that may adjust 

plans at any point or reconfirm the validity of current efforts. Research that we call 

“evaluation” in the Strategic Communications Matrix focuses on measuring our 

success rather than gathering information to chart a course. Nevertheless, what we 

find out from evaluation integrates with the constant flow of other information to 

become the foundation of new efforts, programs and campaigns. 

Research helps us identify the right problems to solve and provides the informa- 

tion that helps us find solutions that work. It also demonstrates our credibility to our 

clients or to management. If the research process can be said to have a beginning, it 

starts when someone first states a problem or discovers an opportunity. Someone 

— aclient, a customer, a colleague, a supervisor or you — identifies an issue or an 

opportunity. Then we start to organize what we know around that issue or opportu- 

nity. We also reach out to gather what we don’t know but need to know. 

That’s when the real work begins. Facts and information are gathered from all 

sources and organized to be sorted and evaluated. Figure 4.1 is a graphic depiction 

of an organization’s operating environment. This diagram illustrates a variety of 

possible stakeholder groups, both external and internal, with which an organization 

may need to communicate about a particular issue or opportunity. It also highlights 

characteristics of an organization that stakeholders evaluate in forming their per- 

ceptions of reputation and relationship. This visual representation highlights the 

breadth of perspective necessary to gain an accurate understanding of how the issue 

or opportunity impacts an organization and related stakeholders. 

STRATEGIC COMMUNICATIONS MATRIX 
1. BACKGROUND 

2. SITUATION 

ANALYSIS 

— — 
C=) 
[— — 
=_r 
Pestt-=M] 
(_——) 
ate! 
[ — —4 

3. CORE PROBLEM/ 

OPPORTUNITY 

A synthesis of primary and secondary research on the industry, external envi- 

ronment, organization, product, service or issue. It includes a stakeholder 

analysis and segmentation study that identifies current trends in opinions, 

attitudes and behaviors. Resources such as staffing, facilities and intervening 
publics are also identified. 

Two paragraphs. The first is a statement of the current situation anda 
description of the challenge or opportunity based on research. The second 
identifies potential difficulties that could impede success. 

Aone-sentence statement of the main difficulty or prospect, including likely 
consequences if not resolved or realized. 
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Poo Figure 4.1 er <i 
oN d © The organization’s operating environment 

Issue, problem, 

challenge or 

EXTERNAL ENVIRONMENT opportunity 

Federal, State, INDUSTRY/SECTOR 
Local Government 

Unions 

Political 

Groups Competitors 

Special Interest Customers 

Groups 

Suppliers 

NGOs Retailers 

Traditional Distributors 

Media 

Professional 

Associations 

Social Media 

Communities 
Trade Press 

Community Government 

Residents Regulators 

The Communications and Marketing Research Guide in Figure 4.2 shows in more 

detail the depth of research you will need for each area of the diagram in Figure 4.1. A specific group of people who 

It gives suggestions about the types of information that should be considered in ana- share a common interest. 

lyzing the external environment, the industry in which the organization operates 

and internal organization factors. Translate the concepts in both figures to whatever 

economic sector you are representing. Your analysis may have acommercial product OC 

orientation, a corporate issue management focus, a nonprofit fundraising challenge —_ Problems or disputes that 

or any number of other purposes. Figures 4.1 and 4.2 suggest areas for research that —_ arise between organizations 

can be universally applied. and publics. Issues can 

If you are designing the first-ever communications effort or strategic commu- _ evolve over time changing 

nications plan for your client or company, the research section of your plan may _ from emergent to current to 

take a significant amount of time to complete. It may require an exhaustive search crisis to dormant. 
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OP Figure 4.2 = - 
) 

fs Communications and marketing research guide 

1. External environment 

* Political, economic, social, technological, legal and/or environmental (i.e., climate, weather, geography) condi- 

tions within which the organization operates and the problem, challenge or issue has occurred. 

¢ Current state of the problem, issue, challenge or opportunity. 

* History, evolution and future direction of the problem, issue, challenge or opportunity. 

2. Industry 

* Organizations, companies, sales, distribution patterns, control and regulation, promotional activity, geographic 

characteristics, profit patterns, strengths, challenges. 

¢ Industry growth patterns, primary demand curve, per capita consumption, potential. 

¢ History, technological advances, trends. 

¢ Impact of the problem, issue, challenge or opportunity on the industry. 

3. Market share and competition 

¢ Share of the market in terms of dollars, units, clients, donors, services, etc. 

« Market potential. 

¢ Competitors and their potential. 

* Competing attitudes, ideas and lifestyles. 

4. Stakeholder research 

¢ Stakeholders affected by the problem, issue, challenge or opportunity. 

¢ Current attitudes, opinions and values of stakeholders pertaining to the problem, issue, challenge or opportunity. 

¢ Active or aware publics that may have formed in response to the problem, issue, challenge or opportunity. 

¢ Demographic and psychographic data (beliefs, values, attitudes, lifestyles and decision-making processes). 

¢ Relationship quality between stakeholders, publics and the organization. 

* Social media conversations about the issue, challenge or opportunity, including hashtags, search terms, key 

words, volume, sentiment, trends, engagement, macro and micro influencers, content authors and publishers. 

¢ Motivating self-interests. 

¢ Intervening publics and opinion leaders. 

¢ Information sources and preferred media channels. 

ui . Internal environment - organization 

¢ Purpose: Mission, values, character, history. 

+ Management and leadership: Scope of business, corporate governance, senior leaders, size, growth, financial 

performance, social responsibility, environmental responsibility, ethical standards. 

* Workplace environment: Personnel, structure, culture, employee engagement, diversity and inclusion. 

* Reputation: Visibility, distinctiveness, authenticity, transparency, consistency, responsiveness, 

* Impact of the problem, issue, challenge or opportunity on the organization. 

6. Product or service 

* Development, quality, design, packaging, pricing policies and structure, sales and profit history, market share, 
demand, trends, distribution. 

* Sales features: Exclusive, nonexclusive, differentiating qualities, competitive position in publics’ minds. 

* Sales force or service providers: Size, scope, ability, cost/sale. 

* Product or service research and planned improvements. 
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7. Promotions 

* Successes and failures of past policy, sales force, advertising, publicity. 
* Expenditures, budget emphasis, relation to trends. 
* Ad/PR/marketing strategies, themes, campaigns. 

* Promotions of competitors and like organizations. 

8. Resources 

¢ Intervening publics and opinion leaders. 

* Attitudes and opinions toward product, issue or organization. 

* Physical facilities, budgets, personnel, client support. 

* Current and/or potential partnerships. 
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and synthesis of new data. If, however, ongoing communications functions have 
systematically gathered and organized research data into easily accessible and 

usable information, your research task will be more of an update. Always take the 

time to record and file pieces of information you come across in your daily routine. 

Continually gathering information will make the research task for any given effort 

or issue much easier. 

The next several chapters in this book take you through each step of the Strategic 

Communications Matrix. The Matrix Applied sections, introduced in this chapter, 

provide practical application of that process. As we progress through the steps of the 

matrix in this and subsequent chapters, the Matrix Applied examples illustrate each 

step as it is discussed in the text. (Appendix D is acomplete sample strategic plan.) 

This chapter is designed to help you pull together information and analysis into 

a succinct document focused on a specific purpose. That purpose might be a com- 

plete strategic plan, a budget request for a new communications effort, a solution 

to a problem or challenge, a response to a perceived threat or a proposal to take 

advantage of an emergent opportunity. For our purposes here, we call this part of 

a plan or proposal the research section to facilitate parallelism with the Research, 

Action Planning, Communication and Evaluation (RACE) model. As depicted in the 

Strategic Communications Matrix and Matrix Applied example, the research sec- 

tion consists of the background, situation analysis and core problem/opportunity. 

Background 
The background is a summary of pertinent facts and information drawn from pri- 

mary and secondary research. It must be comprehensive, but written concisely. It 

does not contain everything you discovered in research, only the information neces- 

sary to establish credibility with your client or manager and build the foundation for 

your plan. A good background will often depict data and more detailed information 

in the form of figures and graphs. Data is more easily understood in graphic form. 

Figures 4.1 and 4.2 should guide the development of content that may be appropri- 

ate for the background. At the very least, they represent how comprehensive your 

understanding of organizations, issues, stakeholders and publics should be. 

The background sets the stage for understanding the situation at hand. It con- 

tains information about the industry and the client or organization, specifically past 

efforts and events affecting organizational success and where the client currently 
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TIPS FROM THE PROS 
Channeling data into reservoirs of insight 

Sean Williams, assistant teaching professor at Bowling Green State University and founder of Communication 

AMMO with previous experience working in communications roles with KeyCorp, National City Corporation, The 

Goodyear Tire and Rubber Company and True Digital Communications tips you off on how to channel an over- 

whelming sea of data into reservoirs of insight. 

Think of data like water. Too little of it and you’re parched and thirsty, too much and you're drowning. Just enough 

and you're healthy and happy. 

We are awash in data! PR data is everywhere, from Google Analytics, to SEM Rush, to Facebook Insights, to survey 

data, poll data, formal research data... And not a drop to drink? 

How do we cull it, categorize it, make sense of it and apply it to issues and problems? It all comes down to 

three steps, at least for me in my nearly 30 years of working in the practice of public relations, marketing and 

communication. 

Step 1: Scan for patterns. When | read an article or essay, | pass through the document and identify the main 

themes, thoughts, ideas or situations. I’m looking to recognize the perspectives and angles of the subject matter, 

the author and their intentions. What do they want me to think, feel or do? Scan data in the same way. 

Step 2: Group like things. Where are the similarities in the data, where are the differences? What do | think or feel 

when | examine both? Am | looking at a snapshot that shows me a theme, or a series of correlations that push me 

to extrapolate? 

Step 3: Draw conclusions. What are my takeaways? How do these data apply to the issues I'm exploring, the prob- 

lems I'm attempting to solve, the objectives |’m striving to attain? What are the proof points that support these 

conclusions? 

Following this three-step process is essential for me to apply the tools of sense-making, to direct the sea of data 

to reservoirs of insight. And yet, it’s just the start of how | use these insights. 

My favorite planning tool is one of my own making: AMMO - Audiences, messages, methods, objectives. It is 

even the name of my company, Communication AMMO. The insights fuel understanding of each of the elements 

of the tool. 

Audiences: Seeking insights about stakeholders, publics and constituents is intrinsic to strategic planning. So 
we start with the “who?” Who do we want to communicate with, interact with or draw into discussion? Closely 
defining these stakeholders narrows our focus critically. 

Objectives: What do we want these people to think, feel and/or do? It’s the same question | ask myself about the 
data I’m examining. Each audience might share some elements of the same objectives, but most often require 
different objectives. These are the results that can be qualitative or quantitative, but must follow the SMART 
acronym. Some people use “goal” in the place of “objective,” but for my purposes the former is general and the 
latter specific. 
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Messages: Only after articulating the audience and objective do we move to messaging. What do we have to get 
across to the audience to reach the objective? Messaging isn’t copy, by the way. It’s the thinking that inspires cre- 
ative copy and design. Messaging is, “We want to be an employer of choice among public relations professionals.” 
We might never see those words explicitly in a news story or other communication. What we should see is stories 
demonstrating and illustrating how we are an employer of choice or should be. 

Methods: What channels and outlets will we use to engage our audiences with our messaging and fulfill our objec- 
tives? Note that the selection of the “how” happens /ast. How many times have you had someone say, “We need a 
video! We need an ad!”? The method has to fit the message and the objective for each audience. A TikTok video isn’t 
going to reach retirees very effectively. A legal document won't be particularly inspiring and touch people’s hearts. 

The essence is that all of our AMMO work needs insights to be an effective planning method, and data is just so 
much noise without organizing principles to help us derive insights. 

Contibuted by Sean D. Williams. © Kendall Hunt Publishing Company. 

stands in the marketplace or in relationship to the issue. Remember that it selects 

and highlights only those bits of information that build the foundation for the solu- 

tion or plan you will propose. Although you have not yet fully defined the problem 

or begun the planning process, some obvious alternatives will emerge as your team 

gathers and evaluates the research. The background should organize the informa- 

tion and present it in a way that will demonstrate to your client or manager the wis- 

dom of the solutions you propose. 

Stakeholder research 
Stakeholder research provides the foundation from which you can make informed 

decisions about segmenting and targeting publics. It also helps you step into the 

shoes of those affected by an organization’s decisions and see the issue from their 

perspective. As shown in the diagram in Figure 4.1, you can conduct research on any 

of the stakeholder groups you think may be affected by the problem or opportunity. 

Remember that you cannot select key publics at this point because you have 

not set objectives. You have to decide what you need to do to meet the challenge/ 

opportunity (objectives) before you decide who (key publics) you need to reach and 

motivate to act. Nevertheless, this research will be invaluable to you as you proceed 

to plan. With good stakeholder research, you will be armed with the knowledge and 

understanding you need to select the best combination of key publics when the 

time comes. 

A good place to start when researching stakeholders is to understand the reason 

for their connection to your organization. Categorizing stakeholders in this way can 

help you prioritize your research efforts, spending more time to research the groups 

that are most likely to be affected by the current situation. Research in the fields of 

public relations and business have identified four types of stakeholders based on 

four different types of connections (Rawlins, 2006). 

Enabling stakeholders have some degree of authority or control over your 

organization. They restrict organizations from or enable them to acquire 

resources and pursue their goals. Examples include shareholders, lawmakers 

and government regulators. 
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Functional stakeholders are essential to make your organization function prop- 

erly. They provide the labor (e.g, employees or subcontractors) and resources 

(e.g., suppliers) your organization needs to produce and deliver products and 

services. They are also consumers of your organization’s products and services. 

Normative stakeholders share a common interest, have similar values, seek 

related goals and experience similar problems as your organization (e.g., com- 

petitors and industry associations). 

Diffused stakeholders have infrequent interactions with your organization. 

Usually, these interactions are caused by your organization’s actions or deci- 

sions. They often get involved during a crisis (e.g., media and activist groups). 

Communication theorists also suggest that stakeholder research can define the 

attributes of each group selected for study. Business scholars have identified three 

attributes that can help you determine which stakeholders should receive the most 

attention (Mitchell, Agle & Wood, 1997). These attributes include power, legitimacy 

and urgency. 

Powerful stakeholders can convince the leaders of your organization to make 

decisions they otherwise wouldn’t make. Legitimate stakeholders have invested 

something of value in your organization and have legal or moral standing to influ- 

ence its decisions. Urgent stakeholders want your organization to do something that 

is important to them right now. The more of these attributes a stakeholder group has, 

the more important it is to your organization. 

From the ranks of these broad stakeholder groups, you can begin segmenting pub- 

lics. Research on publics should contain both demographic and psychographic infor- 

mation (gained through primary and secondary research) as well as any information 

that will help you reach publics (like media preferences and habits). It includes atti- 

tudes, values, opinions, behaviors, lifestyles, purchasing preferences, recreation hab- 

its, media usage and much more. Some of the information is hard data such as census 

reports, opinion research or social media analytics. Other information may be from 

focus groups, secondary research, personal observation and informed stereotypes. 

As explained in Chapter 2, behavior can be used to segment publics. Studies 

done by James Grunig in the early 1980s concluded that publics are situational. 

That is, they form around specific issues or events and can be segmented by their 

communication behavior. Non-publics are not affected by the issue. Latent publics 

are affected but do not realize it yet. Aware publics recognize that an issue affects 

them but are not doing anything about it. And active publics are trying to address it 

through communication. 

Researchers expanded on these initial ideas in this decade to more accurately 

explain how people use information to help them solve problems (Kim & Grunig, 
2011). Generally, problems arise when people experience differences between what 
they expect and what they experience. Naturally, people want to solve problems, but 
they need information to do so. Their motivation to communicate about a problem 
depends on their awareness of it, their level of involvement with it and the extent to 
which they feel they can do something about it. When gathered, this psychographic 
information can be used to predict how latent, aware or active public segments 
might engage in three different communication behaviors: information acquisition, 
information selection and information transmission. 

Figure 4.3 has more details about the specific passive and active behaviors in each 
category. Observational research on the current communication behaviors of each 



CHAPTER4 Strategically applying research and social insights 

eee ie 4.3 ee. 
o~fo Passive and active communication behaviors 

COMMUNICATION BEHAVIOR PASSIVE 

Information acquisition Information attending 

People pay attention 

to messages about a 

specific problem. 

Information permitting 

People accept any 

information related to 

the problem. ! 

Information selection 

Information sharing 

People only share 

their opinions about a 

problem when asked 
to by others. 

Information transmission 

Source: Kim and Grunig (2011) 

public segment can help inform the development of psychographic profiles. Keep in 

mind that research has shown that passive publics only exhibit passive communica- 

tion behaviors. However, active publics use both passive and active communication 

behaviors to solve problems. 

Identifying self-interests 
Your research helps you determine motivating self-interests in connection with 

the problem or issue at hand as well as with opinion leaders. This will be important 

in designing messages that will motivate key publics. Remember that people don’t 

do what you want them to do just because you want them to do it. They act in their 

own self-interest, and unless you can plainly identify those self-interests and appeal 

to them, publics will not do what you want them to do. But don’t confuse self-interest 

with selfishness. People are often motivated to act from intrinsic values like care and 

concern, community improvement, quality of life, welfare of family and friends and 

because it is the “right thing to do.” 

Clearly, it is in our self-interest to feel good about ourselves, to take care of our 

families and friends and to improve the quality of our community and living situ- 

ation. That doesn’t mean money and power are not motivators, but relying upon 

them as the primary or overriding self-interests for our publics will probably limit 

ACTIVE 

Information seeking 

People actively seek out messages 

about a specific problem. 

Information forefending 

People avoid certain types of 

information, are systematic about 

their search and want specific and 

relevant information about the 

problem. 

Information forwarding 

People proactively share 

information about a problem 

without it being solicited by 

anyone. 

&& SELF-INTEREST 
The fundamental motivation 

for an individual’s behavior. 
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our success. Refer back to the discussion in Chapter 1 about the critical values under- 

lying trust and relationships. Your stakeholder research should help you understand 

publics at this deeper level, and you will be more successful as a result. 

As you will see in the following chapters, appealing to the self-interest of a pub- 

lic is necessary at two levels. You already know you must use a self-interest appeal 

to move a public to action. But with the clutter of messages and information bom- 

barding everyone today, we must also appeal to self-interest just to get a public to 

pay attention to our message. People choose to perceive a message only when they 

believe it is in their self-interest to do so, otherwise they just tune out. Regardless of 

the channels used, you have to get over the perception hurdle before you can com- 

plete your primary task of informing or motivating. 

identifying opinion leaders 
The stakeholder research should also tell you who infiuences different publics. Who 

are the opinion leaders regarding the particular issue or challenge to be addressed? 

As discussed in Chapter 2, a public’s opinion leaders are individuals (either by per- 

sonal acquaintance, social media connection or reputation) who have the credibility 

to effectively give advice, affect opinion or call for action. They are typically heavy 

consumers of media and usually possess significant information and expertise. Most 

importantly, they are trusted. 

How do you identify who a public’s opinion leaders are? Formal opinion lead- 

ers are relatively easy to determine. We see them every day (e.g., political officials) 

or know who they are by the issue or influence involved (e.g., religious leaders). 

Nevertheless, just because someone may hold a position of authority does not mean 

they can actually sway the opinion of our public. 

Identifying informal opinion leaders can be tricky. So how do we find out who 

actually influences a public? The answer is deceptively simple: Ask them. Part of 

research is asking people whose advice they trust when making decisions. Focus 

groups and surveys are particularly useful in this process. We can also observe 

behaviors — watching how people react when they receive messages from different 

sources or analyzing who they follow on social media channels. 

Opinion leaders are best used to persuade and motivate. Nevertheless, their 

credibility is based upon our publics’ assessment of their character and judgment. 

Opinion leaders lose influence if they are perceived to be manipulated or manipula- 

tive. Using them in that manner is unethical and will ultimately lead to a decline in 

their influence. 

Assessing relationships 
It is also important to use stakeholder research to assess the current state of the 
relationship your client or organization has with its publics. This assessment may 
use a formal methodology like establishing a scale of strength indicators of the rela- 
tionship — or the assessment may be more informal. Research has shown the key 
factors or dimensions to be considered in a relationship include levels of: loyalty, 
trust, openness, involvement, community investment, commitment, satisfaction 

and influence (Bruning & Ledingham, 1999, 2000; Ki & Hon, 2007). 

Significant research has been conducted within the relationship building and 
the relationship management schools of thought in public relations. While those 
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MINT CASE 
Data-driven slamping 
Kampgrounds of America (KOA) 

Kampgrounds of America (KOA) started in 1962 with one basic campsite along the Yellowstone River in Montana that 
featured a picnic table, a fire ring and level ground to pitch a tent. KOA now owns or franchises nearly 500 locations 
in the U.S. and Canada that feature standard camping conveniences such as RV hookups, showers, laundry facilities, 
swimming pools, restrooms and playgrounds. In recent years, however, KOA has upgraded many of its sites with 
resort-style pools, RV sites with patios, deluxe cabins with full baths, premium tent sites and pet parks. Most also 

offer access to modern amenities like Wi-Fi internet access. 

CORE OPPORTUNITY 

KOA needed to generate media and consumer interest in its upgraded campgrounds. 

KOA’S STRATEGY 

KOA's strategy was informed by the following research. 

¢ In January 2016, KOA worked with a marketing research firm with expertise in the hospitality and services 

industries to develop a survey instrument and draw a random sample of people from the U.S. and Canada that 

represented the overall populations in terms of age, gender and ethnicity. The online survey was distributed to 

a U.S, sample that included 2,418 households, with a margin of error of +/- 1.9%. The Canadian sample included 

500 households, with a margin of error of +/- 4.3%. 

Results from the survey led to the conclusion that “diversity in the outdoors is slowly increasing.” The data 

showed that 40% of new campers were Latino, Asian-American or African-American. 

Another finding of the survey was that younger generations are getting into camping. Data revealed that 44% 

of new campers were millennials. 

Not surprisingly, the data showed that people are not disconnecting from technology when they camp. The sur- 

vey found that 76% of people access the internet while camping. However, research discovered that this might 

not be a bad thing as 4% of campers who check their email while outdoors spend an average of three additional 

days camping per year compared to those who don’t check email. 

Finally, the data indicated a 25% increase in the number of people who said they intended to camp more 

often in 2016. 

KOA worked with a public relations firm to develop an integrated marketing campaign to attract new campers to 

its properties. In addition to its ongoing media relations efforts, as well as its established digital, email and social 

media marketing communication, KOA and its agency partner packaged and positioned its research as a Camping 

industry trend report: The 2016 North American Camping Report. Public relations efforts to pitch the findings of the 

report to key industry opinion leaders and media influencers landed KOA national media coverage in “USA Today” 

and the “New York Times,” as well as coverage in regional media outlets such as Indiana's “South Bend Tribune.” 

In addition, KOA and its agency used the research findings to target its messages about KOA's upgraded ame- 

nities to audiences that the research indicated were interested in camping. For example, they reached out to 

millennial travel bloggers and invited them to experience, and write about, “glamping” ina deluxe KOA cabin. They 

secured coverage about KOA amenities on regional family and travel-related websites like “ArkontheGo.com” and 
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“ParentMap.com.” And they created a partnership with “Hispanicize 2016” in Miami, Florida, to reach out to poten- 

tial Hispanic campers. 

RESULTS 

* Campaign evaluation data showed that 77% of current campers and 52% of new campers named KOA their 

top-of-mind campground. According to KOA, this was the highest the awareness statistics had ever been. 

* Business from new campers in 2016 generated $30 million in revenue, a 2% increase. 

* Overall occupancy rates at KOA campgrounds in 2016 increased by 5% and registration revenue increased by 

1%. 

* KOA reported that 2016 was the most successful year in the company’s history. 

* The 2016 North American Camping Report was so successful that KOA has issued a new report every year 

since (see http://www.koapressroom.com/). 

* In 2022, KOA issued its first North American Glamping report (see http://www.koapressroom.com/). 

©SCK_Photo/Shutterstock.com 

disciplines have been advocating a relationship building approach to dealing with all 

organizational publics since the mid-1980s, it is only recently that research has led 

to the methodology to measure the strength of those relationships. The eight factors 

identified above are those most often used and measured. Loyalty, trust, satisfaction 

and influence are arguably two-way factors, the strength of which is measured both 

from the perspectives of the organization and the publics. The other four primarily 

measure the publics’ perception of the organization’s performance. The openness, 

involvement, community investment and commitment of the organization to pub- 

lics and issues are typically seen as responsibilities of the organization. 

The purpose of your communication, particularly long term, is to strengthen 
relationships with publics and move them to mutually beneficial action. 
Communication that highlights the organization’s performance on these eight fac- 
tors will help you do that. 

Without stakeholder research, you won’t be able to make sound decisions about 
key publics when the time comes. It is equally important to have research about 
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intervening publics. You gain their cooperation in the same way you motivate 
action in key publics: by making it in their self-interest. For this reason, you need 
to know about them, understand their self-interests as they relate to your problem, 
know who influences them and understand the status of your relationship with them. 

SWOT analysis 
As you have organized and synthesized your data and information about the factors 
in the Communications and Marketing Research Guide in Figure 4.2, you have prob- 
ably begun to make some inferences and draw some conclusions relative to the issue 
or opportunity you are addressing. 

At this point, take some time to do a SWOT analysis — strengths, weaknesses, 
opportunities, threats. According to Stacy Collett, a SWOT analysis is: A way to ana- 
lyze a company’s or a department’s position in the market in relation to its compet- 
itors. The goal is to identify all the major factors affecting competitiveness before 
crafting a business strategy. 

Although typically designed to support development of marketing strategy, a 

SWOT analysis is useful in supporting plans to address an organization’s relation- 

ships with all of its stakeholders and publics, not just customers. It is equally valu- 

able to analyze the internal and external factors affecting issues and the operating 

environment within which the organization exists. When conducting a SWOT anal- 

ysis, remember that your organization’s relationships with key publics as well as the 

key publics’ opinions and values can also be considered strengths or weaknesses. 

This analysis is a great way to sum up your research and focus your knowledge on 

the opportunity you face and the barriers to be overcome. The process takes pages of 

information and focuses them into a few key words that will help shape a successful 

campaign. 

Situation analysis 
Although the problem or challenge was identified for us initially as we began the 

research process, it is important to redefine the situation after we have synthesized 

all available and pertinent information. The client or manager’s initial perception of 

the problem or opportunity may be quite unlike the actual situation. You may have 

initially believed people didn’t donate to a cause because they didn’t see the need. 

Research may have discovered the real reason was that they didn’t know how. A 

local drive-time radio show in a Western city made an impassioned appeal for dona- 

tions for a young local boy who would be dropped from the organ donor list by the 

next day for lack of funding. But they failed to tell listeners how and where to donate, 

frustrating the tens of thousands of listeners who wanted to help. 

Based on the background, assess and describe in one paragraph the situation as 

it appears after the data has been organized and analyzed. This paragraph should 

include those most pertinent pieces of data that will become benchmarks upon which 

to later base your objectives. That means your analysis of the data should yield numer- 

ical markers that must be improved to resolve your problem or meet the challenge. 

In describing a problem, you might know that 75% of public opinion is that your 

organization doesn’t care about the community. Obviously that is a statistic that 

OD INTERVENING 

PUBLIC 

An influential individual or 

small group of people used 

to carry a message to a key 

public. 

Ye SWOT ANALYSIS 

A structured analytical tool 

Set up in a 2-by-2 matrix 

that examines strengths, 

weaknesses, opportunities 

and threats. 
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MATRIX APPLIED 
Research background, situation analysis and core 
problem/opportunity 

The State Department of Corrections is planning to construct a new prison in Green Valley, a small farming town 50 miles 

from an interstate highway. The 7,500 people in the town and 2,500 more in the surrounding area-are concerned for 

the safety of their families and property. The state will face expensive opposition unless attitudes can be changed so 

that the town is reassured of its safety and welcomes the economic development that will come with the new facility. 

BACKGROUND 

The external environment: Like the rest of the country, Green Valley is struggling to emerge from the economic 

downturn that hit this farming community particularly hard. Unemployment and underemployment have been 

problems, and the construction project, and the staffing and maintenance of a prison in town would be a definite 

economic boon. Politically, the residents are conservative and supportive of the penal system, but highly publicized 

incidents of violent crime have them wary of the kinds of people and criminal culture that would be introduced into 

their community and to their children. 

The industry: While the penal system would introduce the seamier side of society to Green Valley, the prison and 

all the services needed to support the prison would mean several million dollars injected into the area economy 

annually, and it would mean 750 new jobs with the prison alone, not to mention the jobs that would be added as the 

town’s business community expanded to meet the needs of such a facility. While many of those jobs would be blue 

collar, hourly positions, a fair percentage would be professional positions in education, health care, management, 

finance and other professions. Technology, strict regulation and control in this industry renders safety less of an 

issue than the public may think. That means growth for Green Valley as people move into town to support the new 

prison, and employment for people in Green Valley who have been without work because of the recent recession. 

Competition: The only competition is the publics’ perceptions, attitudes and values. Fear for safety and fear for a 

loss of innocence present opposition. Those can be overcome with accurate information and recognition of the bene- 

fits. There is also a potential for legal opposition to a project like this. 

Stakeholder research: Green Valley residents are diffused stakeholders. They do not typically interact with the 

State Department of Corrections, but because the proposal to construct a prison in their town will have a significant 
impact on their lives, they are more likely to become involved with the department throughout the approval process. 
The prison proposal will also have an impact on their attitudes about and opinions of the department. Green Valley 
residents have some power over the elected officials making decisions about the prison through the ballot box and 
public pressure. They have a legitimate claim on the issue because the prison will be built in their community, which 
will be left to deal with both the positive and negative impacts. Also, they will feel a sense of urgency for govern- 
ment leaders to address their concerns as deadlines approach for community input and government approvals that 
move the prison from idea to reality. This broad group of Green Valley residents can be segmented into publics that 
will respond to the issue in different ways. This requires a full demographic breakdown of each segment in terms 
of ages, income, employment and other characteristics. It also requires psychographic data on attitudes, values 
and beliefs on political, social and economic issues, as well as about the prison specifically. The psychographic 
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breakdown would include lifestyles, recreation and other similar data. It would also include identification of opinion 
leaders, self-interests, information sources and preferred media channels. 

The organization: The state prison system keeps a low profile, and has been able to do so because of virtually no 
incidents threatening public safety in the last couple of decades. The system is efficiently managed, and employees 
are competent. Its reputation is unsullied. 

The service: The service provided by the taxpayer-funded state penal system is necessary. In this conservative 
area, the justice system is supported, and the concept of prisons is understood and accepted. There is little, if any, 
opposition to the idea of a prison; there was simply concern that it would be located here. The issue of safety is 
the primary concern in the minds of citizens, and the exposure of children to the idea of violent crime in society 

is a close secondary concern. !n a small town like this, children and families would see the prison facility daily, a 

constant reminder of their vulnerability and the criminal element in society. 

Promotions: Research shows that other states that have faced this challenge have been most successful when 

they have invited the community’s voice in the process. Providing full information on location, plans, timelines, 

construction and operation along with inviting public discussion and comment have typically allowed commu- 

nities to weigh the pros and cons and come to a decision of support. Economic benefits, safety procedures and 

safety records of other state facilities have all been powerful messages. When communities have a voice in the 

process, are assured of the safety of their families, recognize the economic benefits and see the meticulous plan- 

ning for the least disruption of their lives, they tend to be supportive of a prison in their community. A pervasive 

public information effort, the support of local opinion leaders and community forums have been the most effec- 

tive tools to engage publics and gain support. 

Resources: Opinion leaders will be critical resources in this public information and persuasion campaign, par- 

ticularly local officials, school administrators and local media. The community's need for economic growth and 

stability, as well as jobs, can be considered a resource. City hall, the high school and the local recreation center are 

established community meeting places that can be used for community forums. A weekly newspaper and a local 

radio station will also be resources for information dissemination, as well as social media, particularly those also 

used by local government and police to keep citizens informed. 

SWOT analysis: 

STRENGTHS | WEAKNESSES 

1. Economic benefits 1. Construction inconvenience 

2. Penal system safety record 2. Daily visibility of negative element 

3. Support of local leaders | 

OPPORTUNITIES THREATS 

1, Jobs 1. Safety 

2. Local media and social media 2. Family values 

3. Legal opposition 

SITUATION ANALYSIS 
. 

The announcement that the state is planning to construct a new prison facility in Green Valley has been met with 

initial resistance. While residents are generally supportive of the state's penal system, which has an excellent 
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record of safety and competence, they fear the introduction of the criminal element into their peaceful community. 

Safety has been the overriding concern of residents, overshadowing the economic benefits that would come from 

the construction and maintenance of this facility. This project would bring in several million dollars annually and 

750 jobs to this economically struggling community. It would boost the business and professional communities, 

improve medical facilities, strengthen funding for education and provide an economic injection that would signifi- 

cantly improve the quality of life for the vast majority of area residents. A solid 80% of residents have expressed 

concerns over safety, but only 35% could name a potential economic benefit. Fewer than 20% thought the new 

facility would improve other local services like education and health care. Nearly three-quarters of residents have 

a favorable opinion of the State Corrections Department, but only one-quarter indicate that they would be fully 

supportive of a prison in Green Valley. While only 30% are outright opposed to locating the prison here, 45% have 

significant concerns. Should those concerns not be alleviated, the opposition could potentially mobilize a legal 

challenge to the project. 

The primary challenge seems to be public awareness and education. Other efforts have shown that giving the 

community a voice in the process and being completely transparent and open about plans and operation have 

improved community support, especially given the economic benefits. Safety will always be an issue, but the 

reputation and safety record of the Department of Corrections as well as procedures in place to ensure safety can 

assure the community that there is low risk associated with housing a prison in the community. Local opinion 

leaders and local media are well-informed on relevant issues and are supportive. But if opposition can’t be con- 

verted to support, Green Valley will likely lose the opportunity to improve the standard of living for residents by 

locating the prison there. 

CORE PROBLEM/OPPORTUNITY 

Raise public awareness of safety and the benefits of the new prison to gain public support and neutralize opposi- 

tion so that the Green Valley prison project can go forward without costly delay or legal opposition. 

must be improved to meet your challenge. Those are the critical pieces of data that 

must be included in the situation analysis. If you can explain a problem or chal- 

lenge using measures from research data, then writing measurable objectives to 

meet the challenge is easy. Further, using actual data — numbers — to summarize 

the attitudes, opinions and behaviors that must be changed will inspire confidence 

in your superiors that you have a realistic grasp of the problem and understand 

how to overcome it. 

So don’t just say your publics don’t trust the organization; identify what the 

specific trust levels are among which publics. Don’t just conclude people lack 

information; find the statistics to describe which publics lack which specific under- 

standings or pieces of information. Find the critical data that not only describe 
publics, attitudes, opinions and behaviors but also provide the benchmarks to 
measure success. 

In a second paragraph, identify any related issues, problems or difficulties. 
Honestly assess potential barriers to success that must be overcome, but use your 
research as a confidence builder so your client or manager will be certain that the 
difficulties can be overcome. Identifying difficulties and then suggesting reasonable 
ways to neutralize them may be the best approach. 



CHAPTER4 Strategically applying research and social insights 

Core problem or opportunity 
Based on the synthesis of research in the background, you have narrowed the issue 
or challenge to a short assessment of the situation and any related difficulties. Now 
cut to the heart of the problem or opportunity in one sentence. 

For example, “Because key publics are not getting adequate and timely informa- 
tion about mobile blood drives, blood donations have declined, threatening the local 
hospital’s immediate access to needed lifesaving units.” The statement gets right 
to the central core of the problem and translates it to a tangible consequence if the 
problem is not solved. 

Be careful not to mistake symptoms of a problem for the problem itself. Like an 
onion, problems are made up of many layers. The layers surrounding the problem 
often take the form of symptoms and effects. In order to identify the core problem 

you need to peel back the symptoms and effects to find out what is really causing the 

difficulty. 

Summary 
Organizing background research according to the Communications and Marketing 

Research Guide helps lay the foundation for decision-making. The background, 

SWOT analysis and stakeholder research help to focus everything we know into a 

solution or plan. It funnels research into the problem-solving and planning process 

because it has driven us to think analytically, to evaluate what is known and to iden- 

tify how that will assist in the selection of publics and resources to solve the problem. 

Application case 
Park City, Utah 
Tourism campaign 

Park City, Utah, is a mountain town located 25 miles east of Salt Lake City. It has 

established a reputation as a ski town. Park City has two ski resorts — Park City 

Mountain and Deer Valley — that draw skiing enthusiasts from around the world 

to experience Utah’s “greatest snow on earth.” The city was also a venue during the 

2002 Winter Olympics. Utah Olympic Park in Park City still has four working sliding 

(bobsled, luge, skeleton) tracks and six Nordic ski jumps that are used in the win- 

ter and summer. Park City is also known for being a high-end destination. It has the 

largest concentration of luxury ski accommodations in North America and annually 

hosts celebrities and filmmakers during the Sundance Film Festival with a variety of 

restaurants and spas. 

Recently, Park City and its county government partner, Summit County, devel- 

oped a sustainable tourism plan. The report produced for this plan outlines the city 

and county’s vision for tourism in the area: “Our vision embraces our Olympic spirit, 

our love of the outdoors, and the health of our environment as the beating heart of 
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the Suinmit County experience. We see a future in which locals, governments, busi- 

ness groups, nonprofits and land managers share a mission to integrate tourism with 

stewardship and preservation, engaging visitors as partners who care about—and 

for—our community. We will adapt our community systems, seeking to become the 

most sustainable ski destination in the world.” 

Assume you have been hired by Park City and Summit County to conduct initial 

research for a strategic communications campaign focused on establishing Park City 

as a sustainable destination among leisure travelers. Use the information provided 

in this case and principles from this chapter to complete the following tasks regard- 

ing the first three steps of the matrix. 

1. Using secondary research, complete a background research report for Park 

City and Summit County. Apply the skills you learned in Chapter 3 to find 

appropriate secondary research sources. Follow the guidelines provided in the 

Communications and Marketing Research Guide in Figure 4.2 to determine 

which topics to conduct research on. Synthesize the data you find into a concise 

background research report like the example shown in this chapter’s Matrix 

Applied. Here are some ideas to get you started. 

a. IbisWorld: Ski & Snowboard Resorts Industry in the US-Market Research 

Report (may be available through your university library). 

b. Expedia: Travel trends reports (https://welcome.expediagroup.com/en/ 

research-and-insights/the-traveler-value-index). 

c. Utah Office of Tourism: Utah tourism statistics and trends (https://travel. 

utah.gov/research-planning/utah-tourism-industry-metrics). 

d. Park City Visitors Bureau: Economic data and resources (https://www.vis- 

itparkcity.com/members/resources/); Sustainable Tourism Plan (https:// 

www.isitparkcity.com/sustainabletourismplan/). 

Park City: City information (https://www.parkcity.org/). 

f. Summit County: County information (https://www.summitcounty.org/). 

@ 

2. Conduct a SWOT analysis based on what you learned from creating your back- 

ground research report. 

3. Write a two-paragraph situation analysis using the information you gathered 

in your background research report and what you learned from conducting 

the SWOT analysis. The first paragraph should be a statement of the cur- 

rent situation and a description of the challenge or opportunity. The second 

paragraph should identify potential difficulties that could impede success. 

Remember to use actual data — numbers — to summarize the attitudes, opin- 

ions and behaviors that must be addressed in the campaign. 

4. Write a one-sentence core problem or opportunity based on what you wrote 
in the situation analysis. Try to get right to the central core of the problem and 
translate it to a tangible consequence if the problem is not solved. 
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CHAPTER ) 
SETTING GOALS AND OBIEGTIVES 

jj 
“Ifyou fail to plan, 
you are planning to fail!” 

— BENJAMIN FRANKLIN 

AUTHOR, INVENTOR, SCIENTIST AND STATESMAN 

LEARNING IMPERATIVES 

Be able to turn a problem/opportunity statement into 

a goal. 

Understand the characteristics of good objectives. 

Learn how to write objectives to support the 

accomplishment of a goal. 

Learn to create evaluation criteria and tools as you write 

objectives to ensure evaluation is accomplished. 
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646 PLANNING 
The process of using 

research to chart the step- 

by-step course to solve a 

problem, take advantage 

of an opportunity or meet a 

challenge. 

Ot GOAL 

The result or desired 

outcome that solves a 

problem, takes advantage 

of an opportunity or meets 

a challenge. 

Ye OBJECTIVES 

Specific, measurable 

statements of what needs 

to be accomplished to reach 

the goal. 

he second step of the RACE model is action planning. Planning and the program- 

ming it generates is how we get from here to there. “Here” is where we are now. 

It is our current situation as we have described it after synthesizing our research and 

redefining the challenge or opportunity we face. “There” is where we want to be; it’s 

our goal. Planning helps us to look ahead, to chart our course to ensure we get there. 

Like sailing a boat, planning must be flexible and open to course correction as we re- 

ceive feedback or obtain new information. Nevertheless, unless we know where we 

are going and have some idea of an appropriate course to get there, our arrival at the 

destination will be left to chance. The more complete our planning — based on good 

research — the better our chances of arriving at our destination. 

The matrix approach 
to planning 
The heart of the Strategic Communications Matrix is the action planning section. 

The research process — including the collection, organization and analysis of infor- 

mation and honing it into a situation analysis and core problem/opportunity — lays 

the foundation for the action planning process. Broom and Sha (2012) call this a 

“searching look backward,” a “wide look around,” a “deep look inside” and a “long 

look ahead.” 

Similarly, the action planning step in the matrix lays the foundation for the com- 

munication or implementation step. As such, planning must be dynamic or flexible 

enough to allow for feedback and adjustment during implementation. It must also 

be based firmly on stakeholder research to ensure the right publics are selected, the 

messages motivate them to do what needs to be done and the right channels are 

used to get the messages to the publics in a way that they will perceive them and act 

on them. Planning must also integrate an outline for evaluation so the plan is truly 

results-oriented. 

Planning occurs at two distinct levels within any organization: long-term plan- 

ning for the entire organization and short-term planning fur communications 

efforts. Long-term planning occurs at the top level of an organization and looks at 

the entirety of the organization and its mission. It identifies goals, objectives, pub- 

lics and messages that address the long-term accomplishment of the organization’s 

mission. Planning at this level involves all entities 

Epinephrine Injection, USP 
Auto-Injectors 0.3 mg 

within the organization and requires the use of stake- 

holder research to truly understand the organization’s 

publics. Doing so helps us avoid costly mistakes like 

that made by Mylan, the maker of EpiPen, which treats 

life-threatening allergic reactions. From 2009 to 2016, 

the company hiked the price of the product more than 

500 percent from $103.50 to $608.61. The price hike 

put it out of reach of many for whom using EpiPen is 

the difference between life and death. It meant that 

schools could no longer afford to keep them on hand to 

treat children who have allergic reactions to something 

like peanuts or a bee sting. 
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Although the American Medical Association and politicians urged Mylan to 
reduce the price, CEO Heather Bresch called the price hikes “fair,” revealing that the 
drugs in the pen cost about $2 while the majority of the price tag is in the design 
of the auto-injector. She blamed the Affordable Care Act (aka Obamacare) and dis- 
tributors for the high cost. Eventually Mylan said it would release a cheaper generic 
version of EpiPen but it was too little, too late. The anger of consumers, legislators 
and regulators — all key publics of the organization — resulted in Mylan stock value 
plummeting 70%, an antitrust investigation, lawsuits and employee layoffs. 

Short-term planning is designed to target more immediate needs such as man- 
aging a crisis, launching a new product line and repairing a damaged reputation. 
Effective higher-level, long-term planning should, nonetheless, inform planning for 
more specific short-term campaigns. Although they are focused on a more specific 
challenge, short-term communications efforts should always reinforce the key mes- 
sages, goals and objectives of the long-term plan. Nevertheless, by their nature, they 

may also address publics that may not be long-term key publics to the organization 

but that are crucial to the accomplishment of the short-term effort. 

Research helps us define the challenge and the current environment within 

which the opportunity has occurred or will occur. As shown in the complete matrix 

in Chapter 1, planning identifies what specifically needs to be accomplished (goal 

and objectives) to overcome the challenge, who (key publics) we need to reach and/ 

or motivate to accomplish the goals and objectives, what we need to convey (mes- 

sages) to those publics to stimulate action and help us achieve our objectives, and 

how (strategies and tactics) to get those messages to those publics so they both 

receive and act upon them. The matrix also includes the big idea strategy to better 

tie together the who, what and how of a campaign under a unifying creative theme. 

As shown in the simplified example in Figure 5.1, the planning process is analyt- 

ical, with the decisions made and actions planned in each step driving the decisions 

made and actions planned in each subsequent step. Further, each step must be taken 

in turn. For example, the key publics for a particular problem-solving effort cannot 

be selected until we have determined the goal and the objectives necessary to achieve 

that goal. Only then can we select the publics that are needed to accomplish those 

objectives. Similarly, we can only design effective messages after we have selected 

key publics, know what we need them to do and have determined their motivating 

self-interests. The decisions we make about the information a public needs, what 

will motivate the public to act and who should deliver the message to the public are 

prerequisite to designing messages that result in action that accomplishes objectives. 

Effective informational and motivational messages cannot be designed for a 

given public without a thorough analysis of its research profile, examination of the 

status of the current relationship with that public and knowledge of its self-inter- 

ests as they pertain to the problem at hand and related issues. Strategies and tactics 

appropriate to send the designed messages to the selected publics cannot be deter- 

mined until we know what those messages are. Quite simply, the matrix approach 

requires us to decide what we want to do, who we need to reach to do it, what mes- 

sages we need to send to obtain cooperation and how we can most effectively send 

those messages to those publics. The steps must be taken in order or our planning is 

left to chance and could easily get off-track. 

A Google search using the keywords “worst PR marketing campaigns” will reveal 

a list of industry websites documenting communication efforts that failed misera- 

bly. Irma Jakié, a writer for Mediatoolkit.com, explained that campaigns fail because 
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< © Figure 5.1 

3% Simplified example of the matrix analytical process* 

Delaware Department of Natural Resources and Environmental Control 

CORE 

OPPORTUNITY 

GOAL 

OBJECTIVE 

KEY PUBLIC 

PRIMARY 

MESSAGES 

STRATEGY 

TACTIC 

Because the Delaware General Assembly passed a new law banning plastic carryout bags, the 

Department of Natural Resources had to inform and persuade retailers and residents about the 

benefits of complying with the law. 

Inform Delaware residents about the ban on plastic carryout bags. 

¥ 
Increase awareness about the ban on plastic carryout bags by 25% by the end of the campaign, 

as measured by a post-campaign online survey. 

v 
Delaware residents who frequently shop in retail stores affected by the ban on plastic carryout bags. 

y 
1. Starting Friday, Jan. 1, 2021, plastic carryout bags will be banned in Delaware. 

2. Choose to reuse, or bring your own bag (BYOB). The law helps us reduce our waste in landfills 

and reduce the number of plastic bags that litter our roads and waterways. 

¥ 
Inform Delaware residents about the ban on plastic carryout bags by partnering with the Retail 

Trade Association to develop in-store display signage about the ban. 

v 
In-store signs and flyers posted at the point of sale. 

* To demonstrate the analytical process, this example focuses on only one of the objectives, one of the key publics, one of the strategies and one tactic. To accomplish 

the goal, more objectives, publics, strategies and tactics would be necessary. 

they were “not thought through enough, to put it nicely.” To put it in terms of the 

matrix approach, somehow these campaigns misconnected in the planning process. 

One poignant example mentioned on many of the “worst PR and marketing cam- 

paign” web pages is the release of PepsiCo’s 2017 short film, “Live for Now,” starring 

Kendall Jenner, an American model and social media celebrity. The video shows 

Jenner posing for a photo shoot while a large group of happy protestors walk down 

the street holding generic signs. A line of police officers is waiting for the protestors. 
Someone invites Jenner to join the protest. She is shown walking through the protes- 
tors with a can of Pepsi in her hand. Finally, she reaches the front of the protest, walks 
up to the police line and hands her can of Pepsi to one of the officers. The police officer 
drinks the Pepsi and all of the protestors cheer. 

Reaction to Pepsi’s video was immediate and fierce, especially on social media. 
Many accused Pepsi of insensitively co-opting the Black Lives Matter movement to 
sell soda. Elle Hearns, former Black Lives Matter organizer, was quoted in the “New 
York Times” saying that the video “plays down the sacrifices people have historically 
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taken in utilizing protests.” And Bernice King, the 
daughter of Martin Luther King Jr. and Coretta Scott 
King, tweeted a picture of her father and other civil 
rights protestors being pushed by a line of police offi- 
cers with the caption, “If only Daddy would have known 
about the power of #Pepsi.” 

Pepsi quickly issued an apology and pulled down the 
video from their social media accounts. Interestingly, 
Pepsi’s apology revealed the goal of their campaign: 
“Pepsi was trying to project a global message of unity, 
peace and understanding. Clearly, we missed the mark 

and apologize. We did not intend to make light of any 
serious issue.” 

So how did a communications campaign that was 

intended to “project a global message of unity, peace 

and understanding” veer so far off the mark? According 

to Thomas Hobbes of “Marketing Week,” one reason 

Pepsi’s in-house marketing team might have produced such a tone deaf message is 

because they didn’t seek an outside perspective that could have exposed the flaws 

in their thinking. Another reason is likely that the Pepsi team didn’t do research to 

understand protestors and protest movements. While both of these reasons seem 

likely, the bottom line is that the Pepsi marketing team obviously didn’t understand 

their publics well enough to communicate in an authentic, respectful, equitable or 

socially responsible way. 

Pepsi’s marketing team had a clear goal. But they clearly did not conduct enough 

research to help them understand the situation or their publics. Yet, based on their 

faulty and incomplete understanding, they proceeded to design a message that angered 

and alienated the people they were targeting, as well as many people who they didn’t 

intend to target. The Pepsi team also sent the message through multiple social media 

channels, which ensured that the viral criticism and backlash to the video would be 

seen by a large number of social media users and the traditional news media. 

Each step of the matrix planning process must build on the previous step. The 

logic must flow consistently and coherently. As the Pepsi example shows, disregard- 

ing the information accumulated, the decisions made and the actions planned in one 

step will almost always ensure that the decisions made and actions planned in the 

subsequent step are off target and headed for failure. 

With this important lesson in mind, the next few chapters address the action 

planning steps of the Strategic Communications Matrix. This chapter begins that 

discussion with identifying what needs to be done to meet the challenge or to seize 

the opportunity at hand. 

Establishing goals 
Once the core problem or opportunity is accurately established, setting the goal is a 

simple task. The goal is actually a positive restatement of the core problem. If your 

challenge is declining confidence among investors leading to a low stock price, your 

goal is to reestablish confidence and boost your stock price. If your problem is a lack 

~ of accurate information regarding the process of organ donation, thereby causing 

a shortage of available organs for transplant, your goal is to increase the number of 
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STRATEGIC COMMUNICATIONS MATRIX 
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4. GOAL AND OBJECTIVES 

Goal A one-sentence statement of the overall result needed to solve the problem or 

seize the opportunity. It does not have to be quantified. 

Objectives Statements of specific results that lead to achieving the goal. Objectives must be 

specific, measurable, attainable, relevant, time-bound, written, cost-conscious, 

and efficient. Evaluation criteria and tools should be included in written objec- 

tives. Key publics should become obvious when drafting objectives. 

organs donated by overcoming misperceptions about the process. The goal should 

be broader and more general than the objectives that follow. A goal also does not 

have to be specifically measurable. The measured achievement of strategic objec- 

tives should ensure that the overall goal is reached. 

Nevertheless, determining the goal may not be as simple as it appears. Too often, 

organizational communications and marketing personnel act unilaterally to set 

goals. But those are not isolated functions within an organization; they should be 

integral parts of the overall management approach. Setting campaign goals in iso- 

lation, or without consideration of the organization’s overall mission and goals, is 

dangerous and can lead to a lack of internal support. 

Three precautions can aid you in avoiding this problem. First, be sure you closely 

align campaign goals with the organization’s mission. Doing so will also align your 

campaign’s communication goals and objectives with the organization’s long-term 

plan. A campaign goal is not as broad as a mission statement, but should be seen asa 

significant step toward achieving the organization’s mission. 

Second, verify that the campaign goal does not conflict with existing goals and 

objectives. Does your campaign goal mesh with what marketing, advertising, sales 

and public relations are already trying to accomplish? Will the campaign be cooper- 

ating with or competing against existing initiatives? 

Third, gain an understanding of the role other departments in the organization 

play in accomplishing the overall mission and goals. The communications department 

will contribute something different to accomplishing the organization’s goals than the 

human resources or finance departments. But, there may be some overlap between 

communications, marketing and sales. Understanding the role that communications 

plays within the organization will help you know how to work together effectively with 
colleagues in other departments. It will also help you clearly define communication 

goals that demonstrate your unique contribution to the overall effort. 

Truly sound and defensible communication goals and objectives will enhance 
and support the overall organization’s mission and goals. Figure 5.2 identifies three 
examples of how communication goals can and should flow out of an organization’s 
mission and goals. As you read through the examples, identify what makes each com- 
munication goal unique to the communications function. It may help you to review 
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“Despite being an iconic brand and the inventor of laminate, awareness and consideration 
of Formica Corporation and its offerings is declining with its core audience of architects and 
designers and is even lower with the next generation of these pros.” 

“Our mission is to make top quality surfacing products accessible to all. That’s why we offer 
products that provide a broad range of creative options that allow you to achieve the look 
you want, whatever your design challenge or budget.” 

Ensure that future generations of designers and architects will consider Formica products. 

“Get as many students as possible familiar with the company's products and build affinity 
so they might consider using them in future projects.” 

Nonprofit Ole azatipe: The Cleveland Museum of Art 

CORE 
PROBLEM 

ORGANIZATION’S 

MISSION 

ORGANIZATION’S 

Because of the COVID-19 pandemic, the Cleveland Museum of Art had to shut its doors to 
the public after a period of record-high in-person attendance, which meant the museum 
had to find a way to keep its visitors engaged during the shutdown. 

“The Cleveland Museum of Art creates transformative experiences through art, ‘for the 
benefit of all the people forever.” 

Maintain high levels of visitor engagement. 

“Through amplified virtual engagement with Northeast Ohio audiences and beyond, 

position the CMA for a strong reopening once the stay-at-home orders are lifted.” 

Government organization: Washington State Department of Natural Resources 

CORE 

PROBLEM 

ORGANIZATION'S 

MISSION 

ORGANIZATI 

GOAL 

“Washington saw more wildfires i in 2021 than the first six months of any year on record 

since the state's comprehensive tracking began in 2005.” ae 

“Manage, sustain and protect the health and productivity of Washington's lands and 

waters to meet the needs of present and future generations.’ 

Protect Washington State residents from the devastating effects of wildfires. — 

“Motivate residents in oie of Washington State’s highest risk counties to take action to 

protect their home, oe and eae from wildfires.” eo 
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Chapter 1 about relationship building and Chapter 2 about public information and 

persuasion. Remember that effective communication with key publics is necessary 

to create the environment in which the organization can reach its goals. Any single 

campaign — whether designed to solve a problem or to proactively position the orga- 

nization — must be planned within the framework of the organization’s goals. 

According to Mark Weiner (2021), chief insights officer at PublicRelay, “Striving for 

success without objectives is like trying to reach a destination without a map or a 

GPS.” Once the goal is set, the challenge is to break down what you want to accom- 

plish into more specific communication-oriented outcomes. If your company’s goal 

is to expand a research program, your communications campaign may need to set 

oop Figure 5.3 222 i 

fo Examples of communication goals and objectives 

For-profit business: Formica Corporation 

COMMUNICATION “Get as many students as possible familiar with the company’s products and build affinity 

GOAL so they might consider using them in future projects.” 

OBJECTIVES 1. Increase brand awareness of Formica’s products by 50% among students by the end of 

the campaign. 

2. Increase participation in Formica’s annual FORM Student Innovation Competition by 20%. 

Nonprofit organization: The Cleveland Museum of Art 

COMMUNICATION ~— “Through amplified virtual engagement with Northeast Ohio audiences and beyond, 
GOAL position the CMA for a strong reopening once the stay-at-home orders are lifted.” 

OBJECTIVES . “Increase Collection Online visits and Open Access Collection Online visits by 30% from 
oe same quarter the previous year.” 

. “Earn at least a combined 75 local, national and art trade media hits. 2 
: “Amplify engagement across CMA's three social media platforms (Facebook, istseratt 

and Twitter) by 10% from the onset of the campaign.” 

Government organization: Washington State Department of Natural Resources 

COMMUNICATION “Motivate residents in three of Washington State's highest risk counties to take action to 
GOAL protect their home, property and neighbors from wildfires.” 

OBJECTIVES 1. Get “1,800 Wildfire Ready Neighbors sign-ups.” 

2. “Get 600 residents to sign up for home visits.” 
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objectives that involve securing public approval, generating funding, attracting per- 
sonnel and building community support for the renovation of facilities. Figure 5.3 
illustrates how the organizations featured in Figure 5.2 crafted objectives that broke 
down their communication goals into measurable outcomes. 

Objectives are specific, measurable statements of what needs to be accomplished 
for the goal to be reached. Whereas a goal may be somewhat ambiguous (e.g., not 
defining how much is enough funding or profit), objectives must be absolutely pre- 
cise. Figure 5.4 lists the Institute for Public Relations’ six reasons for setting specific 
and measurable objectives. 

i NU ee ee 
> Why specific, measurable objectives are important 

* They allow team members’ actions to be prioritized. 

* They focus the team on ensuring that strategies and tactics support and achieve them. 

+ They keep everyone on the same page, reducing the potential for disputes. 

* They increase efficiency by concentrating resources where they will make a difference. 

* They focus attention and action on the criteria by which the program will be evaluated. 

+ Ultimately, they allow an organization’s decision makers to determine if the public relations campaign 

was successful. 

Source: The Institute for Public Relations, The Communicators Guide to Research, Analysis, and Evaluation 

We strongly recommend that objectives meet the following eight criteria that 

have been carefully refined by communications and business professionals. The first 

five criteria are based on the well-known SMART acronym. Keep in mind that preci- 

sion is important in not only being able to carry out but also in effectively measuring 

your objectives. 

Specific. Objectives should be free from ambiguity. What you are hoping to 

accomplish should be specific and clearly articulated. Each objective should 

address only one outcome. You shouldn’t write an objective to increase 

awareness and improve sales. Similarly, achieving general awareness may not 

be enough. Be specific about what kind of awareness you are seeking. Do you 

want to increase awareness of an organization’s existence or of a specific prod- 

uct line? Are you targeting awareness of a new coronavirus variant or, more 

specifically, its effect on the unvaccinated? And what levels of awareness are 

you seeking based on current levels of public knowledge? Having specific 

objectives helps you more clearly understand what publics you need to reach 

and what you need each public to do. Your approach to achieving these out- 

comes and the associated tasks will become the strategies and tactics used to 

reach key publics later in the planning process. 

Measurable. Objectives must be improvement-oriented and quantifiable. To be 

improvement-oriented, objectives must work together to achieve your over- 

all goal. Rarely will one objective suffice. Plan a number of objectives that all 

measure progress toward the goal. For example, if your goal is to open a new 

food bank, objectives could focus on fundraising, citizen support, government 

support and determining the best location. 
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O 
Be BENCHMARK 

A standard or point of 

reference against which 

communications outcomes 

may be compared or 

assessed, 

To be quantifiable, each objective must have a number tied to it that can 

be used as a benchmark or starting point. Benchmarks should come from 

your research. These benchmark numbers can be represented in percent- 

ages or simple figures. Examples of percentage-based objectives are: a 20% 

increase in sales, a 50% jump in donations and a 60% decline in the number 

of high school students who have experimented with drugs before graduation. 

Examples of simple figure objectives are: raising $200,000 for the women’s 

shelter, getting 3,000 participants in a 5K and engaging 6,000 people on an 

issue through social media. 

When working with percentages, remember to carefully state the percent 

increase or decrease and use clarifying phrases. Otherwise, you might set 

yourself up to disappoint management’s expectations created by your own 

objectives. If you want to increase the percentage of elementary school kids 

brushing their teeth at least twice a day, you should follow up that number 

by specifically stating the benchmark. You might write an objective like this: 

to increase the number of elementary school children in Arizona who brush 

their teeth at least twice a day from 25% to 75% by May 1, 2024. 

Make sure you know the difference between a 50% increase and a 50 per- 

centage point increase. The first is dependent on the starting point to calcu- 

late the actual increase. Fifty percent of 25 is 12.5, which would make your 

target 37.5% of school children brushing their teeth. A 50 percentage point 

increase takes you from 25% to 75% of school children brushing — two very 

different results. Similarly, a 20% increase in participation among a total 

population of 100 is not 20 people. The percent increase depends on the cur- 

rent level of participation, not the total population. If 50 of 100 people are 

currently participating, a 20% increase would be 10 people (20% of 50), from 

50 to 60 participants, or a 10 percentage point improvement. Be very precise 

when planning and writing your objectives. 

Sometimes benchmark statistics on opinion, awareness and action are not 

readily available. If you are certain the current level of knowledge or partici- 

pation is minimal, you can reasonably state the level it needs to rise to in order 

to accomplish the goal. If you don’t have statistical measures for something, 

find another way to count the improvement. 

Attainable. Objectives need to be realistic if they are to be attainable. Keeping 

objectives specific and clear will help you set realistic targets. But you still need 

to set your sights on significant improvement. Management will scorn objec- 

tives that don’t cause the organization to stretch and are too easily achieved. 

Executives have little respect for employees and managers who are unwilling 

to reach a bit, to take some risks and to challenge themselves. Nevertheless, if 

you shoot for the moon and just hit the stars, you may be branded as having 

fallen short, even if the stars were all you really needed to reach. According 

to the Institute for Public Relations, the key to setting attainable objectives is 

to openly negotiate them “with the executives who evaluate and fund public 

relations programs and confirm what the public relations function can realis- 
tically be expected to deliver.” 

Relevant. As previously discussed, objectives must be in line with and support 
the organizational mission and goals. Objectives are required to address 
issues, problems, opportunities or improvements that management perceives 
as valuable. 
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Keep in mind why the company is in business 
or why the organization exists. What are the key 
factors that have and are contributing to its suc- 
cess? Then ask yourself if your objectives will 
contribute to or detract from the organization’s 
main purpose. Always doing this makes you stra- 
tegic — of value to your organization because 
you help it accomplish its mission. 

Time-bound. Objectives need to have a deadline. 

They should clearly outline when you expect to 

achieve a specific outcome. Setting time-bound 

objectives also determines when you will mea- 

sure your success or failure. The duration of a 

campaign will be determined by the problem 

or opportunity being addressed. Some campaigns may require short, quick 

efforts (a few days, weeks or months) while others may necessitate long-range 

efforts. Some campaigns have built-in deadlines (e.g., attendance at a special 

event for a product launch). Others are designed to change perceptions and 

attitudes, which happens slowly. 

Every objective, however, must include a target date. In some cases, interim 

measures may be helpful in measuring progress along the way and keeping 

you on track to reach the objective. For example, you might have a fundraising 

objective to raise $30 million for the construction of a new community the- 

ater. Benchmarking the objective to raise $10 million in the first six months 

may be necessary to give the project the momentum it needs to succeed. 

Written. Objectives must be written down and published (at least shared with 

the communications and marketing teams). This may seem obvious, but too 

often organizations assume everyone knows about and understands the cam- 

paign’s purpose and objectives. Unless they are written and shared, they have 

probably not been well thought out, and there may be differing perceptions 

of what the objectives are. One member of the team may be working toward 

something entirely different than the other members because their percep- 

tion of the desired outcome is different than others on the team. Putting your 

objectives in writing helps to solidify and refine the plan while avoiding con- 

fusion over what you are trying to accomplish. 

Further, written objectives serve as reference points throughout the plan- 

ning process. When you come to a point of disagreement on any element of 

the planning process or when you run out of ideas somewhere in the process, 

it often helps to go back and review exactly what it is you are trying to accom- 

plish. Finally, written objectives serve as tangible guides for evaluation. They 

allow you to demonstrate how far you’ve come — not only in a campaign but 

also as a professional. 

As you write each measurable objective, also plan its evaluation. Specifically 

state the evaluation criteria and the tool to be used to access that number. While 

evaluation (further discussed in Chapter 12) is the last step in the RACE pro- 

cess, and criteria and tools are in the last step of the matrix, this is merely their 

chronological position. You do evaluation at the end of acommunications effort 

to see if you achieved your desired results. But unless the evaluation is planned 

as you set objectives, it likely will not be carried out. You may run out of energy 

© Tukkata Moji/Shutterstock.com 
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and just not get to it. Or yourun out of money and can’t complete the evaluation 

research. Or you didn’t include a plan to gather data as the campaign progressed 

and lost your opportunity to evaluate. Or you didn’t really have a viable tool to 

measure your results. Those are all typical excuses for not doing evaluation. 

You avoid those pitfalls if you actually write into your objectives what data will 

be gathered, when and how. Gathering this data — the results of your efforts — is 

critical to proving your success, and your worth to your organization. Figure 5.5 

illustrates the formula for writing an effective objective. 

Efficient. Objectives should also look for the easiest way to reach the goal. 

There are indeed many roads that lead to Rome. Whenever possible, pick the 

most direct route. As discussed above, when you write your objectives, you 

need to think about how you will measure them. Determining exactly how you 

will evaluate whether you reached your desired outcome will help you keep 

objectives simple and efficient. 

Trying to measure the percentage of students on a university campus 

distracted by electronics after 10 p.m. will not be easy, and will be even more 

difficult to validate. By contrast, measuring the reported number of hours 

students sleep per night is much more straightforward. Similarly, measuring 

interest in a new product is more difficult than tracking sales of the product. 

Cost-conscious. Objectives must take into consideration the available 

budget. It goes without saying that you should choose the most cost-effective 

ways to achieve the desired outcomes in any campaign. There will always be 

organizational pressure to accomplish more with less. 

Smart strategists look for low-cost options first. 

Although you won’t always know what budget will 

be available for a specific program when you are at this 

preliminary stage of planning, be sensitive to the orga- 

nization’s internal climate. A recession, slow sales, a 

global pandemic or downsizing may necessitate objec- 

tives that create more modest expectations. They may 

also force greater creativity in your planning. So keep 

perspective when crafting your objectives. It is not fea- 

sible, for example, to spend 50% of a campaign budget 

on opinion research. You will need money to develop 

and deliver your messages and motivate action. 

While you must set objectives to solve the problem 

and reach the goal, the objectives you set also shape 

the organization’s expectations of you and your team. © Andrey Popov/Shutterstock.com 

a At) EN raC 6: 

Formula for writing an effective objective 

FORMULA: Criterion (communication metric) + benchmark (current state) + amount of improvement desired 

(desired state) + timeframe for achieving the desired improvernent + research method used to measure the criterion. 

EXAMPLE: Raise awareness of the company's efforts to respond responsibly to the oil spill from 60% to 80% 

within three weeks, measured by a contracted survey of the community. 
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MATRIX APPLIED 
Writing goals and objectives 

The local oil refinery has a good record of community involvement and an approval rating among local publics of 
75% (measured by ongoing research conducted by the company every six months). Nevertheless, it continually faces 
scrutiny and even opposition from environmental activists. Recently, one of the pipelines sprung a leak. Before 
the leak was found and fixed, the equivalent of 100 barrels of oil seeped out into a small creek that runs through a 

residential neighborhood. The company immediately mobilized teams of experts, employees and local volunteers to 

clean up the small spill and restore the area (as much as possible) to its original pristine condition. 

GOAL 

To restore the company’s approval rating and neutralize regulatory threats. 

OBJECTIVES 

. Raise awareness of the company’s efforts to respond responsibly to the spill from 60% to 80% within three 

weeks, measured by a contracted survey of the community. 

. Raise awareness of the company’s local contribution to the community and economy from 65% to 80% within 

six months, measured by the organization’s routine community survey. 

. Restore public approval to its previous 75% level within six months, measured by the organization’s routine 

community survey. 

. Ensure no new state or local regulations (resulting from the spill) are enacted within the next three years, 

measured by monitoring legislation and regulation and tracking any changes. 

Strategic approaches to OBIECTIVES 
Objectives that focus on the ® e 6 

S) etting obj cS ctive S overall effect of a communica- 

tion campaign on key publics. 

Output, outtake and outcome objectives 
In addition to the characteristics of good objectives, it is important to recognize ogo 

there are four categories of communication objectives: output, outtake, outcome oO OUTPUT 

and impact. Each serves a different purpose, but all four are integral to the overall OBJECTIVES 

accomplishment of any campaign. At this stage of the planning process, we recom- Objectives that focus on the 

mend that you focus on identifying outcome objectives. dissemination of information 

Outcome objectives will help you define the overall success of your campaign. _ and messages to key publics. 

Think of it like this: outcome objectives usually are measured at the end of your 

campaign to determine its success. If you keep these desired outcomes in mind as o-0 

you think through the rest of the campaign planning process, you willbe muchmore OO OUTTAKE 

likely to stay on the right track to success. OBJECTIVES 

Output objectives and outtake objectives are valuable for tracking the per- Objectives that focus on key 

formance of the individual tactics that make up your campaign. However, since __ publics’ response or reaction 

you shouldn’t be thinking about tactics at this stage of the planning process, we will to your messages. 
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Ye IMPACT 

OBJECTIVES 

Objectives that focus 

on the communication 

campaign's contribution to 

the organization or society 

at large. 

further explain how to use outputs and outtakes in Chapter 12. In that chapter, we 

will also discuss the ways you can link your campaign outcomes to desired organiza- 

tional impact objectives. 

Outcome objectives are meant to capture the overall effect of your communica- 

tion on your key publics. In addition, outcome objectives can help you focus on the 

elements of information dissemination and persuasion you learned about in Chapter 

2. Did your communication efforts make your key publics aware of something they 

weren’t already aware of? Did your campaign messages reinforce a value that is 

important to your key public? Did your communication about your organization 

change the beliefs of any of your target publics? Did your key public better under- 

stand your organization’s position on a controversial issue? Did your key public feel 

more positively about your organization? Did your campaign influence your key 

public to do something? Because we are dealing with the effect of communication 

on human beings, the outcomes you are trying to accomplish will usually have to do 

with how people think, feel and behave. The Institute for Public Relations describes 

outcome objectives as “the ultimate goal and related KPIs [key performance indica- 

tors] to which leading senior communicators aspire.” Other examples of potential 

outcomes include: 

¢ Advocacy ¢ Consideration ¢ Loyalty ¢ Preference 

¢ Purchase intent Reputation ¢ Satisfaction spel rust 

There are two basic kinds of outcome objectives: informational and motivational. 

Each serves a different purpose, but both are integral to the overall accomplishment 

of any campaign. 

Informational outcome objectives lay a foundation of understanding and aware- 

ness necessary for any kind of persuasive effort. They address the dissemination 

of information and an increase in awareness among key publics. This is a neces- 

sary step for publics to develop attitudes that will drive the behavicr we are seek- 

ing. Informational objectives are usually easy to accomplish because you are just 

spreading information, not attempting to change anything. In fact, much of today’s 

corporate communications practice is heavily engaged in information dissemina- 

tion and awareness- or consciousness-raising. Nevertheless, Wilcox, Cameron and 

Reber (2014) contend that it is difficult to measure the accomplishment of such an 

TIPS FROM THE PROS 
The advantages of smaller objectives 

Jesper Andersen, independent adviser and owner of Quantum PR Measurement in Copenhagen, Denmark, and a 
member of the International Association for the Measurement and Evaluation of Communication (AMEC), tips 

you off on the advantages of breaking “big objectives” into several, smaller objectives. 
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My clients often come to me with one specific problem related to objective-setting in communication measurement 
and evaluation: It is “too big.” 

The problem with communicating in a competitive market (where several parties are trying to influence the same 
target audience but with individual, conflicting objectives) is that it will require very specific (and most likely costly) 
data to correctly assess the influence of each party on the audience, i.e., how much was your communication a suc- 
cess, but how much do you then need to “subtract” from that success due to outside conflicting influence? 

For example, the Danish Heart Foundation works to prevent heart disease. They work with research in cardiovas- 
cular diseases, prevention of heart diseases and support of patients. Like other health-related NGOs, who may focus 
on cancer, AIDS, or Alzheimer’s disease, the Heart Foundation operates with an overall vision - in their case, a world 

in which heart disease is not a threat to the general public’s health. 

But if you measure the success of the organization's communication by that overall goal alone, you are not only 

in violation of the principles of SMART objective setting - you are also confronted by the problem that the Heart 

Foundation alone does not have the final say in whether they will eventually succeed or not. Other NGOs will lobby 

politicians for a limited amount of funds and political reforms, socio-economic developments like a recession may 

force families to eat less healthy food, thus increasing the risk of heart disease, and researchers and scientists may 

direct their efforts toward other health issues. Thus, there are numerous other factors at work that obstruct or 

counter what the Heart Foundation is working to achieve. 

The solution - in terms of communication measurement - is to go smaller. 

BREAKING A BIG OBJECTIVE INTO SMALLER OBJECTIVES 

By breaking one large goal or objective into several smaller objectives, you gain several benefits: 

¢ Each sub-objective will be easier to make SMART, because once you go down to a more tactical, operational 

level instead of a lofty strategic level, you naturally start getting more specific; going for something attainable 

becomes easier. 

¢ You will have an easier time orchestrating a communications initiative that is less vulnerable to “noise” from 

opposing parties, thus making it easier for you to measure the outcome and impact of your own efforts. 

* Having three, five or even ten smaller objectives that all “feed back” into the original overall objective means 

that you essentially have a greater chance of succeeding with some of your communications initiatives, rather 

than just frustratingly failing at the one. By evaluating your results, you can learn more easily from your mis- 

takes and try again, and you will have something to show for all your work because it becomes obvious what 

your communication accomplished. 

To illustrate, in the case of the Heart Foundation we might imagine they could come up with several relevant smaller 

communications objectives such as: 

* Making sure relevant politicians have the best possible information on which to base informed critical 

healthcare-related decisions. 

* Targeting wealthy potential donors with influence campaigns with the aim to secure a steady pipeline of fund- 

ing for scientific research over a multiyear period. 

Motivating as many people as possible in the general population to attend courses in resuscitation and cardiac 

massage. 

* Creating a broad awareness and understanding of the benefits of a healthy lifestyle. 

Each of these examples are easier to work with than the overall vision because the goal no longer is: “Have we eradicated 

heart disease as a threat?” Now it is something much more tangible and with less noise from other interest groups and 

outside activities. But once you get to evaluating the impact of the Heart Foundation’s communications, you can point 

to these specific activities and their outcomes and how they played an important role in reaching the overall goal. 
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objective because you are trying to measure a cognitive function (increase in infor- 

mation or understanding) on a sliding scale (how much information or understand- 

ing). In other words, have you simply achieved name recognition, or does your public 

have an understanding of what you do? 

Although informational outcome objectives are necessary to lay a foundation to 

persuade people to act, they are never enough by themselves. It is recommended 

that most of your objectives focus on motivating action. 

Motivational objectives are directly tied to behavior. As a result, they are usually 

easier to measure and harder to achieve. It is a relatively simple matter to measure a 

desired behavior. People voted for your candidate or they didn’t; consumers bought 

the product or they didn’t; children were inoculated or they weren’t. Nevertheless, 

changing attitudes and opinions and creating the triggering event to move the public 

from awareness to action is much more difficult than just disseminating information 

and raising awareness of an issue or problem. 

Use informational objectives to lay the foundation for persuasive efforts and 

motivational objectives to get publics to act. People can’t vote the way you want 

them to on an issue if they are not aware of the issue and its effect on their lives. 

Consumers cannot buy a new product that will make life easier or more pleasant if 

they are not aware of its existence and benefits. Create awareness and information 

objectives, with all the characteristics of good objectives, to lay the foundation to 

accomplish your motivational objectives. 

Remember that disseminating information is easy, but motivating behavior is 

more difficult. You wil] be able to reach a far higher level of awareness than you will 

behavior. You may be able to inform upwards of 90% of your target population on 

a particular issue. Nevertheless, 90% awareness does not translate to motivating 

90% of a public to act. The achievable percentage of behavior will always lag behind 

the level of awareness. On some issues it may be only slightly lower; on other issues 

there may be a dramatic difference. 

Summary 
The Strategic Communications Matrix guides the planning process in communi- 

cation and problem solving. It is the analytical tool that ensures research data and 

information are applied to solving the problem or seizing the opportunity. The 

matrix requires that good information, sound reasoning and clear logic drive deci- 

sions regarding the objectives needed in a campaign, what publics you need to reach, 

what messages you need to send to motivate those publics to act and what commu- 

nications tools (tactics) will ensure key publics perceive and act on your messages. 
The matrix transforms each step of the RACE model into strategic functions. It 

ensures that the communication process is not just a succession of steps to be com- 
pleted, but that it is an interactive, integrated methodology for finding the best and 
most timely solution for the lowest cost. The process must be guided by specific, 
measurable, attainable, relevant, time-bound, written, cost-conscious and efficient 
objectives that lead to the accomplishment of a clearly articulated goal. 

Remember that a campaign goal is a positive restatement of the core problem 
identified in the research section of the matrix. Objectives lay the foundation for the 
selection of the campaign’s key publics you must reach. They also help determine 
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the big idea, the messages, strategies and tactics necessary to inform and motivate 
publics to act. Objectives should also establish the evaluation criteria and tools nec- 
essary to effectively measure the success of your efforts. 

Application case 
Choose Topeka 
from the Greater Topeka Partnership and Violet PR 

In 2019, the Greater Topeka Partnership launched an initiative to get people from 

around the U.S. to move to Topeka, Kansas. Called “Choose Topeka,” the initiative 

centered on a relocation incentive of up to $15,000 cash for college-educated work- 

ers who were willing to move to Topeka. 

CORE OPPORTUNITY 

Due to the COVID-19 pandemic and subsequent Great Resignation, more compa- 

nies and workers were willing to consider telework and telecommuting. 

BACKGROUND RESEARCH 

A visit to Topeka revealed that the city was more diverse and more attractive as a des- 

tination than many people might expect. Topeka has a thriving arts scene (the NOTO 

Arts and Entertainment District), an outdoor concert venue (Energy Plaza), as well 

as other performing arts venues and organizations. The city also prides itself on its 

diversity, supporting racial justice and LGBTQ+ inclusion. Topeka hosts a variety of 

cultural festivals every year ranging from Fiesta Mexicana to Indiafest to Chinese 

New Year. Secondary research found that the cost of living in Topeka was 10% lower 

than the national average and one to two times lower than the cost of living in major 

metropolitan cities. Research about Topeka on social media and in the traditional 

news media found that awareness of Topeka was low and that most of the current 

conversation was about the city’s chain restaurants and the anti-LGBTQ+ views ofa 

church located in the city. 

The Greater Topeka Partnership is made up of the Greater Topeka Chamber of 

Commerce, GO Topeka, Visit Topeka, and Downtown Topeka, Inc. 

MISSION OF THE GREATER TOPEKA PARTNERSHIP 

To be the catalyst for economic prosperity within our community. 

BUSINESS GOAL OF THE GREATER TOPEKA PARTNERSHIP 

Encourage college-educated workers to move to Topeka. 

Assume you have been hired by the Greater Topeka Partnership to create a strate- 

gic communications campaign for the “Choose Topeka” initiative. Use the informa- 

tion provided in this case and principles from this chapter to complete the following 

tasks regarding campaign goals and objectives. 

1. Write acommunication goal for the “Choose Topeka” campaign that flows out 

of the Greater Topeka Partnership’s mission and business goal. Provide a brief 
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rationale that explains why the goal you wrote is appropriate for communica- 

tions to address and how it contributes to accomplishing the Greater Topeka 

Partnership’s mission and business goal. 

2. Write one informational outcome objective for the campaign using the formula 

in Figure 5.5 and following the eight criteria for objectives focusing on the over- 

all behavior the campaign is seeking. What changes need to occur in terms of 

awareness, knowledge or understanding before the key publics will be ready 

to take action (i.e., move to Topeka)? Make sure to include a description of the 

tool you will use to measure the successful accomplishment of this objective. 

Provide a brief rationale that explains how the objective you wrote will help you 

demonstrate that you have accomplished your communication goal. 

3. Write one motivational outcome objective for the campaign using the for- 

mula in Figure 5.5 and following the eight criteria for objectives focusing on 

the overall behavior the campaign is seeking. What changes need to occur 

in terms of the key publics’ beliefs, values, attitudes or opinions that will 

motivate them to take action (i.e., move to Topeka)? Make sure to include 

a description of the tool you will use to measure the successful accomplish- 

ment of this objective. Provide a brief rationale that explains how the objec- 

tive you wrote will help you demonstrate that you have accomplished your 

communication goal. 
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CHAPTER 1 
KEY PUBLICS AN MAY MESSAGES 

“To genuinely connect with your 

audience, you need to know what 

makes them tick. What strikes 

them as funny? What makes them 

sad? What unites them? What will 

cause them to rise up and act?” 

—NANCY DUARTE 

CEO OF DUARTE, INC., 

A GLOBAL LEADER IN VISUAL MESSAGING 

LEARNING IMPERATIVES 

Learn how to effectively select key publics based on 

research insights. 

Learn how to use research to profile and analyze publics to 

discover motivating self-interests and opinion leaders. 

Craft primary messages that inform and motivate publics. 

Use research to discover the best channels to reach each 

public so messages are received and result in desired 

behaviors. 
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6 4 KEY PUBLIC 
Segmented group of 

people whose support and 

cooperation is essential to 

the long-term survival of an 

organization or the short- 

term accomplishment of 

specific objectives. 

Q-O0 

oD TWO-WAY 
SYMMETRICAL 

COMMUNICATION 

A dialogue between 

organizations and publics 

that maintains mutually 

beneficial relationships. 

n Chapter 5, we discussed setting the objectives to be accomplished to meet the 

I challenge or resolve the core problem. Now, we can identify the key publics 

whose cooperation will be essential to achieving our objectives and design the mes- 

sages that will motivate those publics to act, or to allow the organization to act. In 

the following chapters, we will discuss how to deliver those messages effectively to 

your publics. 

Public versus audience 
We use the term “public” to describe a multidimensional active and interactive 

group of individuals with a few common characteristics that allow us to group them 

for the purpose of building relationships through com- 

munication and cooperation. In essence, we stereotype 

based on key factors that help us understand, effec- 

tively communicate with and motivate a public. 

In public relations, we tend to avoid referring to tar- 

get groups as audiences. Audiences are often defined as 

spectators or listeners at an event and are therefore 

more passive than a public. Publics are groups we want 

to engage with through dynamic two-way symmetri- 

cal communication. Thinking about publics as groups 

to have a conversation with — a certain give and take — 

will help you identify those you need to work with to 

accomplish your objectives and goal. 

Objective-focused 
For some communicators, it has become habit to select key publics before set- 

ting objectives. As a result, objectives are determined by who you want to reach 

rather than what you need to accomplish. Every organization should have identi- 

fied publics who are key to its long-term success. And the organization should sys- 

tematically work to build relationships with those publics. But when a problem or 

challenge emerges, assuming this same set of publics is all that’s required to solve 

it is a prescription for failure. You may be successful at reaching the organization’s 

existing key publics, but you risk missing other publics who are key to seizing the 

opportunity at hand. 

Think about it: if there is a problem, then either your communication is failing 

or you’ve missed some key publics. Either way, the problem won’t be corrected until 

you've analyzed it and set objectives to overcome it. Only when you know what you 
need to do can you identify who you need to motivate to help you do it. 

Don’t waste time and money informing and motivating publics that won’t nec- 
essarily help you accomplish your goal. First identify the outcomes (objectives) 
you need to accomplish and then select those publics that you need to reach and 
motivate to achieve those outcomes. Your strategies for a public then identify 
the specific tasks (tactics) you must accomplish with that public to achieve your 
objectives. 
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STRATEGIC COMMUNICATIONS MATRIX 
5. KEY PUBLICS AND PRIMARY MESSAGES, BIG IDEA, STRATEGIES AND TACTICS 

Key Publics A description of each group that must be reached to achieve the goal and 
objectives. Identify: 

* Objectives accomplished by each 

* Demographics and psychographics 

* Relationship with organization or issue 

¢ Opinion leaders 

* Self-interests 

* Communication channels 

Primary Messages Shortsummary statements for each public. Similar to sound bites. They iden- 

tify topical information tied to the action needed from that public and how 

it meets their self-interest(s). Create a small number of primary messages, 

typically 1-3 per public. 
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Determining key publics 
By this time in your study and practice of marketing communications and public rela- 

tions, you should be well aware that there is no “general public.” Targeting a general 

public is useless because people won’t pay attention to a message that isn’t tailored 

to their self-interests and received through a channel they use. Yet as communica- 

tors, our use of so-called mass media seems to perpetuate our tendency to generalize 

publics. In fact, communicators will often segment publics and then devise a single Ys SEGMENTATION 

message to reach all of their segmented publics through the mass media. The seg- _ Defining and separating 

mentation was a waste of time and resources, and the message sent even more ofa __ publics by demographics 

waste. Remember that just because a medium is designated mass doesnotmeanthat and psychographics to 

the publics consuming the information provided therein are mass. ensure more effective 

Think for a moment about how you get your news. Do you read every storyin communication. 

your newsfeed? How about every word in the stories you choose to read? Probably 

not. When you read a news story you choose what you read based on headlines and 

pictures. Then you continue to read a story only as long as it is of personal inter- 

est. The same perceptual behavior applies to new digital and social media tactics 

like websites, blogs, Instagram, Tik Tok and email. You look at a photo, video, head- 

line or subject line. If that draws you in by appealing to your self-interests, you 

continue to read. But the minute the story loses its appeal to you personally, you 

move on. No matter the channel or tactic, people choose to perceive our messages 

only when we design them specifically to appeal to their interests. It is clear that 

for a message to be selected, perceived and retained by our publics from any kind 

of medium, it must be carefully and specifically targeted to a segmented public 
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included within the viewership, readership, followership or listenership of that 

medium. If its appeal is general, no public will consider it for perception and reten- 

tion. It may get sent, but if it doesn’t obviously address the self-interests of specific 

target publics, it will be ignored. 

TIPS FROM THE PROS 
Segmenting drives effective communication strategy 

Maury Giles, chief growth officer of Heart+Mind Strategies, an insights-based communications consulting firm, 

tips you off on a practical way to use segmentation to drive strategy. 

To drive behavior, effective communication must persuade by reason and motivate through emotion. Both are 

required. But they only resonate when you convey a natural outcome of how people will feel because of the func- 

tional benefit you offer. Emotion does not work on its own. Rational arguments alone do not move people. 

We call this sweet spot the strategic hinge for communication. This is where the magic happens. It is the center of 

effective messaging that will drive the outcome you seek. 

The growing challenge in today’s market reality is that you must identify the primary strategic hinge and then be 

able to deliver nuanced versions to myriad unique groups of people. Communicators today have the ability through 

digital channels to create and serve up custom messaging and personalized experiences. This is how we consume 

information in our everyday lives. It is how we expect to receive it. So, marketers must deliver it this way. 

You can build this type of messaging playbook when you break down and understand the people you need to reach 

in smaller subgroups with shared characteristics: segments. What makes them tick? What do they need? In what 

ways do they matter to your success? 

The simplest form of segmentation is born out of the political arena, It is mapping your “core,” your “swing” and 

your “anti” groups. It is looking at your public through the eyes of those who are with you, those who could be con- 

vinced to support you and those who are against you. 

CORE 

In politics this is simple. Who are your “definite” voters? The concept extends across sectors beyond voting. Who is 

already doing the things you want them to do? These are the people you need to do more, say more or be more in 

some context. They are critical to your success. They are likely the 20% who account for 80% of your success. 

SWING 

These are the people who can be moved. They are open to your message, but they need a reason to act, change or 

think differently. They are the most important public for you to drive the outcome you need because they will make 

the difference. 

ANTI 

These are your opposition. You may need to avoid them. You may need to inoculate against their attacks. Or you may 
need to engage to move them. It is important to understand this group in context of the communication strategies 
you are building. 
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Identify these three groups based upon the decisions that are most important for you to influence. In politics this 
is voting. In times of crisis, it might be defined through reputation or trust. In market growth, it is likely centered 
on purchase or preference or loyalty or awareness. These are the filters through which you decide who are your core, 
swing and anti publics. Get creative in your definition. Make certain to relate to the human-centered reality of the 
people you seek to reach and influence. That matters! 

STEPS IN USING A SIMPLE SEGMENTATION 
Profile your core, swing and anti publics by demographics. Who are they? But don’t stop there. Consider the charac- 
teristics that make them fall into one of your three segments. 

Think about how you'll find them. These are the identifiers of behaviors, interests, channels or preferences you'll be 

able to use later. Include all of these in your segmentation and how you define each public. 

Decide exactly what you need each audience to think, feel or do. This is key! It’s essential to uncovering your strate- 

gic hinge for messaging and experience planning. 

Anchor on the most important answer to step three for each public. Map the functional benefit you offer that mat- 

ters most to each group and link it to the feeling that makes that important. That is your strategic hinge. 

Now adapt it to your three groups as you reach out and connect. 

Good luck! 

Contibuted by Maury Giles. © Kendall Hunt Publishing Company. 

Segmenting publics 
There are lots of ways to segment publics. The way you 

choose to segment publics for a particular campaign 

depends on the issue and your purpose. If you are 

addressing the quality of education in the community, 

public segmentation would include parents, teachers, 

administrators and future employers. If the issue is 

zoning regulations within that very same community, 

your segmentation would re-categorize the commu- 

nity members as nonproperty owners, residential 

property owners, commercial property owners or 

business people, and civic and government leaders. 

In both campaigns, they are the very same people, but 

how you group people together and describe them for 

the purpose of reaching and motivating them is based 

upon the issue at hand and their self-interests tied to 

that issue. 

In the background step of the research section, you access stakeholder research 

to understand public segmentation using both demographic and psychographic data. 

The primary and secondary data gathered on publics includes their opinions, atti- 

tudes, values, beliefs and lifestyles. The stakeholder research tells you their media 

habits and the best channels to use in communicating with them. Your research 

© Monkey Business Images/Shutterstock.com 
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describes their current relationships with the issue and organization as well as 

identifies self-interests and opinion leaders. Because you have gathered and studied 

that research, you have a deeper understanding of the potential publics needed to 

meet your current challenge. Now, review your objectives and determine which pub- 

lic segments are essential in helping you achieve those objectives. Remember that 

more than one public may need to be reached to accomplish each objective and that 

akey public may help you achieve more than one objective. 

Bear in mind that there may be several different combinations of key publics 

that can help you accomplish the objectives. As described in Figure 6.1, your task is 

to discover the combination that: first, does the best job of combining to solve the 

problem; second, is most logical in terms of ongoing organizational efforts to build 

relationships; and third, provides the most benefit for the lowest cost in terms of 

resources (time, money and effort). 

Figure6.17 = PE ES hy 

Priorities in selecting the best combination of key publics 

1. Which publics working together will produce the best overall solution? 

2. Which publics make the most sense for long-term organizational relationships? 

3. Which combination of publics will get the desired result for the least amount of additional time, money and 

other resources? 

Consider, for example, a presidential election campaign. Political campaigns are 

probably one of the best examples of using thorough research to guide decision-mak- 

ing. The research consultant to a presidential candidate has access to thousands of 

pieces of information from a variety of research techniques including, at aminimum, 

focus groups, panel studies and opinion polls. The consultant has divided the voting 

population into dozens of different segments and has an in-depth, research-based 

profile of each. The research profiles the attitudes, behaviors and voting preferences 

of every demographically segmented public by age, income, education, gender, reli- 

gion, geography, occupation and any other descriptor you can imagine. Further, the 

consultant has included in the profiles their lifestyles, consumer preferences, habits 

and other psychographic and value-based characteristics. 

With all those segments, there are literally hundreds of combinations of pub- 

lics that could accomplish the task of electing the candidate for president. A strat- 

egist might, for example, choose a combination that includes, among others, 24- to 

32-year-olds, Catholics, blue-collar workers and Northeastern voters. The job of the 

strategist in a political campaign is to select, from the dozens of profiled segments, 
the combination of voter publics that will best assure victory in the electiun (prior- 
ity one in Figure 6.1). In selecting publics to bring victory, the strategist should also 
consider those publics whose cooperation will be most crucial to the long-term suc- 
cess of the newly elected president (priority two in Figure 6.1). Finally, the strategist 
should consider the combination of publics that will bring the most benefit for the 
least cost (priority three in Figure 6.1). 
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Too often in the past, business has operated with that third priority as the first 
consideration. Leading our decisions with only cost considerations has landed us 
in the current crisis of trust among those publics who are most essential to the sur- 
vival of organizations in our society. The key publics selected to meet any challenge 
we face should be those best combined to facilitate proper resolution and long- 
term success. If cost considerations become a concern, they should be addressed 
in more creative use of resources rather than by j eopardizing the long-term health 
of the organization. 

Message design 

Primary messages 
Now that you know what you need to do to resolve your problem and who you need 

to reach to accomplish that, you are ready to design the messages to motivate your 

key publics to do what you want them to do. Messages are public-specific. As a 

result, how you segment publics to achieve your objectives and the self-interests 

you identify dictate the messages for each public. Your messages should contain 

two essential elements: 

e Your purpose — what you need a key public to think, feel, believe or do in order 

for you to accomplish your objectives. 

¢ Your appeal to a key public’s self-interest — what will motivate them to act 

favorably to accomplish your objectives. 

As mentioned before, you cannot successfully incorporate a public’s self-interest 

into a message generalized to all publics. Each public will need a different appeal 

based on its particular self-interests. 

It is essential that messages be based on the insights you have gained from 

research. Applying your research on key publics, including specifics about their 

demographics, psychographics, self-interests and the way they receive messages, 

will make it more likely that your messages will be received and acted upon. 

Seasoned communicator, Ann Wylie of Wylie Communications suggests six keys 

to making messages more meaningful. 

Start with your goals. “Stop thinking like a news bureau; your job is to change 

behavior, not report news.” 

Simplify messages. “It doesn’t matter how great your message points are if 

nobody can understand [or remember] them.” Keep them short and simple. 

Make messages credible. If the public doesn’t believe your messages, they won’t 

act on them. Substantiate messages with factual evidence. 

Focus on the audience. People care about themselves, not about your organi- 

zation. Segment your audience, think like your audience and focus message 

points on your audience. 

Let the messages drive your content. If a tactic — a news story, photo or even 

a caption — doesn’t help communicate one of your key messages, don’t use it. 
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MATRIX APPLIED 
Selecting key publics and crafting primary messages 

Arizona's State Department of Health has verified that bubonic plague has been discovered in rats in rural areas of 

the state, with one confirmed human case. Research shows that while 60% of Arizonans know plague is carried by 

fleas, only 40% are aware that rodents in Arizona may be infected. Only 40% could identify symptoms of plague, 

although 45% could identify preventive behaviors. Only 35% identified antibiotics as the cure. Without treatment, 

bubonic plague kills about two out of three infected humans within four days. Because symptoms mimic the flu, 

treatment is often delayed. 

Bubonic plague is generally believed to be the cause of the Black Death that swept through Europe in the 14th 

century and killed an estimated 25 million people. Today, the plague occurs mostly in rural areas, so rural residents 

are at risk. Qutdoor recreationalists are at risk, as are farmers, ranchers, pets and pet owners. Those most commonly 

affected are men ages 20 to 45. 

KEY PUBLICS 

1. Cutdoor recreationalists. This public includes all those who participate in outdoor recreation in Arizona's 

rural areas. Their activities include hunting, fishing, hiking, camping, biking, boating, rock climbing, ATV 

riding or any other type of outdoor recreation. While they range in age from children to seniors, those most 

commonly at risk are middle- to upper-class men ages 20 to 45. Most in this group tend to feel invulnerable 

to risk. They are typically informed about Bubonic plague and plague prevention but may be unaware of the 

current outbreak. 

Self-interests: enjoying nature, outdoor fun, health and safety. 

Opinion leaders: peers, family, outdoor activity bloggers, personal medical professionals, park rangers. 

Channels: recreational venues; recreation retailers; blogs and social media, particularly sites featuring opin- 

ion leaders with news, information and tips on outdoor recreation and venues; targeted cable television 

programming. 

Primary Messages: 

1. There is a recent outbreak of the plague in this area that is likely to increase your risk of contracting the 

disease. 

2. Remember to practice smart plague prevention. Your life depends on it. 

2. Rural residents. This public includes residents of small towns as well as farmers and ranchers. They are typically 
middle-class individuals and families whose roots go back for generations in close-knit communities through- 
out rural Arizona. They live in the midst of the recreation venues that draw enthusiasts from all the Western 
states. They participate in recreation activities as well as provide services to visitors who come for that purpose. 
They would know about the plague outbreak, preventive behaviors, symptoms and treatment. They are opinion 
leaders and information sources for outdoor recreationalists. 

Self-interests: health and safety and sustaining lifestyle and community while enjoying the outdoors. 
Opinion leaders: peers, family, respected local public servants such as sheriffs. 

Channels: local community media, word-of-mouth and opinion leaders. 
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Primary Messages: 

1, You can keep your community safe by reminding tourists about smart plague prevention. 
2. If you encounter a visitor who has symptoms of plague infection, help them seek immediate medical 

attention. Their life depends upon it. 

. Pet owners. Because plague is carried by fleas and fleas are attracted to animals, pet owners are important in 
preventing the spread of disease. A significant portion of the population own at least one pet, many two or 
more, typically cats or dogs. Demographics of this public are diverse, encompassing all ages and income ranges. 
Many owners are vigilant in the care of their animals involving grooming and veterinary professionals, but just 

as many do not invest in such services. Nevertheless, all pet owners purchase pet food and supplies. They would 

have little awareness of plague in Arizona or the recent outbreak and possibly limited knowledge of symptoms, 

treatment or prevention. 

Self-interests: their health and the health of their animals. 

Opinion leaders: neighbors, family, friends, co-workers and pet care providers. 

Channels: mass media, social media, opinion leaders, pet-related retailers and service providers. 

Primary Messages: 

1. You can keep your pet healthy and safe by practicing smart plague prevention. 

2. Know the symptoms of plague infection in your pet and seek immediate medical attention if your pet has 

any symptoms. Both your lives depend upon it. 

. Medical professionals. This public includes all medical professionals whether in private practices, clinics, insta- 

cares or hospitals. These are upper middle-class to upper-class, well-educated individuals. They are opinion 

leaders to other publics. They would be familiar with plague routinely occurring in rural areas but unaware of the 

recent outbreak. 

Self-interests: welfare of patients and their professional reputations. 

Opinion leaders: employers, patients, state and county health officials. 

Channels: state and county health departments, employers and local mass media news. 

Primary Messages: 

1. There is a recent outbreak of the plague in this area that is likely to increase the number of patients you 

see with plague symptoms. 

2. Alert your patients who spend time recreating outdoors about the symptoms of plague infection. Their 

lives depend upon it. 

Repeat messages. Research shows a message repeated or reinforced seven 

times over 30 days yields 90 percent retention. Relevance is equally import- 

ant. If information is personally relevant to the audience, fewer exposures are 

needed to make an impression. o-9 

O-O PRIMARY 

In the Strategic Communications Matrix, messages are written in two parts: pri- MESSAGES 

mary and secondary. Primary messages are the leading drivers of the campaignand  Sound-bite statements 

are crafted in this step of the matrix. Secondary messages are more specific details that encompass what you 

that fill out the primary messages and make them believable. Secondary messages _ need the public to do and an 

are identified and developed when you build out your tactics in a later step. We will _ appeal to the public’s self- 

discuss secondary messages in more depth in Chapter 11. interest to act. 
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Primary messages are topical. They focus on the specific information each public 

needs to spur them to action. The topics of your primary messages will depend on the 

objectives you are trying to accomplish and the key publics you are trying to reach. 

Topics that need to be communicated are indicated by the specific evaluation criteria 

included in your objectives. The Matrix Applied in this chapter about Bubonic plague 

prevention provides a good example. Objectives for the Bubonic plague campaign 

would need to achieve the evaluation criteria of understanding the symptoms and 

treatment of the disease, knowledge of plague prevention measures and awareness 

of the current outbreak. The key public of outdoor recreationalists wants to spend 

as much time outdoors as possible while staying safe and healthy. While members 

of this public are typically informed about Bubonic plague and plague prevention, 

they may be unaware of the current outbreak. As a result, informative messages 

about the topics of Bubonic plague symptoms and plague prevention measures may 

not be needed for this public. But, outdoor recreationalists will need an informative 

message to make them aware of the current outbreak and probably a motivational 

reminder to practice smart plague prevention while they recreate outdoors. 

Primary messages often resemble sound bites that might be given during a media 

interview. They should be relatively short and easy to understand and remember. 

Keep in mind that primary messages are not empty sound bites or clickbait. They 

have to be thoughtfully crafted in order for them to help you accomplish your objec- 

tives. Each primary message should have embedded within it information about what 

you want the public to understand, believe or do. They also should include a short 

self-interest appeal. Your public needs to clearly see why this information is relevant 

and useful to them so they will be motivated to act on it. A helpful way to think about 

primary messages may be as a claim you are making to your public about how they 

will benefit if they believe and act on your message. Later, we will develop secondary 

messages that will provide the support or evidence needed to back up your claim. 

A campaign to reduce obesity among children, for 

example, will have a number of primary messages 

directed at specific key publics. For parents of children 

12 and under, a primary message might be designed 

to encourage parents to take a more proactive role in 

looking after the nutrition of their children. One way to 

craft that message could be, “Healthy adults come from 

healthy kids — ensure your child’s future with a healthy 

diet today.” In this case, the information we want our 

public to understand or believe is that if children eat 

a healthy diet when they are young, it will help them 

be healthy when they grow up. This is our claim. The 

appeal to the public’s self-interest embedded in this 

message relies on the desire that parents have for their 
children to grow into healthy, happy and successful adults. If the message is success- 

ful, parents shouldn’t just believe our claim, they should act on it. 

The number of primary messages for a key public will depend upon the number 
of topics you need to communicate about, as well as the breadth and duration of the 
campaign. This is best determined by the objectives you have set. For example, if you 
only need the help of one key public and you are only trying to accomplish one objec- 
tive, you may need only one primary message that provides the information specified 
by the evaluation criteria of that objective. Ifyou need the support of multiple publics 
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to accomplish several different objectives, you will likely need primary messages that 
address the topics indicated in evaluation criteria of each objective and are tailored to 
the self-interests of each key public. Naturally, this will result in more primary mes- 
sages. Typically, a key public will have two to three primary messages. 

At the heart of the planning process are the decisions we make about the mes- 
sages we want to send to our key publics and the best way to get those messages to 
those publics. It is in this central part of the process that we need most to be guided 
by our research. Yet, we are most tempted to rely on instinct alone. Not that instinct 
is necessarily bad. It is often a subconscious process of integrating bits and pieces of 
knowledge and information and charting an appropriate course given the data. But, 
it can also be an unwillingness to believe information and data because it conflicts 
with limited personal observation. In the latter case, instinct usually leads us to fol- 

low courses that fail to solve — and often exacerbate — the problem. To avoid that 

error, we would be wise to always test our instinct against the information and data 

gathered through research. 

If you learn through your research that a particular target public is motivated on a 

given issue by its self-interest in quality of life for their children, your message must 

convey the importance of that result. For example, parents concerned about their chil- 

dren’s safety from gang violence are motivated by messages that promise a safer envi- 

ronment, not reductions of taxpayer cost. (“We have to find a way to keep our children 

safe at school and at play.”) On the other hand, if your 

target public is more concerned about higher taxes and 

the government’s growing demands on their income to 

solve social problems, they will be more motivated by 

messages that focus on perceived low-cost solutions. 

(“Lock them up; we can’t keep spending money on 

expensive programs for law breakers!”) 

W HILTON 

intervening publics 
An intervening public is one that carries our mes- 

sage to the publics we ultimately need to reach and 

influence. Media and opinion leaders are intervening 

publics that are often used in communication and 

persuasion. Teachers or PTA volunteers in school are 

sometimes good channels to get a message to a paren- 

tal public. Health care workers are good intervening 

publics on health issues. Intervening publics are not 

typically designated as key publics unless you need to 

persuade them to help you. If you need to develop or - 

strengthen a relationship with an intervening public ce nny BY Fernie 

to ensure its cooperation, you might designate it as a aia 

key public. For example, if you’ve had a problem with 

media being hostile, unresponsive or inaccurate, you 

may need to identify them as a key public and develop 

message strategies and tactics that will improve your 

relationship with them. Otherwise, media are typi- 

cally an intervening public or channel we often use to ry anchor Anderson Cooper shakes hands with Debbie Gibson at the 

reach our key publics. 39th Annual Daytime Emmy Awards in Beverly Hills. 

ERLY HILTON 
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MINT CASE 
Ves! to Census 2020 
City of Houston and Harris County with Lopez Negrete Communications, Inc, UP Art Studio and 

January Advisors 

Every 10 years, the United States conducts a census of its population. The data collected by the census has a signifi- 

cant impact on the lives of all Americans. Census results are used to determine the number of seats for each state in 

the U.S. House of Representatives and to draw boundaries of state legislative districts. They also guide the distribu- 

tion of federal funds to local communities. 

CORE PROBLEM 

The City of Houston was at risk of its population being undercounted in the 2020 Census. Houston had the lowest 

predicted census self-response rate. In addition, it had a large number of hard-to-count groups. Because the census 

is used to allocate federal funding, every Houston resident who was not counted in the 2020 Census meant fewer 

federal resources for the city. 

HOUSTON 2020 CENSUS STRATEGY 

Prior to creating the campaign, Lopez Negrete Communications conducted a series of focus groups with Hispanic, 

Vietnamese, Chinese, African American, Urdu, Hindi, Vietnamese, Chinese, LGBTQ+ and non-Hispanic White 

individuals living in Houston, Some of the focus groups were made up of opinion leaders of these hard-to-reach 

individuals. Other focus groups included members of hard-to-reach populations. Their qualitative research pro- 

duced insights about what each population segment knew about the census, their main barriers to participation, 

their main motivators of participation (self-interests), trusted opinion leaders and primary messages. Here are 

two examples. 

1. Hispanic Population. The majority of the Hispanic population had little knowledge about the census or its 

benefits. They were afraid that the government would use the information they provided on the census against 

them. Those who lived in the U.S. for less than 10 years were apathetic about the census because of the belief 

that they might return to their home country soon. The main motivators for Hispanics were that census infor- 

mation is protected by law, that the census has an impact on the future of their children and community, and 

that the census can be taken in Spanish. 

Self-interests: family, benefits, education, children, wellness, future, trust. 

Opinion leaders: well-known Hispanics from TV, radio, sports and music. 

Channels: TV, radio, social media, shopping, outdoor events. 

Primary messages: 

1, The immigration question is OUT. 

2. Your census information is private. 

2. African-American Population. While the African-American population had little knowledge about the purpose 
of the census, they had more knowledge than any other hard-to-reach segment. This group had a historical 
distrust of and disappointment in government that affected their census participation. They were also afraid 
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that their participation would result in the loss of government-funded social benefits. The main motivator for 

African-Americans was seeing tangible evidence of the benefits of census participation. They felt more comfort- 

able filling out the census in a secure location. 

Self-interests: community, civic duty, safe participation, representation. 

Opinion leaders: religious leaders. 

Channels: TV, radio, social media, mail, outdoor signage (posters, signs, etc.). 

Primary messages: 

1. Your participation is an opportunity to make a difference and have fair representation. 

2. It is your right to have a say in what happens in your neighborhood in the next 10 years. 

Using similar insights for all of the hard-to-reach segments, the campaign communicated motivational messages 

about completing the census through earned media and a variety of opinion leaders including local government 

officials, church leaders and social media influencers. 

RESULTS 

* Harris County’s self-response rate (62.9%) was slightly higher than the self-response rate for the entire state of 

Texas (62.8%). 

* Twenty-nine neighborhoods had self-response rates as high as 71%. 
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Summary 
Once objectives are set, we can select the most effective combination of publics to 

accomplish them. To be holistic in accomplishing the goal, we need to remember that 

more than one key public may be needed to reach an objective and that a key public 

may help satisfy multiple objectives. Stakeholder research, including demographic 

and psychographic data, can be used to segment and profile each key public. 

Once we thoroughly understand each key public, we can design primary messages 

that will result in the behavior that accomplishes our objectives. Key messages are 

public-specific, communicate your purpose and focus on a key public’s overriding 

self-interests, which are crucial in designing messages that publics will pay attention 

to and act on. At this point, we may also identify intervening publics to help us get 

our messages to the key publics. 

Application case 
Planet Fitness openings 
in Wasilla and Eagle River, Alaska 
from Planet Fitness of Wasilla and Eagle River with Helvey Communications LLC 

and Embley Communications 

CORE PROBLEM 

A new Planet Fitness franchise owner was getting ready to open two new gyms in 

Wasilla and Eagle River, Alaska. However, residents of Wasilla and Eagle River were 

skeptical of a national franchise opening in their cities because they have a lot of 

community pride in their traditional, small-town feel. 

BACKGROUND RESEARCH 

Research about the Planet Fitness franchise found that the company’s purpose 

involves: (1) breaking down “barriers of intimidation and affordability to make fit- 

ness truly accessible to all;” (2) creating an “inclusive, engaged and judgment free 

culture” for employees and members; and (38) adopting business practices that 

‘acknowledge the inextricable link between human health and planet health.” 

In addition, research found that Planet Fitness has a reputation for inclusivity, 

positivity and kindness. One challenge about Planet Fitness operating ona franchise 

model was that all brand social media accounts are controlled by the corporate office. 

Local franchisees are not allowed to have their own, branded social media accounts. 

Research about the attitudes of local residents found that most people in Wasilla 
had a negative attitude about national brands coming into their community. And 
research about competition in the area discovered that Wasilla already had a num- 
ber of fitness options available. 

« 

BUSINESS GOAL 

To get Wasilla and Eagle River residents to purchase Plant Fitness memberships. 
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COMMUNICATION GOAL 

To excite Wasilla and Eagle River residents about Planet Fitness coming to their 
communities. 

Objective 1: To secure [confidential number] members by 30 days prior to open- 
ing day. 

Objective 2: To secure at least one high-profile local community partnership in 
each community by close of the campaign. 

Objective 3: To secure positive stories from the four main media outlets at least 
twice by the end of the campaign. 

Assume you have been hired by the owner of the Wasilla and Eagle River Planet 

Fitness locations to create a strategic communications campaign for the Planet 

Fitness openings. Use the information provided in this case and principles from this 

chapter to complete the following tasks regarding key publics and primary messages. 

1. Identify and segment the key and intervening publics that you need to reach 

and motivate to achieve the campaign goals and objectives. 

2. Determine which combination of publics will best enable you to accomplish 

your goals and objectives. 

¢ Which publics working together will produce the best overall solution? 

e Which publics make the most sense for long-term organizational 

relationships? 

¢ Which combination of publics will get the desired result for the least 

amount of additional time, money and other resources? 

3. Following the examples in the Mini Case and Matrix Applied, write a short 

paragraph that describes each segmented public. In each paragraph, include 

information about the segment’s demographics, psychographics and relation- 

ship with the organization and the issue. In bullet points beneath each para- 

graph, identify each public segment’s: 

e Self-interests, 

¢ Opinion leaders, 

¢ Viable communications channels, and 

¢ Primary messages. 
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CREATIVITY AND BG IDES“ 

7 “Tt’s kind of fun to do 

D4 Sf the impossible.” 

—WALT DISNEY 

ANIMATOR, FILMMAKER AND CREATIVE GENIUS 

LEARNING IMPERATIVES 

« Appreciate the importance of creativity in developing 

winning campaigns. 

¢ Develop the skills and techniques needed for 

creative thinking, 

* Be able to design big ideas that capture attention and 

appeal to an organization’s key publics. 
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Creativity 
It took roughly 100 men and women five years — includ- 

ing a lot of holidays, weekends and late nights — to 

create the first feature-length film fully animated on a 

computer. But when “Toy Story” debuted Thanksgiving 

weekend in 1995, it forever changed the landscape for 

animated films. Disney executives had advised the 

upstarts at Pixar to fill the movie with songs, but the 

company resisted. “Despite being novice filmmakers 

at a fledgling studio in dire financial straits, we had put 

our faith in a simple idea: If we made something that 

we wanted to see, others would want to see it, too,” says 

Ed Catmull, president of Pixar. “For so long, it felt like 

we had been pushing that rock up hill, trying to do the 

impossible.... Now, we were suddenly being held up as 

an example of what could happen when artists trusted 

their guts.” 

“Toy Story” became the biggest grossing movie of the 

year, earning $358 million worldwide. The name Pixar 

has become synonymous with creativity and innova- 

tion. In 2006, Disney paid $7.4 billion to acquire Pixar. 

As of 2023, Pixar-Disney has won an incredible 18 

Academy Awards, nine Golden Globes and 11 Grammys 

for its animated films including the “Toy Story” series, 

“Monster’s Inc.” and “Monster’s University,” “Finding 

© Featureflash/Shutterstock.com 

ay eee ue Nemo” and “Finding Dory,” “The Incredibles,” “Ratatouille,” “WALL-E,” “Up,” 

“Brave,” “Inside Out,” and “Coco.” 

o-9 Many people say, “I’m just not creative.” As a result, they miss out — leaving the 

5 CREATIVITY creative aspects of campaigns to others. This is no different than claiming, “I’m not 

The process of looking strategic” or “I’m not a good writer.” These conditions may be true, but they are not 

outside ourselves and our terminal. Creativity, like any other skill, can be learned. 

routine to discover new ideas Just like a glassblower has to learn what temperature, pressure and movement 

and innovative solutions. are needed to create beautiful objects, learning to be creative means mastering 

the process and practicing. Sometimes desperate times cause us to break with our 

routine. 

Not long after the Airbnb founders blew up three air mattresses in their San 
Francisco apartment and rented them to complete strangers, the startup (now worth 
more than $75 billion) found itself with a binder full of maxed out credit cards. The 
debt collectors started calling around the 2008 presidential election between Obama 
and McCain. But Airbnb CEO Brian Chesky and his buddies had an idea. “Boys, what 
if we designed and sold limited edition cereal boxes and called them Obama O’s & 
Captain McCain?” 

They had 1,000 custom boxes printed, bought loads of cereal (Cheerios and 
Captain Crunch), put the boxes together with a hot glue gun in their apartment and 
slapped on a $40 price tag. The stunt was featured on national television and Airbnb 
sold 1,000 cereal boxes in a day, making $30,000 after expenses — easily covering the 
$20,000 they owed. 
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A more recent example comes from Citizen Brick, a 
Chicago-area toy company known for making far-out 
versions of LEGO mini figurines. In March 2022, owner 
Joe Trupia watched the Russian invasion of Ukraine 
and wanted to do something. President Zelenskyy’s 
leadership had also caught his attention. Using toy 
parts the store had on hand Citizen Brick created a 
LEGO-based figurine of the Ukrainian president and 
tiny Molotov cocktails featuring the Ukrainian flag. 

The Zelenskyy figurines sold for $100 each. The 

Molotov cocktails were $20. Both sold out within hours, 

raising more than $145,000 in proceeds benefiting the 

nonprofit aid group, Direct Relief. “We just wanted to 

do a small fundraising effort,” Trupia said. “But this 

one seemed to hit the bull’s eye with some people.” 

Trupia admits that a month earlier he, like many 

others, could not have told you who Zelenskyy was. 

But there was a moment in time that he captured the 

world’s attention. “It really impressed me that he was 

kind of staying there for his people and really kind of 

leading the way that they needed him to at the minute.” 

“On its face, making a toy Molotov cocktail is an 

absurd idea,” Trupia said. “And I kind of enjoyed the 

twist of turning that into medical supplies for refugees. 

That seemed like a good deed. But...I’m not really sure 

why that was the thing that caught people’s eye.” 

Just because you have a crazy idea, doesn’t mean you are crazy, it could actually 

mean youre brilliant. 
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Knowing what will stick 
Why do some ideas stick and some fade? The answer is how creative the idea is or 

in other words how unusual, timely, salient, relevant and/or humorous the idea is. 

Throw in a sprinkling of luck and voila. 

Learning how to evaluate the “creativeness” of ideas is as important as learning 

how to generate those ideas. But in order to evaluate something, we need a tool, a 

way to measure it. This can be challenging since creativity, like humor, is not univer- 

sally appreciated. 

As a result we need a tool and some shared language to be able to express and 

evaluate creative thinking. You may have noticed that people tend to avoid discuss- 

ing things they don’t know how to talk about. To overcome this obstacle we turned to 

the marketing team at Dutch brewing company Heineken. They found a way to both 

evaluate and talk about creativity that really works. 

Claire Bridges, in her book, “In Your Creative Element” (2016), describes how 

marketers at the beer company developed the Heineken Creative Ladder. The 

10-point scale (see Figure 7.1) with descriptors on each rung of the ladder are a stroke 

of genius. Rather than just say, “we need something more creative,” the tool provides 

a description of what an idea might be missing. For example, saying your 5K blood 

drive fundraiser is cliché is probably a fair statement, but it does little good to just 
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say it needs to be more creative. When you say it needs to be more “ownable” or 

“fresh” we move up the creative scale in a way that is easier to understand. 

Most ideas we generate, for example, are forgettable. Using the Heineken descrip- 

tors, we'd call them “cliché.” We’ve seen or heard them before. Cliché ideas aren’t 

going to grab attention and certainly aren’t going to drive your campaign. But don’t 

worry, they could be worse! Your ideas could be “confusing,” get “hijacked” or be out- 

right “destructive” to your organization or brand. 

On the other hand, the better your ideas are, the further up the scale you go to 

describe them. Is an idea “groundbreaking?” “Contagious?” Could it be a “cultural 

phenomenon?” Maybe over time it becomes “legendary.” 

Take a look at a big idea from outdoor retailer REI highlighted in the Application 

Case at the end of this chapter. The company’s idea to close its stores on Black Friday 

became a cultural phenomenon. The REI #OptOutside campaign generated 2.7 bil- 

lion media impressions within the first 24 hours and more than 1.4 million people 

decided to go outside the Friday after Thanksgiving. 

The move not only reinforced REI’s market positioning as an authentic out- 

door co-op but also boosted the company’s bottom line contributing to a significant 

increase in revenue. The campaign was so successful, REI continues to build on it. 

In 2016, REI began partnering with nonprofits including the National Parks Service. 

By 2017 more than 700 other organizations had joined the company in encouraging 

people to get out and experience nature. Rideshare operator Lyft even jumped on 

the bandwagon offering free rides to local parks. By 2018, the “good purpose” focus 

of the campaign took center stage. 

In 2019, as the global threat of climate change dom- 

inated news, REI sought to leverage the popularity of 

#OptOutside into environmental awareness. The 2019 

campaign was subbranded “Opt to Act: 52 weeks of 

action to leave the world better than we found it.” REI 

sought to extend both the purpose and the timeframe of 

the movement. REI committed to reduce its own envi- 

ronmental impact — pledging to be a zero-waste com- 

pany by expanding its gear trade-in and rental programs 

and eliminating poly packaging for shipped orders. 

The campaign has now reached legendary status 

with more than 14.2 million uses of #OptOutside on 

Instagram alone. REI’s big idea inspired its members 

and employees to create motivating YouTube content 

around “Will You Go Out With Me?” Hundreds of 

partners joined in eschewing consumerism and taking 
steps to save the planet. REI increased its short-term profits, but more importantly 
reaffirmed its purpose “...to awaken a lifelong love of the outdoors, for all.” 

Creativity is, in many ways, another word for experimenting — taking existing ideas 
and adding something to them or putting them together in new ways. The 80-minute 
experiment we know as “Toy Story” was really the answer to a question: “Can an ani- 
mated film be made using only computers?” The answer launched a company and a 
new industry of computer graphic animation or CGI that is now used across many dis- 
ciplines including communications, medicine, education and engineering. Creativity 
in communications and marketing is a critical part of any winning campaign. Without 
it, ideas will be cliché, fail to captivate or, worse, damage the organization. 
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Source: Fast Company 2015 

Creativity is essential 
All good campaigns require a high level of creativity. The number one challenge for 

all communications is capturing attention. You simply can’t do that with a boring or 

cliché campaign. 

Step five in the Strategic Communications Matrix begins with key publics and 

primary messages followed by the big idea. Once you know who you need to reach 

and what types of messages will motivate them, it should be easier to generate a big 

idea to capture their attention and motivate them to act. 

To break through the din of messages bombarding our key publics, we need 

something new, something fresh. This is where the big idea fits in the Strategic 

Communications Matrix. Once you have your big idea, you’ll create strategies and 

tactics for your campaign that tie back to your big idea. It’s essential that you take the 

time to come up with something that is at least ownable and potentially legendary. 

Give yourself permission to be creative. Go to work brainstorming your next big 

idea as well as the strategies and tactics to support it. 

EST. 1873 

Heineken’ 

OO BIG IDEA 
A Creative idea or theme on 

which a campaign is built. 

YS BRAINSTORMING 
A structured group creative 

exercise to generate as 

many ideas as possible ina 

specified amount of time. 
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The matrix provides a framework to focus your creativity, ensuring it is on target 

to reach the right publics with the right messages and the right motivation. You will 

need your target publics to do more than agree with you. You will need to motivate 

them to act on those beliefs. For example, getting people to agree with a candidate’s 

views does little unless you motivate those people to get out and vote. 

You'll first use creative tools to help you develop a big idea. A handful of these are 

outlined in this chapter. Use these tools to put together the components of your big 

idea: big idea strategy, visual representation and slogan/hashtag. The elements that 

make up a big idea are discussed later in the chapter. Once you have your big idea 

you'll be ready to create campaign strategies and tactics to support it. 

STRATEGIC COMMUNICATIONS MATRIX 

ACTION PLANNING 

5. KEY PUBLICS AND PRIMARY MESSAGES, BIG IDEA, STRATEGIES AND TACTICS 

Big!dea A creative strategy on which to build your entire campaign. The “big idea” 
appeals broadly across all key publics. Describe it in one sentence. Include 

three bullets, one each for strategy, visual representation and slogan/hashtag. 

Marrying creativity and strategy 
Only by channeling your creativity within the analytical process will you avoid a 

common mistake: allowing a creative idea to drive your campaign. Just because you 

have a great opportunity to use acelebrity in a campaign doesn’t mean that approach 

will serve your public, purpose and message. Creative ideas not founded in a logical 

analysis of publics and messages will result in lots of money wasted on campaigns 

that accomplish nothing. Nationwide’s “Dead Child” Super Bowl campaign is a 

prime example. The company spent millions on airtime alone, but the vast majority 

of the public, including the people they were targeting, were appalled by such dark 

messaging. The insurance giant experienced a huge backlash and was forced to issue 

a statement explaining the ad’s purpose was to begin a conversation. However, the 

public felt the campaign was a manipulative way to sell insurance. 

If you get a creative idea that doesn’t work for a specific purpose, public and mes- 

sage, put it on the shelf to be adapted and possibly used for something else. No good 

idea is wasted in the long run. You'll be surprised how ideas resurface and how they 

can be redeployed for use in another campaign. A good idea is only wasted if you try 
to use it where it doesn’t fit. Save it for the future. 
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Breaking habits 
French naturalist Jean-Henri Fabre wrote of the pro- 

cessionary caterpillar. Processionary caterpillars feed 

on pine needles as they move through the forest in 

a long procession, with each one’s head fitted snugly 

against the behind of the caterpillar before. In his 

experiments, Fabre enticed a group of these caterpil- 

lars onto the rim of a flower pot where he got the first 

one connected with the last so they were moving in an 

unending procession around the top of the pot. 

Fabre expected the caterpillars would catch on to 

their useless march and move off in a new direction, 

especially since he had placed food nearby. Not so. The force of habit caused them 

to continue moving in their unending circle, round and round the rim of the flower 

pot. Even though food was visible nearby, the caterpillars continued their march 

for seven days and nights, and probably would have continued longer had they not 

collapsed from sheer exhaustion and ultimate starvation. The food was outside the 

range of the circle, off the beaten path. They followed instinct, habit, custom, tradi- 

tion, precedent and past experience. They confused activity with accomplishment. 

They were in constant motion, but they made no progress. 

Take a look at the square and circle diagram. Most people see this pattern as rows 

of squares and circles. Some might see a large square composed of smaller squares 

and circles. Few, however, see it as columns of alternating squares and circles. Once 

this is pointed out, it’s very easy to see columns of alternating shapes. One creativ- 

ity expert, Michael Michalko, explains it this way, “We have become habituated to 

passively organize similar items together in our minds. Geniuses, on the other hand, 

subvert habituation by actively looking for alternative ways to look at and think 

about things.” 

Creativity is the process of looking outside ourselves, our habit, our custom and 

our tradition to find new solutions and innovative ideas. The strategic communica- 

tions planning process is designed to analytically drive our planning and decisions. 

But it should not limit our creativity in searching for solutions. In fact, unless we 

develop creative big ideas, strategies and tactics, our publics are not likely to stop 

long enough to pay attention to any of the messages we’re trying to deliver. 

Caterpillars following one 

another in a procession. 
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a IDEATION 

The formation of ideas or 

concepts. 

Brainstorming and ideation 
Many people believe that creativity is inborn — you either have it or you don't. 

This simply isn’t true. The greatest scientific discoveries and inventions came out 

of years of experimentation, trial and error. It actually took Thomas Edison 2,774 

attempts to arrive at the carbonized bamboo filament that made the light bulb a 

commercial success. 

The Royal Bank of Canada tells its employees that innovation is like playing 

hockey: The best players miss more shots than they make. But they also try more 

often. The more you shoot, the more you score. That’s why one of the rules of brain- 

storming is not to evaluate or criticize while in the brainstorming session (see Figure 

7.2). The object is to get as many ideas on the table as possible; no matter how ridicu- 

lous they might initially appear. Those ridiculous ideas, reevaluated, rearranged and 

recombined, frequently become the innovative solutions that are praised, awarded 

and used as examples of exceptional creativity. 

Many people also think brainstorming doesn’t work. They are simply wrong. 

Most of the big ideas mentioned in this chapter — including the REI #OptOutside 

campaign — came out of brainstorming sessions. Some techniques for brainstorm- 

ing or ideation work better than others, depending on the group you are working 

with and the challenge you are facing. 

One of the challenges with most brainstorming sessions is that participants are 

put on the spot to come up with fresh, creative ideas. Rarely do the best ideas emerge 

on command in the few minutes allocated for a brainstorming session. Experience 

has proven it’s best to prime people in advance. For example, giving people two or 

three questions or topics to think about several days in advance puts the creative 

process in motion long before they see a white board. 

Give the group a topic and the vision of where you'd like to end up so that ideas can 

be percolating before the session begins. Have your team thinking about the prob- 

lem or opportunity while biking to work, mowing the lawn, taking a shower or dozing 

off at night. It’s brain time and subconscious bandwidth you don’t have to pay for, 

but that will reward you with better ideas and happier people. Creativity is spawned 

through observation and association. Giving people some time will not only produce 

fresher ideas, but also will give those ideas time to percolate and morph into other 

ideas before you officially meet. In addition, it will build confidence in participants’ 

abilities to contribute in new and more creative ways. 

Once you meet as a team to brainstorm, try experimenting with different tech- 

niques other than the blue-sky, free-for-all sessions typically used. For example, try 

using the “pass the paper” method. This begins with a brief orientation and intro- 

duction to the topic. The goal is stated and the team is separated into groups of two 
or three people to write a series of questions that lead back to the goal. When you've 
drafted the questions (e.g., “How do you want people to feel during your event?”), 
transfer each question to the top of its own poster-sized sheet of paper (try using giant 
Post-It pads). These questions are then posted around the perimeter of the room. 

Participants are each given a stack of 20 to 25 sticky notes and asked to write 
down a short phrase or idea for each question. The process of sticking ideas under 
each question is repeated as individuals rotate around the room four or five times. 
This ideation method puts everyone participating on the same footing and values 
ideas equally. It also encourages subordinates and shy participants to share their 
ideas. With each idea on a sticky note, grouping related ideas together and analyzing 
the results becomes much easier. 
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Hilton hotels, which completed the largest initial public offering for a hospitality 
company ever on Dec. 12, 2013, brainstormed how to generate media interest and 
investor momentum for its stock offering. The communications team came up with 
the idea of turning the New York Stock Exchange into a hotel for the day. The com- 
pany, which has 18 brands and more than 7,000 hotels in 122 countries or territo- 
ries, used its own people — putting a doorman at every door of the exchange, serving 
food and having team members on the platform. Company executives also donned 
hotel bathrobes for the occasion. The money shot seen around the world and shared 
through social media was of the Hilton CEO wearing a bathrobe on the floor of the 
NYSE. Creative approaches like this often come from the most unexpected places. 
Make sure you invite new people — those from outside your work group or depart- 
ment — to help with each brainstorming session. 

Ne Figure 7.2 ee 

¢O Rules for brainstorming 

1. Assemble a diverse group of people (at least three). 

2. Set a time limit for the brainstorming session. Plan no fewer than five minutes but no more than 20-30 

minutes to ensure urgency and, hence, a rapid flow of ideas. 

3. Record the session for later transcription. 

4. Do not evaluate ideas while in the session. Even laughter can be an act of evaluation that may stifle the flow 

of ideas (although in a truly free-flowing session, it is difficult not to laugh). 

5. Engage in freewheeling. Verbalize any idea that comes into your mind. Otherwise you are silently evaluating 

your own ideas and perhaps censuring those that are most creative. 

6. Reserve the details for the post-session evaluation. Use your time to generate as many ideas as possible, 

not to explain your ideas in any detail. 

7. Piggyback on ideas. For example, if someone mentions a tactic like bumper stickers, try to spiral off with 

similar transportation-related ideas like bus boards or sun visor wraparounds. 

8. Take some time as a group after the session to evaluate each idea for its merits. Try to find ways that each 

might work. Try modifying, combining and rearranging before discarding an idea. 

Observing and seizing opportunities 
Several years ago, a newly hired marketing and com- 

munications director at Blendtec, a manufacturer of 

commercial blenders for the food service industry, 

walked by the research and development suite and 

noticed wood shavings on the floor. Inquiries led to the 

discovery that one of the R&D guys liked to play around 

blending odd things to test the sturdiness of Blendtec’s 

_ heavy-duty blenders. The marketing director got a 

video camera and began shooting as they blended rakes, 

iPods, golf balls and everything imaginable. He posted —_ iPad: will it blend? 

Copyright © 2019 Blendtec 
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MINT CASE 
Miracle at Calgary International Airport 
West/et 

The mission of Canadian air carrier, WestJet, is to provide its customers with safe, affordable and friendly air travel. 

Its core values include being fun, caring, positive and passionate in everything it does. Combining all these values 

into one big idea, WestJet created one of the greatest Christmas stunts ever attempted: the “Christmas Miracle” 

campaign. The campaign was not only fun and memorable, but became a viral hit on YouTube because of its cre- 

ativity, unexpectedness and flawless execution. 

CORE OPPORTUNITY 

WestJet wanted to use the holiday season to show appreciation to its customers and engender their loyalty by 

demonstrating its core values. 

WESTJET’S STRATEGY 

In late November 2013, while passengers waited to board flights to Calgary from Toronto Pearson and John C. Munro 

Hamilton airports, they were greeted by a virtual Santa booth. After scanning their boarding passes, Santa asked 

passengers what they wanted for Christmas over live video chat. 

im 2 WEST ET The Spirit of Canada C-FNWD 
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While both flights were en route, WestJet employees in Calgary had roughly four hours to dash around the city 
and purchase gifts customers had asked for from Santa. As passengers awaited their baggage, fake snow began to 
fall and Christmas music played over the speakers as customers’ hoped-for presents suddenly started to fill up the 
carousel. WestJet surprised 250 unsuspecting passengers with 357 personally wrapped gifts that included a 50-inch 
TV, cameras, smartphones, tablets, toys for the kids and even some socks and underwear. 

WestJet captured the event on 19 hidden cameras placed in the airport terminals, onboard one of the planes and at 
the baggage claim area. Filming took place on Nov. 21, 2013. WestJet then posted the video on YouTube Dec. 8, 2013. 
Mosaic was responsible for the PR efforts, Globacore handled the design and fabrication of the virtual Santa booths, 
and Studio M created the campaign's YouTube video. Promotion of the campaign's video cost WestJet less than it 

would have cost to rent billboard space in Toronto for three months. 

In order to keep within budget, WestJet decided to approach several companies to participate in the campaign 

in return for positive exposure in the video. The airline also wanted to involve its own employees in the execution 

of the “Christmas Miracle” campaign — reinforcing the fun and passionate ideals of the company. Finally, WestJet 

understood its key publics are active in social media. It intended to appeal to these groups by reaching out to several 

influential bloggers who would then share the video, generating greater exposure for the company. 

RESULTS 

¢ In the two weeks following the release of the video, traffic to WestJet’s website increased 100%, bookings 

increased 77% and revenue rose 86%. 

¢ The YouTube video, “WestJet Christmas Miracle: Real-time Giving,” went viral, receiving 27 million views in one 

week, It became the number one trending topic globally as well as the most shared viral ad in Canada during 2013. 

¢ The video generated more than 1 billion impressions on Twitter in one month. 

¢ The story has been covered more than 1,600 times by media outlets globally. 

¢ The Christmas Miracle campaign has been so successful that WestJet has continued the campaign each year 

with different creative ways to give and serve, documenting them for YouTube and other social media channels. 

the videos on YouTube to launch a new line of home blenders. The “Will It Blend?” 

series went viral. 

Sales of Blendtec’s blenders doubled in a month; large retailers such as Costco 

started carrying the company’s products. Blendtec’s YouTube channel soon had 

about a hundred videos and 1 million subscribers. Some of the videos had nearly 20 

million views. Blendtec also engaged with thousands of customers responding to 

suggestions on what it should blend next. The Blendtec viral campaign cost less than 

$100 to initiate. A savvy marketing and communications director saw an opportu- 

nity and took a chance. With a supportive CEO, it paid off handsomely. 

The Blendtec campaign is the result of looking at a blender differently. It wasn’t 

designed to pulverize a 2”-by-4” piece of lumber, a Bic lighter or a “human” skeleton 

for Halloween, but it certainly can. This leads us to the big idea. Blendtec blenders 

are so tough they can take on just about anything — leaving no question they can 

crush the ice in your next fruit smoothie. Big ideas like this are born of curiosity, 

observation, adaptation and experimentation. 

Edison said that creativity is “10% inspiration and 90% perspiration.” It may 

well begin when you realize that there is no particular benefit in doing things as they 

_ have always been done. It also does not require complete originality. Creativity often 

means borrowing and adapting ideas. Modify and rearrange, make things bigger or 

smaller. Brainstorm ways to change and adapt an idea. We suggest practicing your 
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Figure 7.3 a2 ee 

Roger von Oech’s mental locks to creativity 

BE PRACTICAL. Don’t disregard impossible suggestions, © THE RIGHT ANSWER. Looking for the one right 

rather use them as stepping stones to workable answer keeps us from realizing that there may be many 

solutions. possibilities. 

THAT’S NOT MY AREA. Specializing causes us to FOLLOW THE RULES. Creativity is often enhanced by 

miss out ona lot. Interdisciplinary answers are better breaking the rules, going outside the normal parameters. 

solutions. 

THAT’S NOT LOGICAL. Don’t disregard thinking outside 

DON’T BE FOOLISH. Poking fun at proposals provides the boundaries because it doesn’t fit the analytical 

feedback that prevents group think. approach. 

’M NOT CREATIVE. A self-fulfilling prophecy. Allow PLAY IS FRIVOLOUS. Fun environments are productive, 

yourself to be creative. creative environments. 

TO ERR IS WRONG. Cet over the stigma that being AVOID AMBIGUITY. Introducing ambiguity into a 

wrong is all bad. Use mistakes to learn. creative session can help generate answers. Also use 

humor and paradoxes. 

brainstorming on a random topic just to see how many different ideas you can come 

up with. Try free association. Piggyback on ideas. Practice saying whatever idea 

comes into your head. 

Give yourself permission 
These are all good exercises, but to be creative, you must first give yourself permis- 

sion to break the barriers to creative thinking identified in Figure 7.3. Explore your 

imagination. Create fantasies and play with ideas. And then cultivate the habit. The 

more you challenge yourself to think creatively, the better you will become. In her 

book, “Teaching Creative Behavior,” Doris Shallcross (1981) provides several exer- 

cises that require you to challenge the parameters of your thinking. For example, 

how many squares do you see in the illustration below? The expected answer would 

be 16, but count all the squares. 
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Assuming this diagram is on a flat plane, there are 30 of them, all different sizes. 
One is the outside square. You will also see 2-by-2 squares and 3-by-3 squares. A door 
is opened to our creative brain when we obtain permission — indeed are given direc- 
tion — to look outside the traditional boundaries and expected perception! 

The next test from Shallcross is one you may have seen before, but it powerfully 
illustrates the need to go outside the boundaries we set for ourselves. Connect all 
nine dots with four straight lines. Go through each dot only once and do not lift your 
pen from the page. Take a few minutes to take this test before reading on. (The solu- 
tion is located at the end of the chapter.) 

This test is specifically designed to show us that we set our own artificial bound- 

aries. There was no instruction indicating the connecting lines had to be kept within 

the invisible boundary set by the dots in the diagram. Yet we are accustomed to set- 

ting those boundaries ourselves. 

One of the greatest marketing ploys ofall time was to print a margin line aninchin 

from the edge of notebook paper and on legal pads. Most of us automatically observe 

that margin and leave the space on the left side of the line blank. Most notepaper and 

pads are used for taking notes no one else will ever see. What does it matter if we 

observe the margin? But much more notepaper is sold to students and companies 

each year because the artificial boundary restricts what fits on the page. 

It is interesting to note how powerfully ingrained 

these artificial boundaries are. In using the Shallcross 

dots test each semester over three decades, we have 

found that most students have seen it before and have 

been shown that the solution is to go outside the arti- 

ficial boundary. But the vast majority of those can’t 

remember the principle and revert to trying to con- 

nect the dots inside the perceived boundary. They are 

accustomed to staying within perceived limitations, 

even when no limitations actually exist. 

Where did we learn to set these kinds of invisible 

boundaries? Remember when you began coloring? 

What are some of the first lessons — or rules — you 

were taught? One was to always color inside the lines. 

That rule was so ingrained that some of us even traced 

the lines with the crayon before coloring to make sure 

_ we didn’t accidentally breach the boundary. 

We were also taught to choose the appropriate col- 

ors. Frogs are green, not purple or blue. So we always 
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had to choose the right color for the item pictured, so much so that fights erupted 

in grade school over crayons. Now, grade school kids buy their own set of crayons 

so they don’t have to fight with anyone to get the green crayon for their frog. But in 

graphic design, wouldn’t a purple frog get more second glances than a green one? Or 

better yet, one wearing cowboy boots and a bikini? 

Creative ideas and solutions are, by nature, out of our typical range of experience. 

Problems with obvious, traditional solutions seldom require much time. To find 

truly innovative solutions to challenges we face, we must reach outside our comfort 

zone and the artificial boundaries we have created for ourselves. 

Overcoming fear 
Fear is probably the single greatest barrier to creative behavior. Author John Holt 

has said that the real test of intelligence is “not how much we know how to do, but 

how we behave when we don’t know what to do.” What do we fear? We fear failure 

and rejection. No one likes their ideas to be rejected, laughed at or ridiculed. We 

often fail to contribute our ideas for fear we will look silly or stupid. We think that 

TIPS FROM THE PROS 
Stoking creativity for award-winning ideas 

Grace Leong, APR, CEO and partner of Hunter Public Relations, who leads a team that services the nation’s top 

consumer products companies, tips you off on coming up with “big ideas.” 

Be an everyday student of creativity. Build a database of great ideas. The best brainstormers are those who read, 

see and retain good ideas daily. Keep a file of “great ideas” that catch your eye: a new product launch that used an 

innovative strategy or a clever idea for a media kit or website. Your personal library of ideas will serve you well when 

you are asked to be creative “on the spot.’ 

Never respond to the question: “What’s the big idea?” To get to the big idea in a brainstorm you need to put 

people’s minds at ease. Play creative games, ask seemingly unrelated questions, make the environment fun. When 

minds are stimulated in a creative atmosphere, ideas flow and a big idea will emerge naturally. 

Strive for singles and doubles, and you will hit more home runs. Hank Aaron was the home run king of baseball, but 

he also ranks high on the all-time strike-out list. Allow yourself hundreds of strikes, singles and doubles for every 

home run. People who are not afraid of striking out are more likely to hit the ball out of the park. 

Create an environment that inspires your creativity. At Hunter PR, we assembled a team of people with diverse 

backgrounds and outlooks on life, and we inspire each other to look at opportunities from multiple perspectives. We 
are a culture that regularly permits people to slay the sacred cow. No idea is a bad idea even if it goes against con- 

vention. If you do not live in a culture like this, fix that first, and then watch the creativity flow. 
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people who fail don’t get promoted. They don’t get raises. But if you never take risks, 
you won’t grow into that new position or be valued for your ideas either, 

Think about the hockey player and work to create a risk-friendly environment. 
Applaud those that take shots and surface new ideas. Don’t get stuck on the mistakes 
made in the process. Praise the courage and effort taken to experiment and to see 
things differently. Companies that foster this kind of environment are known for 
their creative products and solutions, and are those that survive disruption. Target, 
for example, has invested heavily in online shopping — creating experiences that 
leverage both the in-store opportunity to see, touch and feel with the convenience 
and selection of the online experience. Target facilitates price-matching with online 
sales, scanning to look up options not stocked on shelves and choosing store pick-up 
or home delivery. And while it’s hard to compete with a giant like Amazon, Target’s 
online sales at the end of 2022 were growing much faster than Amazon’s. 

To reinforce the need to fail and fail often, some companies even give annual 

awards for the most spectacular failure because management recognizes that if 

employees are afraid to be creative, the company will lose its competitive edge in the 

marketplace. 

Creative environments and people 
While you may not be working for an organization that openly rewards failure, you oo 

can still create an environment that stimulates ideation and innovation. Not all busi- JD GEN X 

ness environments work for all people, but there is strong consensus among creativ- Generation born between 

ity and innovation experts that surroundings affect performance. One of the most 1960 and 1980. 

important considerations in planning a workspace is an organization’s culture. Does 

the work environment support the culture? The company HubSpot, for example, 29 

values an open culture and the free exchange of information and ideas. To facilitate } GEN Y 

this, no one in the company has an office. They all rotate desks onaregularbasisand Generation born between 

assign seats by pulling names out of a hat. 1980 and 1999, also called 

Many companies — especially tech companies — have moved to an open work __ millennials. 

environment. Max Chopovsky, founder of Chicago Creative Space, says that even 

traditional companies need to think about how the work environment reflects the 69.6 

corporate culture. “Baby boomers are retiring and [Gen Zs] have a different perspec- OO GEN Z 

tive of what a work environment should be,” he says. “It allcomes down totwotrends: Generation born in 2000 

technology and demographics. Literally, my phone can be my office,” Chopovsky says. and after. 

“Tf I have a laptop and all other tech available, I literally 

never have to come into the office. I come in because of 7 f ye 

ideas, collaboration. That’s where creativity happens.” - 

Marriott International, the world’s largest hospital- Hi : a 
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- 

ity company, has given new focus to innovation in recent 

years to reinvigorate its brands and appeal to a growing 

number of Gen X, Gen Y and Gen Z travelers. The com- 

pany recently opened a new headquarters in Bethesda, 

Maryland that includes nearly 20,000 square feet of open, 

flexible, modular, and virtually collaborative workspace 

for individuals or group meetings. The new building will 

also serve as a global hub for Marriott’s research and 

_ development operation, featuring its Innovation and 

Design Lab, a premium test kitchen and beverage bar, E shige : 

as well as “model” hotel rooms in the adjacent Marriott —_ Interior design concept at Marriott’s new Design Lab. 
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hotel, where new concepts, design elements, service approaches and amenities will be 

tested for potential use across the company’s portfolio of 30 brands. 

Many companies, like Disney, encourage employees to decorate their work- 

space. Others build creative spaces to support their culture, like the Groupon office’s 

enchanted forest which fosters employees’ creativity. The important thing is to 

make sure there are places for people to gather, talk, exchange information and ide- 

ate — you can never have too many white boards. 

In the end it’s about people. Creativity researcher Claire Bridges shared the top 

six things creative people value: 

¢ Curiosity ¢ Creativity ¢ Freedom 

¢ Courage e Fun ¢ Grit 

You can read more about these values in her book, “In Your Creative Element” 

(2016). Consciously putting in place processes that acknowledge and support these 

values will lead to a culture of creativity bereft of micromanagement. This culture will 

be the most important factor in attracting employees with fresh ideas and perspectives. 

Big ideas 
The concept of the “big idea” comes from advertising. In the 1960s advertising 

genius David Ogilvy coined the term, which had an immediate impact in the field of 

advertising. It later spread to marketing and public relations. 

According to Ogilvy, “You will never win fame and fortune unless you also invent 

big ideas. It takes a big idea to attract the attention of consumers and get them to 

buy your product. Unless your advertising contains a big idea, it will pass like a ship 

in the night.” 

Ogilvy believed that such ideas sprang from the 

unconscious mind. “Your unconscious has to be well 

informed, or your idea will be irrelevant,” he said. “Stuff 

your conscious mind with information; then unhook 

your rational thought process.” 

Researchers and communications experts believe 

there are ways to stimulate the unconscious mind to 

draw out creativity. A few of the tools and concepts 

used to do this were discussed earlier. We refer you to 

the references and additional readings for more tools 

and examples. 

What is a big idea? 
A big idea is more than a unique selling point used by 

advertisers and marketers to sell a product. It’s more 

than the articulation of a competitive advantage. A big 

idea is the hook on which your entire campaign hangs. 

It might be helpful to think about it the same way you 
David Ogilvy, widely hailed as “The Father of Advertising.” would think about telling a story. What is the climactic 
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Oo Figure 7.4 

Booker’s seven basic archetypes 

OVERCOMING | THE QUEST | RAGS TO VOYAGE AND 7 THE MONSTER HE QUEST COMEDY WIEHES TRAGEDY REBIRTH BE TURN 

surprise or element that captures the attention of your reader and appeals to their 
self-interest? In his book, “The Seven Basic Plots,” Christopher Booker identifies 
seven story archetypes (Figure 7.4). Chances are, whatever big ideas you generate 
will fit one or two of these. 

Big ideas shouldn’t be complicated and shouldn’t require much explanation. 

They should pretty much stand on their own. If you can’t tell a friend in a text or IM 

what your big idea is, then you haven’t yet nailed it. That said, the hardest part about 

building a campaign around a big idea may very well be learning how to recognize 

one. Ogilvy suggested asking these five questions: 

Did it make me gasp when I first saw it? 

Do I wish I had thought of it myself? 

Is it unique? 

Does it fit the strategy of the product? 

Could it be used for 30 years? VW PON 

Long-lasting, he believed, was one of the most important concepts behind big 

ideas. A good example of a big idea with staying power is Dove soap. For more than 

60 years, Dove advertisements have made the claim in one way or another that “Dove 

doesn’t dry your skin the way soap can.” More recently the brand message is, “Dove 

is one-quarter moisturizing cream.” While these questions and the Dove soap exam- 

ple may belong more to advertising than public relations and marketing, they help 

describe the origins and thinking behind big ideas: to serve as a unifying theme. 

Crafting big ideas 
The big idea is strategically placed in the middle of the Action Planning section of the 

matrix. This is done because it is at the heart of the campaign. You will already have 

determined your key publics and primary messages, but you won’t have crafted your 

strategies and tactics just yet. 

The big idea is a campaign’s master strategy and overriding message. If it doesn’t 

work with some of your key publics, you either chose the wrong key publics or, more 

likely, came up with a bad big idea. They must all fit tightly together. 

The best way to write down your big idea is to start with a sentence or two that 

succinctly describes it. You can then identify the three components that are part of 

every big idea. 

Big idea strategy. The big idea strategy is a story hook or archetype. It is based ¥ 5 BIG IDEA 

on research, pop culture or brand relevance. It must be memorable andhave STRATEGY 

broad appeal to accomplish your goals and objectives. The best bigideas often —_ A story hook or archetype. 
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friend, or maybe even a new friend. 

shareacoke.com.au 

Coca-Cola Australia ‘Share a Coke’ campaign 

OO VISUAL 

REPRESENTATION 

A physical or digital example 

of a big idea. 

So SLOGAN 

A short, memorable phrase 

linked to primary messages. 

es HASHTAG 

A word or short phrase 

preceded by a hash (#) used 

to search for and group 

together related posts on 

social media. 

QO-O 

Od AMPLIFY 

To increase the volume or 

intensity of something to 

greatly broaden its reach. 

Share a Coke with a friend 
Get in touch with a good friend, an old 

open happiness* 
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Red Bull #PutACanOnIt campaign 

have an almost universal appeal. The “Share a Coke” campaign is a prime 

example. The Coca-Cola Company discovered through research that young 

people in Australia were losing their connection to the brand; they no longer 

felt it was relevant. The response was a campaign where the most popular first 

names were printed on the cans of the beverage. This personalized the expe- 

rience with the brand and reconnected Coke with a rising generation of con- 

sumers. The campaign was so successful, it was eventually rolled out globally. 

Visual representation. The visual representation of the big idea is the element 

that excites and connects target publics to the strategy. The more tangible and 

interactive the visual, the stronger the idea. Frito-Lay didn’t have money for an 

expensive Super Bowl campaign but was determined to get noticed. It created 

the Tostitos Breathalyzer bag. Each bag had a black steering wheel on it that 

turned red when you breathed on it after consuming alcohol. The limited-edi- 

tion packaging garnered massive media attention and went viral on social media. 

Slogan or hashtag. A clever slogan, motto, hashtag or handle captures the 

essence of the big idea and conveys the primary message. The strongest slo- 

gans and hashtags are those that are easy to spell and remember. Red Bull 

noticed a few customers posting pics on social media that looked like over- 

sized cans of Red Bull were being carried by people, pets, cars — you name it! 

To amplify the idea, Red Bull came up with the hashtag #PutACanOnIt and 

the campaign went viral. 

In 2013, American Express (Amex) celebrated the 50th anniversary of the 

“Member Since” date being added to the card. Amex created the notion that having 

their card was an exclusive and desirable thing — a badge of honor. Its strategy was 

to make people who had Amex cards feel special. The visual representation was a 

stamp of the initiation year on the front of each person’s card. The slogan “member- 

ship has its privileges” became famous. 

The message that you are joining an elite club and you are special has allowed 
American Express to charge higher fees on each card transaction than Visa, 
MasterCard and Discover. Big ideas don’t have to be expensive. The cost of this big 
idea was zero, yet it’s a concept that continues to yield dividends. 

To celebrate the 50-year milestone of the “Member Since” idea, Amex launched a 
special members since app. The company asked users to select the year they became 
Amex cardmembers. Then, it presented a tidbit from American Express history for 
that year along with the opportunity to post on users’ Facebook timelines and on 
Twitter. One 81-year-old man who’s been a cardmember since 1958 tweeted that 
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he was one of the original charter members alongside 
Elvis Presley. Another woman jokingly shared that she 
got her card when she was planning her wedding 10 
years ago. She still has the card, but not the husband. 

Slogans, tag lines and hashtags 
Slogans, taglines and hashtags are good ways of 
reducing your strategy and overriding message to a 

few words. We recommend experimenting with slo- 

gans to see how much information you can convey 

in a phrase. Slogans should be short, compelling and 

attention-getting. They should be general enough to 

relate to all of the publics you will target, and focused enough to appeal to some of 

their shared self-interests. Some examples of pervasive slogans with high retention 

value include Apple’s “Think Different,” Nike’s “Just Do It” and Dollar Shave Club’s 

“Shave Time. Shave Money.” 

MATRIX APPLIED 
Big idea 

When the Marriott School of Business at Brigham Young University was getting ready to celebrate the 25th anniversary 

of the school being named for Marriott Hotel founders J. Willard and Alice S. Marriott, the school’s external relations 

team came up with a big idea to drive its year-long celebration. The research 

insight was that business students were perceived as caring only about 

themselves and money. 

BIG IDEA 

The big idea was to tie the school’s anniversary to the Marriott company’s 

“Spirit to Serve” initiative and log 25,000 hours of service during the year. 

Here are the components of their big idea. 

Big idea strategy: Motivate students and alumni to serve 25,000 

hours in the anniversary year by showcasing service opportunities and 

visually tracking progress in a creative way. 

Visual representation: Build a giant glass “M” in the school’s 

atrium and add a blue tennis ball for every hour of service by students 

and alumni. 

<a 1 7 Slogan: “Marriott 25 Spirit to Serve” and marriott25.byu.edu. 
© Bradley Slade/Courtesy of BYU Marriott School of Business. 
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Another successful slogan was developed in 1992 for the American Plastics 

Council, “Plastics Make it Possible.” The campaign built around this theme rede- 

fined the debate about plastics. The big idea of the campaign, summarized in the tag- 

line, focused key publics on the positive associations they have with plastics such as 

keeping food fresh, keeping people safe and making possible many of today’s life-sav- 

ing medical technologies. Instead of directly taking on the environmental concerns 

people have about plastics, the campaign worked to generate appreciation for the 

material’s unique properties. “Plastics Make it Possible” was so successful that the 

American Plastics Council used the tagline for 25 years. 

Notwithstanding their utility in summarizing key messages, slogans and adver- 

tising taglines cannot stand alone as messages to your publics. They are useful in 

creating synergy among all publics in a campaign and can dramatically affect recall 

of public-specific messages sent in other channels. A slogan like “Working Toward a 

Healthier Community” will bring to mind public-specific messages regarding eco- 

nomic well-being to a business public, messages of physical and mental health to the 

health care public, and messages of combating drug and alcohol abuse to a parental 

public. The slogan in and of itself is not an effective message. It is only as good as the 

public-specific messages and visual representations that support it. 

Generating big ideas 
Generating a big idea is a process of insighting, ideating and developing. Insighting 

means to analyze the current situation, problem/challenge and culture using 

research to glean a few key findings or insights. What is on the minds of your key 

publics? Look for market trends, cultural trends, changes in perceptions, what you 

are known for, what has worked before and what is current and in the news. Examine 

the social media chatter. From this insight, you will find a story hook, something 

which will help you generate ideas. 

The next step is to apply the creative process described earlier to ideate. 

Brainstorm around the insights you gained from your research. Use the best prac- 

tices to make ideating productive and valuable. This is where big ideas first surface. 

Remember to find creative surroundings for the process, and try new brainstorm- 

ing techniques. Break the routines and patterns that often block ideation. Invite dif- 

ferent people — people outside your circle — to your brainstorming session. Great 

ideas often come from unexpected places and people. Go for quantity over quality 

— generate lots of ideas — and plan sufficient time at the culmination to thoroughly 

examine all the generated ideas. Rearrange, recombine and modify to fully evaluate 
each idea’s potential. 

The last step is developing. Take your best ideas and build them into a campaign. 
Concisely write down the three components of a big idea: big idea strategy, visual 
representation and slogan/hashtag. Test the “bigness” of the idea. Build out your 
messages, strategies and tactics to reach and engage with your key publics. Ask your- 
self: “Does my idea appeal to our key publics’ self-interests?” “Will it achieve our 
objectives and ultimately accomplish our goal?” Most importantly, “Did we settle?” 
If the answer to the last question is yes, then go through the process again until you 
have something amazing. 

We recommend using the Heineken Creative Ladder in Figure 7.1 to evaluate 
your big idea. Most big ideas, even those resulting from brainstorming sessions, 
are cliché. Strive for ideas that rank above cliché. Legendary ideas are few and far 
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Breathing new life into the fight against tobacco 
Tobacco Free New York State 

Tobacco advertising to minors is an old story. State legislators have debated for decades how to regulate advertising, 

trying to strike a balance between free enterprise and expression and public health. But many of the key facts have 

been obscured. 

Over $200 million is spent on tobacco ads annually in New York state alone, not to mention in-store discounts and 

promotions. The average age of a new smoker in New York is 13 years. Evidence shows that seeing cigarettes makes 

kids far more likely to try them. Tobacco advertising is big business. Tobacco Free New York State (TFNYS) is a non- 

profit that was determined to do something to curb tobacco addiction among minors and adults. 

CORE CHALLENGE 

The challenge was to raise public awareness and build support for stricter tobacco advertising laws in the state 

of New York. 

© Diego Cervo/Shutterstock.com 
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TFNYS’ STRATEGY 

TFNYS wanted reporters all over the state to write about tobacco advertising on “World No Tobacco Day.” The big 

idea was to use an illustrated children’s book to capture reporters’ attention and encourage them to write about the 

issue, Jack and Jill (and Tobacco) is an 11-page illustrated book that was printed and mailed to 200 reporters in the 

state. The book is peppered with key facts about tobacco and children, dramatically showing how youngsters are 

bombarded with cigarette advertising. TFNYS also produced a video version of the animated children’s story that 

was shared online. The visual representations were the children’s book, video and landing page. The slogan was 

#SeenEnoughTobacco. 

RESULTS 

¢ More than 70 media outlets covered the TFNYS campaign. 

¢ Engagement on social media was about 20%. 

* More than 540,000 people watched the video. 

* TFNYS gathered more than 20,000 signatures and emails of support that were shared with legislators. 

* A 2018 poll showed New Yorkers were overwhelmingly in favor of raising the purchasing age for tobacco 

to 21 years. 

between, but at least shoot for fresh or groundbreaking. The higher your idea is on 

the ladder, the better it is. 

Executing big ideas 
The difference between big ideas that take flight and those that fail is often the level 

of engagement you have with your key publics. Ideas need to be amplified through 

multiple channels. Use a good mix of social and digital channels to send your mes- 

sage. But don’t ignore the traditional channels. Look for ways to involve people, ask 

them to do something. Make sure that your messages are strategically timed — many 

traditional channels require more lead time. Plan for that so your messages in tradi- 

tional channels correspond with those in social and digital channels. 

Remember the importance of timely messages. Social media provides great 

opportunities to engage with your audiences. Most of your content should be pre- 

programmed to go out at just the right time. Others should be created daily to mir- 

ror what’s going on in society, popular culture and online conversations. Engaging 

with people is what brings the personality of your organization or product/service to 

life. That’s where you can develop one-on-one connections with your publics. That’s 

when they feel you care. 

A big idea at HP 
Hewlett-Packard used a big idea to help turn around the company’s reputation by 

rethinking employee communications. In 2011, HP hired Meg Whitman, the sixth 
CEO of the company in as many years. HP’s reputation was at an all-time low. It had 
been blasted by the media as one of the worst-run companies in the world. Analysts 
had called for it to be broken up and sold off. 

Headlines such as “Is HP’s Autonomy the Worst Place to Work on the Planet?” 
and “Why a Bad CEO is a Company Killer— Sell Hewlett-Packard” and “How 
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Hewlett-Packard Lost Its Way” were not uncommon. HP employees were, under- 
standably, depressed, frustrated and, in some cases, downright angry. The company 
was in crisis. But the new CEO was committed to keeping the company together. 
Whitman believed the company had great products and a powerful global workforce 
of 330,000 employees. But it had to change. And the change had to start from within. 

Whitman believed the company could draw upon the power of HP employees as 
an engine to drive internal change. The company selected Stacey MacNeil, an expe- 
rienced communications and news practitioner, as a new VP of employee communi- 
cations to help restore faith in the future of the company and trust in its leadership. 
The internal communications team came up with a big idea: to give employees per- 
mission and encouragement to generate, produce and share company news. 

Employee communications needed a huge shot of credibility. So MacNeil and her 

team turned their focus to organic storytelling within the company. “We needed to 

connect with employees and absolutely build trust,” MacNeil says. “We had to acti- 

vate the employee voice in our communications.” 

The slogan, “We make it matter,” was adapted from HP’s “Make it Matter” man- 

tra. The overriding message being shared was that HP employees matter in big ways 

— that they believe in the company, and that they are a force for innovation and good 

that generates thousands of products used throughout the world. 

The tangible representation of the big idea at HP was the introduction of HP 

News Now, an online source for employees posted securely outside the company’s 

firewall. This was done so employees could access it anywhere, including on their 

mobile devices. HP News Now focused on transpar- 

ency: sharing the good and the bad. “We want to talk = [/ 

about where things have gone wrong. We call these 

‘Teachable Moments.’ These are sometimes tough sto- 

ries that are not easily consumed by all employees,” ye K iM 

MacNeil explains. “We are on a mission to change the , 

behavior of the company. Meg asked for us to do this. ye) 

It’s a vibrant conversation.” an py 
Another visual tactic for HPs big idea was to erect Wey 

giant walls at company locations around the world ill rake mn 5 t t/) 

where employees could write comments expressing ber 

their support for and commitment to the future of the ang 

company. Surprisingly, despite the problems HP had eh 

faced, the vast majority of comments were positive. The 

comment walls were put up in advance of Whitman’s | a) 

visits to different HP locations. The walls were so suc- WV 

cessful in engaging employees in conversation that 

some were left up and preserved as photo backdrops. HP employee signs wall at “Make it Matter” event in India. 

Summary 
The ancient Romans didn’t believe that an exceptionally gifted person was a genius. 

_ They believed that gifted people had a genius within them. This brilliance was some- 

thing they harnessed and used. 

157 
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When you understand the creative process and how to apply it you, too, can unlock 

the power of genius. Creativity is a skill that can be learned and honed over time. 

Creativity plays a critical role in effective campaigns. Give yourself permission to 

be creative. Once you have license to ideate, you can overcome your fears and begin 

to train yourself to be curious, to observe, to adapt and to experiment by joining con- 

cepts together in new ways. 

Big ideas are useful in tying a campaign together. Use brainstorming and other 

creativity exercises such as priming to help generate fresh ideas. Big ideas have three 

distinct components: big idea strategy, visual representation and a slogan/hashtag/ 

URL, etc. Successful big ideas appeal to your key publics’ self-interests and will moti- 

vate them to act. : 

Being able to evaluate the quality and power of new ideas may he just as critical 

as the ability to generate them. Use the Heineken Creative Ladder to measure your 

ideas. And don’t give up until you have something that truly captures attention and 

meets your campaign objectives. 

Harnessing the creativity of your organization is the only way to achieve the 

impossible. 

Application case 
Creatively embracing your mission 
Recreational Equipment, Inc. (REI) 

REI started in 1938 as a “group of 23 mountain climbing buddies” attempting to 

pool their resources for access to better, more affordable outdoor gear. The outdoor 

retailer has since grown to become the nation’s largest consumer cooperative with 

179 stores and 24.5 million members. In spite of the growth, REI has tried to stay 

true to its mission: “We inspire, educate and outfit for a lifetime of outdoor adven- 

ture and stewardship.” 

The key question brand executives were trying te 

answer during a brainstorming session for the 2015 

holiday shopping season was, “How do we want to be 

represented during the holidays?” 

REI’s Chief Creative Officer Ben Steele said REI’s 

answer to that question began as a seemingly wild sug- 

gestion from one of the company’s leading merchants: 

“I know we could never do this, but what would happen 

if we closed on Black Friday?” According to Steele, the 

others in the meeting didn’t dismiss the idea, even 

though it meant potentially missing out on sales reve- 

nue from one of the biggest shopping days of the year. 

In fact, Steele said, they started to wonder, “Well, why 

couldn’t we do that?” 

REI executives were soon convinced that closing 

all of their stores on Black Friday would help the brand 

demonstrate its authenticity — that it was committed 
to living its values, not just talking about them. “How 
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do we be authentic as an outdoor company the day after Thanksgiving? asked REI 
CEO Jerry Stritzke. “We came to the conclusion that for us, encouraging people to go 
outside was one of the most authentic things we could do. We're passionate about it” 

REI explained its big idea this way, “We believe that a life outdoors is a life well 
lived. Within that simple statement is the genesis of #OptOutside, the idea to close 
our stores on Black Friday, pay our 12,000 employees to spend time outside and invite 
America to join us.” 

Big idea strategy: Go against the grain on Black Friday by highlighting REI’s 
commitment to getting people outdoors. Stritzke says the strategy was to create 

a stark “contrast between what is happening on Black Friday and the joy that is 

associated with being outside.” The purpose of the strategy was to build brand 

loyalty among co-op members and employees. 

The strategy also had value as a news story that people wanted to talk about 

and share. The story resonated with many people because it was a narrative of 

rebirth. REI was bucking conventional wisdom and guaranteed profits to return 

to its roots of focusing on the outdoor experiences of its members. As Charles 

Trevail explained in an article for “AdAge,” “REI’s decision reflects its fundamen- 

tal empathy for its customers, who have zero desire to stand in line for the best 

deal on a gorgeous fall Friday, when they could be hiking Mt. Moosilauke.” 

Visual representation: Large, black banners on REI stores announcing that 

they would be closed on Black Friday. Employee-created YouTube channel vid- 

eos asking, “Will you go out with me?” 

Slogan/hashtag: #OptOutside. 

Assume you are a part of the REI creative team and have been tasked to come up 

with a big idea for the summer season demonstrating brand authenticity as they did 

with the holiday strategy described above. Narrow your brainstorming ideas down 

and select one for which you create the big idea strategy, visual representation and 

slogan/hashtag. 

Solution to Shallcross test 
How easy the answer appears when we give ourselves permission to breach the per- 

ceived boundaries. 
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CHAPTER j 
STRATEGIES AND TACT

ICS 

“Strategy without tactics is the 

slowest route to victory. 

Tactics without strategy is the 

noise before defeat.” 

—SUN TZU 

CHINESE MILITARY GENERAL, 

STRATEGIST AND PHILOSOPHER 

LEARNING IMPERATIVES 

¢ Be able to design strategies that reach a public with a 

message through effective communications channels and 

tactics to motivate a desired behavior. 

¢ Understand how to select the best channels to deliver 

messages to key publics. 

¢ Understand how to select the best tactics to deliver 

messages through specific channels. 
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164 CHAPTER 8 _ Strategies and tactics 

oe: STRATEGIES 

Public-specific approaches 

specifying the channel 

to send the messages to 

achieve objectives. 

Ow TACTICS 

Strategy-specific 

communications products 

that carry the message to 

key publics. 

Ye CHANNEL 

The conduit or medium 

through which messages 

are sent to a specific public 

to accomplish a specific 

purpose, 

oe Figure 8.1 

ON © Formula for writing an 1 effective strategy 

nce key publics have been identified, primary messages have been careful- 

O ly crafted and a big idea developed, you can now design strategies and tactics 

to carry your messages to their intended publics. Strategies and tactics are pub- 

lic-specific — they are designed with one public in mind. They are the best way to 

give a key public its own message to motivate desired behavior. 

We can draw a simple analogy to military strategy. In an overall challenge to wina 

battle, one objective might be to secure a certain piece of ground or a particular town. 

A strategy would be devised on how to approach this objective. The strategy may be to 

weaken the town’s defenses and attack through a particularly vulnerable spot in the 

wall. The tactics supporting the strategy may be an artillery barrage, aerial bombing, 

a special operations force to plant explosives to create a breach and a ground assault 

through the wall into the town. The strategy provides the overall approach to a par- 

ticular objective answering what and, very generally, how it will be accomplished. 

Tactics are the specific step-by-step activities necessary to achieve the strategy. 

Strategies 
In communicating with an organization’s publics, the strategies are the approaches 

to reaching a designated public through a specific communications channel for a 

particular purpose with the message that will inform or motivate that public. As 

we said earlier, your strategy for message delivery is public-specific. In other words, 

you don’t determine how you are going to send a message until you know who you 

are trying to reach and what you are trying to tell them. The strategy inherently 

identifies the public, and then addresses what you are trying to do in support of your 

objectives and the channel you propose to use to send the appeal. There are many 

different ways to craft a strategy. Figure 8.1 provides a proven formula for writing 

an effective strategy. 

A strategy is an approach, not a list of tasks. Strategies are public-specific and 

identify a channel or group of related channels you will use to reach a key public to 

accomplish an objective by appealing to the public’s self-interests through a message. 

The tactics that support each strategy identify in greater detail the specific tasks 

required to send your messages (e.g., blog posts, local news stories, tweets, employee 

meetings, podcasts, newsletter articles, payroll envelope inserts, special events and 

emails from the company president). Tactics are strategy-specific because they sup- 

porta single strategy targeted at a particular public. 

FORMULA: Action verb the key public through communications channel(s) that the objective will satisfy the 
key public’s self-interests. 

EXAMPLE: Convince the Orange County Commissioners through in-person meetings with company officials 
and engineers that approving the new plant will have a positive economic impact on the community and minimal 
impact on the environment. 
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STRATEGIC COMMUNICATIONS MATRIX 
5. KEY PUBLICS AND PRIMARY MESSAGES, BIG IDEA, STRATEGIES AND TACTICS 

Strategies What a public must do to fulfill an objective and the channel(s) to send 
messages to motivate that action. Strategies are public-specific and multiple 

strategies may be required for each public. 

Tactics The creative elements and tools used to deliver messages through specific 
channels. Several tactics are required to support each strategy. Examples are 

story placements, YouTube videos, Instagram reels, Facebook posts, special 

events, infographics, websites and podcasts. 
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Plan each public separately 
Keep in mind that a key public will usually be helpful in accomplishing more than 

one of your objectives. As a result, strategies for those publics should be planned 

with a complete view of all you need to accomplish with them. Otherwise strategies 

for separate objectives will be isolated from each other and may not tie to your big 

idea. They may also result in tactics that don’t integrate well into the overall cam- 

paign plan, and in some cases even conflict with each other. Separating publics and 

strategies by specific outcomes or objectives tends to fragment your efforts and lose 

the advantage of overlapping reinforcement. 

When drafting your plan, focus on one public at a time. Write all of the strategies 

and tactics for that public before moving on to the next public. This approach will help 

you maximize the whole of their contribution and create synergy among your strate- 

gies and tactics. Use your stakeholder research to help you make decisions about strat- 

egies and tactics that will yield results. That research will tell you where you stand in 

terms of your current relationship with each public and give you a baseline to know 

what you need to do to deliver your messages effectively to each key public. 

Informational versus motivational strategies 
Strategies directly support the objectives by identifying what action or behav- 

ior is desired. The action part of a strategy may be informational or motivational. 

Informational strategies (also known as awareness or educational strategies) lay a 

significant foundation of information for the motivational strategies that ask the key 

public to act in some way. 

As with objectives, it may not be necessary to have a separate informational strat- 

egy. If a public is already sufficiently educated and is ready to act, necessary informa- 

tion can be carried by the motivational strategy to avoid the risk of fragmenting your 

strategies and messages. All motivational strategies will contain some informational 

messages either in separate tactics or within each tactic. A tactic that appeals for a 

citizen’s vote will almost always include some information to justify the action. Your 
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job is to determine whether a separate informational strategy is necessary for that 

public. If there is a significant lack of knowledge and understanding, you probably 

need an informational strategy tc lay a foundation before you can implement strat- 

egies to motivate behavior. If the information is already pervasive and people just 

need to be reminded, the informational tactics within a motivational strategy will be 

sufficient. 

For example, many people still do not understand that many mental illnesses — 

like depression — have a physiological cause that must be addressed with medica- 

tion. Any effort to motivate people with mental illness to see a doctor would require 

creating a better informed public environment. But to motivate people to give blood, 

you may only need to tell them where and when to show up. Virtually everyone 

understands the need and the process. 

As you know, objectives always require a metric of some kind. Each objective 

must specify improvement that can be measured. The action identified in a pub- 

lic-specific strategy may also be stated in measurable terms. While not all strategies 

will detail the action this specifically, it may be necessary for some to do so. If a cam- 

paign supporting a local municipal bond requires 55% of the vote to pass, public-spe- 

cific strategies may break that overall percentage down into manageable pieces for 

each public. A 55% overall vote may translate to 85% of business leaders, 65% of 

white-collar workers, 45% of blue-collar workers and 58% of stay-at-home parents. 

The strategies for each public may include these specific measurements to support 

the overall objective. 

Take a look around, some marketing and communications strategies have 

become so pervasive in our society that we don’t give them a second thought. What 

has become the aimost exclusive strategy to market 

beer to an age-segmented male audience? To deliver 

beer-drinking messages to that target public, the big 

idea is typically to use humor and celebrity athletes, 

while the channel is usually sporting events. This chan- 

nel has literally hundreds of potential tactics to carry 

the message. What is the predominant fundraising 

strategy of your local United Way? It is an annual cam- 

paign that leverages workplace peer pressure. The main 

channel is workplace communications from which you 

can select specific tactics such as personal invitations 

from management, department competitions, posters 

and personalized emails. United Way annual campaign 

messages are focused at a specific public with the abil- 

ity to give using tactics that overlap and reinforce one 

another to accomplish the purpose. 

Another example is an objective to double participation in educational pro- 
grams for children with disabilities. Parents of children with disabilities would be 
a key public. They would require an informational strategy to inform them of the 
resources available and a motivational strategy to persuade them to tap into those 
resources. An informational strategy for this public would be to increase awareness 
of the resources available to parents of children with disabilities through a health 
fair sponsored by the state that showcases the services available to them. Tactics 
would probably include things like personal interaction with service providers, 
printed materials, videos, websites, Facebook groups and others. 
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A motivational strategy would be to persuade parents of children with disabili- 
ties to sign up for one or more of the state’s free health services through one-on-one 
consultations with health care professionals. Tactics for this strategy might include 
email invitations to meet, referrals from health care professionals and a sign-up at 
the health fair for an in-home consultation. 

As we’ve already seen, opinion leader influence is best exerted by people the par- 
ents perceive to be operating credibly in a relevant issue environment. In the above 
example, nurses and other health care providers would have high credibility. Peers 
— in this case, other parents who have children with disabilities — would also have 
very high credibility. Teachers and volunteer PTA leaders may also wield significant 
influence with this key public. Design strategies and tactics so that you can use opin- 
ion leaders to both inform and motivate your key publics. 

The channel stipulated in a strategy should be the best way to get the message to 

the public for the outlined purpose (e.g., health fair, workplace communications or 

opinion leaders). To be sufficiently planned, each strategy requires the development 

of specific tactics within the channel (communications tools like signage and T-shirts 

at staged events, brochures and personalized emails in the workplace and meetings 

with printed collateral material or tablet presentations for opinion leaders). 

How communications channels help focus your tactics 
The tactics specify the communications tools within the channel more precisely. In 

the previous example, one of your health fair-related tactics might be to create a 

mobile app that parents of children with disabilities can download at the fair that 

explains the services available to them. Other health fair-related tactics could be 

social media posts, an infographic, a YouTube video or a printed brochure. Perhaps a 

follow-up tactic would also be helpful, such as an email survey following the health fair 

to see how beneficial it was and what parents learned. 
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By focusing tactics within a specific channel, you 

ensure that members of the key public will receive the 

message at least once, but hopefully more than once. 

Such focused overlap makes it more certain the message 

will be selected to be perceived, retained and acted upon. 

Research suggests that a person must be exposed 

to a message seven times for its content to be remem- 

bered. The point is that you must carefully consider 

your public in determining the best ways to reach them. 

How a particular public best receives a certain type of 

message for a specific purpose is the relevant question. 

You must also carefully consider the message being 

sent to ensure the channels and tactics selected are 

appropriate for the message. 

Choosing strategic communications channels 
Determining the right channel or group of channels to send the message to a key 

public is critical to the effectiveness of your communications campaign. It is import- 

ant to recognize that the effective and extensive use of mass media to communicate 

with key publics mostly belongs to past decades. While mass media can still be highly 

© Alexey Mark/Shutterstock.com 
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TIPS FROM THE PROS 
How to avoid the focus group of one (FGOO) 

Marc Stryker, vice president of channel and content management at Penna Powers, a full service communications 

agency that offers creative advertising, public relations, digital and social media services, tips you off on how to 

resist the urge for a FGOO and ensure that your channel selection is strategic. ; 

I’ve never met anyone who disagrees with taking a strategic approach to media channel selection. Strategy is nota 

word that conjures derision or skepticism. It is pretty much a universally respected word. Who would argue against 

it? Yet you're reading this book because taking a strategic approach must be learned. We take a strategic approach 

because our natural tendency is to do the opposite. 

Nowhere does this natural aversion to strategy occur more often than in what | call the “focus group of one” or 

FGOO. When you “FGOO,” you are making observations and decisions based on your own personal experience, or 

even the experiences of your own peer group. And you project your own experiences to the general public or even to 

your specific audience target. You'll hear this when people say, “No one watches television anymore,” or “Everyone’s 

on Twitter and TikTok.’ The act of FGOO-ing is natural, and something that most of us are guilty of committing. 

Here are three ways you can avoid the FGOO and make the best media channel choices. 

Question your own assumptions. | had a client who was a power user on Twitter and was convinced that over 60% 

of the market was on it. They lived and breathed the tool and it seemed to them that most people were on it, too. 

When | told them that only 29% of the market even visited the app in the last 30 days, they were shocked. Twitter 

is an influential and loud platform, but for the majority, it is an unused space only mentioned on news reports. 

Do your research. Before you decide how you're going to reach your target audience, find out where they spend 

their time. There are several resources you can use to find this from proprietary customer information to local 

and national data providers like Nielsen, MRI-Simmons or Resonate. Don’t let someone’s gut tell you where your 

audience is, let dispassionate third-party research providers reveal media consumption patterns to you. 

Consider all the factors. Even when your target audience is using a platform, that doesn’t always mean it’s the 

best fit for your message. In a world of skipping and scrolling, can you place a 60-second product demonstration 

video on Snapchat? Yes, but will your audience stay to watch it? Your FGOO might want to use it but if you haven't 

considered clutter, audience attentiveness and your message's uniqueness and complexity, you may need to find a 

better match. 

Contibuted by E. Marc Stryker. © Kendall Hunt Publishing Company. 

effective in generating name recognition, their information-disseminating utility is 
not as great as before because of the proliferation of options and declining trust in 
them. While mass media channels have their place, in an environment where media 
are not trusted, it is unwise to rely on them too heavily. In fact, with neighbors and 
coworkers being among the most credible sources of information today, social media 
has largely overtaken traditional media as a preferred channel for messages. 

We are accustomed to segmenting publics for the purpose of persuasion. We have 
long recognized that identifying a group of people who share common interests and 
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lifestyles (and who may interact with one another) is the best way to devise an appeal 
that will motivate them. Now, segmentation is required not just to persuade, but to 
reach our desired publics. 

Readership of traditional newspapers has declined sharply and is almost non- 
existent among millennials and Gen Zs. But even those who still read a newspaper 
have increased their selectivity in what they read and how they read. Most broad 
audience magazines have disappeared. Some of these broad audience publications 
are still available online, but many have been replaced by highly segmented special 
interest and professional or trade publications. 

The explosion ofvideo streaming channels (e.g., Disney+, Hulu, Netflix, Peacock) 
is creating highly segmented viewership, which will continue to increase. A simi- 

lar explosion of social media channels (e.g., Mastodon, TikTok, Parler, Clubhouse, 

BeReal), some of which are oriented to political ideologies, allows social media 

users to self-select into networks of like-minded people. Sebastiaan Crul of the 

future-focused think tank Freedom Lab predicted that social and cultural forces 

would cause “social media to become more fragmented, with different platforms 

playing different roles and users switching freely between them.” For example, he 

observed that users craving authenticity and community are now gravitating to 

TikTok and BeReal. While Instagram currently dominates the landscape for peo- 

ple who follow celebrities and influencers and consume brand promotional con- 

tent, he envisions a future where “instead of [a] single dominant one-stop-shop 

social media platform, a more fragmented and unbundled social media landscape 

will arise in the years ahead.” 

The lesson to be learned is that mass media (which arguably never did reach a 

mass public) are declining in their ability to reach our publics with the messages we 

need sent. The good news is that as amedium becomes more specific and segmented, 

it becomes more effective in terms of reaching the public segments we need to target. 

So while our jobs may be a bit more difficult in that we need to exercise a greater 

range of creativity and expertise in using differentiated communications channels, 

we are promised higher rates of success because of the emergence of social media 

and the narrowing of mass media audiences. 

As described in Figure 8.2, this step of the strategic planning process requires 

you to select the combination of communications channels that will help you 

accomplish your objectives, reach each of your key publics and effectively inform 

or motivate them through effective message delivery. 

WY, Figure 8.2 - eae SS 
SS Choosing strategic communications channels 

Questions to answer in selecting the best combination of channels to reach each key public: 

* Which channels have the appropriate level of interactivity to accomplish your objectives? 

* Which channels provide you with the reach necessary to accomplish your objectives? 

* Which channels does your key public or its influencers find relevant and trustworthy? 

* Which channels are best suited to delivering the message intended for the key public or its influencers? 
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* Which combination of channels will result in enough repeat exposure of the message that your target public will 

perceive and remember it? 
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}6 INTERACTIVITY 
The degree to which the 

channel or tactic provides 

interaction between the 

sender of the message and 

the receiver. 
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Personalization and interactivity of communications channels 

To select the best combination of communications channels, it is sensible to com- 

pare them in a chart (see Figure 8.3). Across the top of the chart, communications 

channels are grouped into three categories: personal communication, segmented 

media, and mass-produced mass media messages. In the second row of the chart, you 

can see examples of the communications channels and tactics that fit into each of the 

three categories. 

The remaining rows of the chart will help you answer the questions posed in 

Figure 8.2. A thorough analysis of the possible channels you identified in your tar- 

get public profiles will ensure that you select the most effective channels to reach 

your publics, inform or persuade them with your mes- 

sages and accomplish your objectives. In the third row 

of the chart, you can compare the interactivity of the 

communications channels in each of the three cate- 

gories. As you move from the left side of the chart to 

the right, the level of interaction with the key public 

changes from highly interactive (two-way communica- 

tion) to moderately interactive to noninteractive (one- 

way communication). In the fourth row of the chart, 

you can compare the reach of the communications 

channels in each of the three categories. On the left 

side of the chart, highly personal communication has 

a low reach because messages are designed to appeal 

to specific individuals. On the right end of the chart, 

mass-produced mass media have a wide reach, so mes- 

sages should be designed for a mass appeal. Finally, the 

fifth row of the chart identifies key uses for each of the 

three categories of communications channels. 

Looking at interactivity (row 3), reach (row 4) and key uses (row 5) together sug- 

gests that when we need to increase the likelihood of message attention, selection 

and retention, we should choose a communications channel that is highly personal 

and highly interactive. The tradeoff is that it will be difficult to reach very many 

people using this approach. Similarly, when we need to build awareness among a 

large group of people, using mass-produced mass media will help us achieve it. The 

tradeoff is that the message will have little or no interactivity. In the middle of the 

chart are highly segmented media like special interest magazines and topical social 

media communities. These channels are moderately interactive, reach targeted 

groups, and can be used to provide detailed information and reinforce existing 

beliefs and attitudes. 

Highly personal and interactive 
The basis of the relationship building approach to public relations is the overwhelm- 
ing power of personal and interactive communication. The personal influence of 
opinion leaders, subject matter experts and peers is particularly important in a per- 
suasion campaign. 

A personal delivery system engenders interactivity. Interactivity is important in 
several ways. First, interaction has a basis of strong relationships and cooperation. 
Second, as discussed in the chapter on persuasion, it is a key to the crystallization of 
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| ¢ Meetings 
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(two-way (one-way 

communication) ‘ communication) 

4. Reach ¢ Low, individual appeal ¢ Medium, targeted | ¢ High, mass appeal 

appeal 

5. Key Uses ¢ Influence opinion ¢ Provide detailed _ © Build awareness 

Build relationships ; information 

Encourage action Respond to questions 

Reinforce existing 

beliefs and attitudes 

Foster community 

e ° 

Adapted from L.J. Wilson (1995) and K. Hallahan (2001) 

opinion. Third, interactivity provides a personal commitment and stimulus for action. 

For these reasons, this kind of communication is highly effective. Nevertheless, it is 

also time-consuming and often expensive. The advantages must be weighed carefully 

against the costs (time and money) to determine the best circumstances in which to 

use personal communications channels. Although not quite as personal, social media 

channels offer a low-cost way for many opinion leaders to connect with key publics. 

The ease of sharing through social media makes these tools less labor-intensive and 

less expensive. The tradeoff for those benefits is that you must largely relinquish con- 

trol of the message to other social media users and its distribution to algorithms. 

In some situations, it’s possible to create the one-on-one communication hier- 

archically. A good example is United Way’s workplace campaign. Companies that 

support the United Way in their community by running workplace campaigns iden- 

tify a company representative (communications channel) who is trained by local 

- volunteers to hold an employee information meeting (communications tactic) and 

to personally ask each individual in the company to support local community social 

service efforts through monthly payroll deductions (message). Often the company 
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provides an endorsement of the campaign by making a corporate donation. In larger 

organizations, the company representative trains employees in each department 

to do the personal asking. This hierarchical system uses opinion leadership, per- 

sonal influentials and one-on-one communications channels supported by tactical 

collateral materials to reach hundreds of thousands of people within a community. 

Nevertheless, it is highly labor intensive, even though the laborers are volunteers. 

Segmented and moderately interactive 
Communications channels in the middle of the grid — segmented and moderately 

interactive — combine elements of mass and personal as well as interactivity (see 

Figure 8.3). Although not nearly as personal, this category still provides a highly tar- 

geted message to a larger target audience than personal communication can. These 

channels are specifically designed for an already segmented public and are effective 

at providing detailed information, responding to questions, reinforcing existing 

beliefs and attitudes, and fostering a sense of community. Good examples include 

digital channels like blogs, podcasts and mobile apps, and special interest media that 

are clearly designed and targeted to meet the needs of a very specific group. Another 

example might be shareholder meetings for all stockholders which, in some compa- 

nies, can be thousands of people. The segmentation of cable and streaming televi- 

sion channels allows for the effective use of this kind of approach. 

These types of channels are more interactive than mass media. Because the tar- 

get public is an interest group, it tends to be more responsive to surveys, and more 

active in initiating feedback, phone calls and emails. This environment is perfect for 

communicators to build in response mechanisms that provide the interactivity nec- 

essary for two-way symmetry in communication with the organization’s key publics. 

Further, because the segmented channel has already identified the needs of its audi- 

ence, it is a fairly simple matter for the public relations practitioner to tap into and 

help satisfy those needs. Such channels are often shorter on funding than traditional 

media channels and are therefore hungry for material that honestly meets the needs 

of their audiences. It is to the practitioner’s advantage to identify channels that tar- 

get the organization’s key publics and to include them within the plan to build strong, 

mutually beneficial relationships. 

The savvy practitioner will always remember that 

today’s publics differ from publics of the past in that 

they have much more control over their access to 

information. Past practitioners had the control over 

channels, messages and their delivery. With the rise 

of internet communication and particularly the explo- 

sion of social media, our publics now control how, 

when and where they receive messages, and they are 

also in a new role as senders of messages. They vacil- 

late between being hungry for information and tuning 

it out because of overload. And they control the switch. 

In this environment, public relations has become the 

content provider, giving rise to the mantra “content is 
king.” Such an environment reinforces the necessity 
of public-specific messages (or content) delivered by 
channels publics themselves choose to access. 
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Although we pronounced mass media nearly dead, mass-produced and mass media 
channels still have their place in some campaigns. The use of electronic media to 
broadly disseminate messages will undoubtedly keep this category alive for years 
to come. The technology facilitates broad coverage of certain publics that proba- 
bly would not be reached any other way. As public relations scholar Kirk Hallahan 
explained, the primary value of mass-produced mass media “lies in its ability to cre- 
ate broad public awareness of organizations, causes, 
products and services.” Nevertheless, it is important to 

remember the advantages and disadvantages of specific 

mass media channels and to use them appropriately. In 

general, Hallahan says that one of the biggest disadvan- 

tages of using mass media channels is the difficulty in 

capturing audience attention because of intense mes- 

sage competition and clutter. Further, just because we 

use mass media does not mean we are targeting a mass 

audience. It is just as important to segment publics and 

design public-specific messages for mass media as it is 

for segmented media. 

The special case of events 
Events lend themselves to all three categories of chan- 

nels. A special event, for example, may be designed to 

be personal and interactive (like a private dinner for a 

major donor), segmented and moderately interactive 

(like a media tour of facilities or an awards ceremony) 

or mass-produced mass media (like the Democratic or 

Republican national conventions). 

Turning a special event into a media event requires 

that care be taken to stage the event with messaging for 

the immediate attendees, but it must be packaged in 

such a way that the messages will also appeal to those 

who view or listen over other media channels. Just 

remember that even though a special event is orga- 

nized as a celebration or some other routine commem- 

oration, you’ve wasted the organization’s opportunities 

and resources if you don’t also use it to convey primary 

messages to key organizational publics. 

Controlled versus uncontrolled channels 

The 2016 Democratic National Convention in Philadelphia, Pa. 

Another consideration in selecting the best combination of channels is the degree 

to which communicators control the media. Broadly, there are two types of media 

channels: controlled and uncontrolled. Communication scholars and industry 

practitioners have developed four categories to distinguish between different types 

of controlled and uncontrolled media channels. Collectively, these categories are 

referred to as the PESO model, an acronym that stands for paid, earned, shared and 

owned media. 

O% PESO MODEL 
A categorization of media 

channels into paid, earned, 

shared and owned. 
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Have you got ALLERGY FACE™? 
Zyrtec and Hunter Public Relations 

Zyrtec was struggling to compete with category leaders Allegra and Claritin, who saturated the marketplace and 

dominated allergy advertising with messages about functional benefits. Zyrtec was outspent nearly 3 to 1 and 

needed an innovative strategy to build loyalty and core customers. Research showed that 66% of women with aller- 

gies felt ugly or unattractive due to their symptoms — watery eyes, puffy faces and red noses. Additionally, half of all 

female allergy sufferers said they missed out on something important because of allergy-related beauty challenges. 

Surprisingly, only 5% of stories in the beauty media talked about the way allergies made people look. 

However, nearly 70% of women said they used beauty products to maintain their appearance. And 30% said they 

used beauty products to manage their mental and emotional health. Latinas showed the most loyalty to name brand 

health and beauty products and 80% considered aesthetic beauty to be a core value. 

CORE PROBLEM 

In the crowded over-the-counter allergy relief market, Zyrtec needed to differentiate its product from the host of 

other similar medications by helping women feel better about themselves when they have allergies. 

HUNTER’S ZYRTEC STRATEGY 

Focusing on the target consumer — female allergy sufferers 25-49 — Hunter created a campaign called “Allergy Face,” 

to provide women tips and techniques to look and feel their best during allergy season — positioning Zyrtec as an 

© Dragana Gordic/Shutterstock.com 
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ally in conquering beauty issues. The goal was to break into the English- and Spanish-speaking lifestyle, health and 
beauty media. Here are examples of the communications channels and tactics they used to implement their strategy. 

Highly personal and interactive channel: Beauty counters in shopping mall cosmetic departments. 
Tactic: Hunter engineered a partnership between Zyrtec and Macy’s to create the first-ever allergy-related beauty 
counter in the cosmetic department at a leading Macy’s location. The beauty counter provided personalized 
ALLERGY FACE™ makeovers in conjunction with the annual Macy's Flower Show. 

Segmented and moderately interactive channels: Zyrtec website (owned media) and YouTube channel (shared media). 
Tactic: The campaign teamed with actress Debra Messing and two well-known health and beauty experts to 
create web videos for the Zyrtec website and YouTube channel. These spokeswomen provided exercise, health and 
beauty tips for women suffering from allergies. For Latinas, Zyrtec teamed with beauty expert Carmen Ordofiez to 

customize ALLERGY FACE™ beauty solutions. 

Tactic: The Zyrtec website also featured an allergy survival kit with a tutorial on outdoor exercising in allergy sea- 

son and other topics the research showed would capture the attention and loyalty of female allergy sufferers. 

Segmented and moderately interactive channels: Social media (shared media). 

Tactics: Social media use was pervasive. The campaign was well covered by bloggers and drove viral interest 

through Facebook, Twitter, Instagram, Pinterest and other social media channels. 

Mass-produced mass media channels: Leading women’s health and beauty media (earned media). 

Tactics: In only five months, the campaign generated 440 million media impressions and top-tier coverage in the 

leading women’s health and beauty media. Much of the coverage focused solely on Zyrtec, without mentioning the 

brand’s competitors. And the campaign’s key message (look good, feel good) was present in 75% of the coverage. 

RESULTS 

Zyrtec considered the Clio and PRWeek award-winning campaign so successful that it trademarked ALLERGY FACE™ and 

made it a central feature of its 2014 brand plans, expanding it beyond public relations. According to Grace Leong, man- 

aging partner at Hunter Public Relations, “Listening to consumer insights... was key to making this program a success. 

ALLERGY FACE™ allowed Zyrtec to start a new conversation about allergies and extend coverage to a new space — beauty.’ 

Controlled channels allow the practitioner to dictate the content, placement or dg CONTROLLED 

distribution of messages. In the PESO model, paid media channels give practitioners CHANNELS 

the most control. You dictate the content, 

Paid media channels are owned and operated by someone other than your orga- _ timing and placement or 

nization and have their own established audiences. But, the owners of these chan- __ distribution of messages but 

nels are willing to sell your organization time or space on their channel. This allows _ messages lose credibility. 

you to put your organization’s messages in front of the channel's audience members, 

though usually in a way that interrupts the regular news orentertainment content  ¢ - 

on that channel. Organizations can purchase access to the preexisting audiences 9 O-© PAID MEDIA 

of a wide variety of media channels, from television and radio to outdoor displays | Communications channels 

to the internet to mobile phone apps and social media. Paid media allows commu- __ owned by a third party who 

nicators to have complete control over every aspect of message design, no matter _ is willing to sell time or 

the format. In addition, internet and social media channels have tools that allow _ space. 

advertisers to target their advertising at specific groups of people and track their 

interactions with the ads. 
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on UNCONTROLLED 

CHANNELS 

Someone else dictates 

the content, placement or 

timing of messages but 

messages gain credibility. 

$e EARNED MEDIA 

Communications channels 

owned by a third party who 

can be persuaded to tell your 

organization’s story using 

their own resources. 

a GATEKEEPER 

A reporter, editor or 

social media influencer 

who controls the flow of 

information that appears on 

their media channel. 

¥8 MEDIA RELATIONS 

The function of building 

relationships with reporters, 

editors and social media 

influencers so that your 

information becomes more 

trusted and relevant. 

Keep in mind that the advantages of paid media are tempered by higher costs and 

lower credibility. Not only do you have to pay for the time or space to run an ad, you 

also have to pay for the production of the ad itself. And, as you can see in Figure 8.4, 

the 2022 Edelman Trust Barometer found that only 49% of people said they would 

either automatically believe an advertised message (8%) or would believe an adver- 

tised message if they saw the ad more than once (41%). Additionally, 21% of people 

said they would never believe a message if they only saw it in an ad. Publics are well 

aware that paid media convey exactly what the organization paying for the space 

wants. There is no doubt in the consumer’s mind when they are reading or watching 

paid advertising, that the advertiser is telling only one side of the story to motivate 

consumer purchase. 

Uncontrolled channels require the sacrifice of control over a message in 

exchange for inclusion in a media channel’s regular news or entertainment content. 

In the PESO model, practitioners have the least amount of control over earned 

media channels. 

A more common term for earned media is publicity, or the coverage an organiza- 

tion receives from a third-party media source. This might include a story about your 

organization in the “New York Times,” a piece about your organization on a popu- 

lar topical website, or a post about your organization by a social media influencer. 

Practitioners don’t pay for this type of media coverage. They earn it by providing 

relevant and newsworthy stories about their organizations to news reporters, con- 

tent editors and social media influencers. These media gatekeepers assess the value 

of the organization’s information to their audiences. If the information has value for 

the audience of a particular media outlet, a news reporter or social media influencer 

will then create and publish their own version of the organization’s story. As a result, 

the practitioner loses control over the exact wording of the message, its placement 

and its timing. However, the message gains credibility because of the intervention 

and scrutiny of a trusted third party. The message is also disseminated to the media 

outlet’s audience. The risk that the message may be buried or distorted is the price 

paid for credibility gained through perceived third-party objectivity and no-cost 

exposure of the message to the outlet’s audience. 

Media relations is the function of building relationships with media gatekeepers 

and earning coverage in media outlets that will reach your key publics. Practitioners 

need to be strategic about which media outlets and influencers they work with so 

their messages ultimately reach their intended publics. It’s not enough to earn 

media coverage for your organization. If you are serious about accomplishing your 

objectives, you must earn coverage in the media outlets that your key publics trust 

and pay attention to. This is especially important in an era of declining trust in the 

news media. 

The latest Edelman Trust Barometer data, illustrated in Figures 8.4 and 8.5, show 
that traditional news media are still among the most trusted sources for news and 
information. However, there seems to be a limit to the amount of trust people are 
willing to extend to the news media. Just over half (57%) of the study’s participants 
said they would either automatically believe a news media report with a named 
source (10%) or would believe a news report with a named source if they saw it more 
than once (47%). While these results are better than those for paid media, when 
news reports use unnamed sources, people’s trust in the news media drops below 
the trust levels of paid media. Only 48% said they would either automatically believe 
a news report with an unnamed source (8%) or would believe a news report with an 
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unnamed source if they saw it more than once (40%). Similar to paid media, 21% of 
people said they would never believe a message if they only saw it in a news report 
with unnamed sources. Clearly, practitioners attempting to earn media coverage for 
their organization need to be transparent with information and sources to get the 
credibility boost they are seeking. 

Shared and owned media channels are neither completely controlled nor uncon- 
trolled. They fall somewhere in between. While both owned and shared media give 
practitioners control over the content of the original message, the technologies used 
to publish the message can impact its distribution and timing. They also allow pub- 
lics to interact and engage with the message in ways the practitioner cannot control. 
To help you understand the similarities and differences between shared and owned 
media, we will break from following the order suggested by the PESO model acronym 
and discuss owned media first followed by shared media. 

Owned media are communications channels 

created and maintained by an organization. While 

organizations may use some printed materials (e.g., 

magazines and brochures) to communicate with pub- 

lics, the ability to publish and distribute engaging and 

interactive forms of communication on the internet, 

such as emails, ebooks, websites, webinars, blogs, vid- 

eos and podcasts, has transformed organizations into 

media publishing outlets. According to David Meerman 

Scott, author of “The New Rules of Marketing & PR,” 

owned digital media channels allow organizations to 

“communicate directly” with their publics “in a form 

they appreciate.” Today, organizations don’t have to 

pay to use someone else’s channels to talk to their pub- 

lics. They also aren’t dependent on a media gatekeeper to vet their message before it 

sees the light of day. Owned media enables organizations to cut out the middleman 

and talk directly to the publics they care about. Now, some corporations and non- 

profits even rival traditional media publishing companies in their ability to produce 

content and generate an audience. 

This owned media approach is often referred to as content marketing or brand 

journalism, where the goal is to attract an audience that keeps coming back to your 

organization’s channels to consume, engage with, and hopefully share your organi- 

zation’s content. As Ann Handley and C.C. Chapman explain in their book “Content 

Rules,” “Produce great stuff, and your customers will come to you. Produce really 

great stuff, and your customers will share and disseminate your message for you.” 

Because owned media is used to pull publics to the organization’s message, it is usu- 

ally thought ofas the hub of the PESO model. Paid and earned media extend the reach 

of an organization’s message by pushing it out through third-party media channels. 

After this initial exposure to an organization’s message, publics can find more infor- 

mation on an organization’s owned media channels. Once publics become part of the 

organization’s owned media audience, the organization can develop a relationship 

with them over time by publishing content that cultivates the relationship. 

According to the 2022 Edelman Trust Barometer data in Figure 8.5, owned media 

is trusted less overall for news and information than traditional news media. However, 

the trust people ultimately have in owned media channels seems to depend on the 

source of the information. As you can see in Figure 8.4, employees tend to believe 

o-} OWNED MEDIA 
Communications 

channels that are created 

and maintained by an 

organization. 
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os SHARED MEDIA 

Interactive, open access 

communications channels 

owned and operated by a 

media technology company. 

messages from their employer the most. Specifically, 

65% of people said they would either automatically 

believe information from their employer (13%) or 

would believe information from their employer if they 

saw it more than once (52%). This means that orga- 

nizations shouldn’t miss the opportunity to commu- 

nicate with their employees through their own media 

channels. Citizens of national governments also tend 

to believe government messages (58%). While the per- 

centage of citizens who believe government messages 

is not as high as the percentage of employees who 

believe employer messages, government messages 

were still believed by more people than both earned 

and paid media. Major corporations, however, had 

lower levels of believability (54%) than media reports 

with a named source, but higher levels of believability 

than paid media. 

Shared media are communications channels that are owned and operated by 

a third-party media technology company — think Meta, Google or Twitter — that 

allows organizations and individuals to use their platform to share messages and 

interact with other users. While there is typically no cost to use shared media 

platforms, these companies make money by selling advertising that shows up in 

their users’ feeds. Social] media channels, such as Facebook, Instagram, LinkedIn, 

Pinterest, Snapchat, TikTok, Twitter and YouTube, are all examples of shared 

media. Like owned media, shared media allow practitioners to disseminate mes- 

sages and engage directly with members of their organization’s key publics. Because 

of the vast number of people who regularly use shared media, these channels have 

become the go-to media for generating awareness, humanizing faceless organiza- 

tions, demonstrating thought leadership, driving traffic to owned media channels, 

managing reputation, dealing with crisis situations and fielding customer service 

questions. 

Some may question why shared media needs its own category. While it’s tempting 

for your organization to think that it “owns” the social media account it created for 

itself on any of the popular platforms, the truth is, it doesn’t. Karen Freberg, author of 

“Social Media for Strategic Communication,” compared using social media platforms 

to renting an apartment. The media companies that own and operate the platforms 

set the terms of use, and you and your organization are expected to abide by the ser- 

vice agreements even when the media company decides to change them. 

Shared media differ from owned media in at least two other important ways. First, 

the distribution of messages on social media is governed by mathematical algorithms. 

This means you can post a message on a social media channel, but you don’t get to 
determine who sees it. The algorithm does. Social media platforms used to display 
content in users’ feeds chronologically. Now, sophisticated algorithms use data gen- 
erated by social media users’ online behavior to serve up content to their feeds that 
is relevant to their interests. One way to deal with algorithms is to understand how 
they work on each social media platform so you can effectively target content to the 
users who are part of your key publics. The other way is to pay for advertising, which 
bypasses the algorithm altogether. You will learn more about these approaches in 
the next chapter. 
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Second, no one controls the conversation on shared media. Your organization 
is one voice in a sea of thousands, or sometimes even millions, of voices. Once you 
share your message on a social media channel, the conversation around that mes- 
sage is now largely out of your hands. Your organization can still participate in these 
conversations as they develop, but there are so many other voices involved in these 

conversations that there is no way for your organization to control any of them. In 

addition, because anyone with a social media account can share anything on that 

platform (within the terms of service), misinformation and disinformation are ram- 

pant. So, not only are people having conversations based on the information you post 

about your organization, but they also are having conversations about information 

that someone else posts about your organization, which may or may not be accurate, 

may or may not be positive, and may or may not be malicious. 

The effect of untrustworthy and deceptive information on shared media chan- 

nels can be seen in the 2022 Edelman Trust Barometer data shown in Figures 8.4 

and 8.5. Social media channels had the lowest levels of trust as a source for news and 

information. In addition, only 38% of people said they would either automatically 

believe information that showed up in their social media feed (6%) or would believe 

information in their feed if it showed up more than once (82%). Strikingly, 27% of 

people said they would never believe information from their social media feed if it 

was the only place they saw it. This was the highest level of disbelief for any of the 

sources considered in the 2022 Trust Barometer research. 
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Tactics 
The first thing that students and many practitioners do when presented with a chal- 

lenge is jump to tactics. It is what communicators and marketers do the best — and 

the worst. We’re pretty good at developing catchy slogans, social media contests, fun 

special events and attention-grabbing visuals. The problem is not a lack of ideas for 

interesting tactics; it is rather not enough careful calculation to ensure the tactics 

will accomplish your strategies and objectives. Tactics, or communications tools, 

always need to be approached in the context of your research and the problem/ 

opportunity you're tackling. Following the matrix approach and developing tactics 

only after your objectives, publics, messages, strategies and communications chan- 

nels have been determined will ensure they are aligned to help you accomplish your 

goal. The creativity required of good tactics must be carefully channeled to ensure 

strategic alignment with your campaign. 

Tactics as strategic tools 
Tactics are the tools — the hammer, nails, lumber and paint — you need to build a 

successful campaign. You can also think of them as the tasks you must perform in 

your campaign. The activities you undertake to implement your campaign are all 

tactics. Everything that costs money, aside from research and measurement, is a tac- 

tic. This is why the items that show up on your calendar and in your budget are all 

tactics. So regardless of how well you have planned your strategy, the success of your 

campaign will ultimately rest on the implementation of your tactics. The majority of 

business strategies fail not because they were ill-conceived, but because there was a 

breakdown in implementation. Their tactics either did not support the strategies or 
they were poorly executed. To avoid this scenario, we strongly recommend you use 
strategy briefs for all tactics. Strategy briefs are concise design tools that help you 
plan each tactic around your strategy. We’ll explain more about them and about how 
to create effective tactics in Chapter 11. 
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MATRIX APPLIED 
Strategies and tactics 

Once the Arizona State Department of Health has identified which key publics need to be motivated to meet the chal- 
lenge faced by the recent outbreak of bubonic plague in rural areas, the state must develop effective message delivery 
strategies for each public. This example will cover message strategies, channels and tactics for outdoor recreationalists. 

OUTDOOR RECREATIONALISTS’ MESSAGE DELIVERY 

Strategy one: Raise awareness among outdoor recreationalists of the bubonic plague threat and prevention through 

retailers of recreation products and rental equipment outlets. 

Communications channel: Retailers of recreation products and rental equipment outlets. 

Tactics: 

Letter from state health director and governor explaining threat and asking for cooperation and participation in 

an awareness and prevention campaign. 

Follow-up Calls to retailers and rental outlets to encourage participation in the AZ Fights Plague campaign. 

Information kits containing: 

- Posters to be displayed in stores. 

- Flyers to be distributed as bag stuffers with each purchase. 

- Fact sheet for employees with suggested preventive measures and products. 

Links to participating retailers on the www.AZfightsplague.org website, Facebook page and Twitter. 

Strategy two: Raise awareness among outdoor recreationalists of the risk of plague in certain areas through tar- 

geted recreational venues. 

Communications channel: Targeted recreational venues. 

Tactics: 

Signs prominently placed at trailheads, camp sites and other recreational venues with QR code link to AZ Fights 

Plague website, Facebook page and Twitter. 

Posters at fee stations and information booths. 

Flyers distributed by park rangers and venue employees at fee stations, information booths and park shops and 

restaurants. 

Information and AZ Fights Plague links on official BLM, Forest Service and state and National Park Service 

reservation and permit websites as part of the purchase process. 

Tag relevant Facebook and Twitter posts with #AZfightsplague. 

Strategy three: Use the official AZ Fights Plague website to educate outdoor recreationalists about the need to 

employ plague prevention behaviors and seek immediate medical treatment when necessary. 

Communications channel: Website. 

Tactics: 

¢ Launch official AZ Fights Plague website at www.AZfightsplague.org, which includes: 

- Attention-grabbing landing page. 

- Facts about bubonic plague. 

- Interactive map of areas of confirmed plague and number of Cases in each area. 
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- Preventive measures checklist. 

- Bubonic plague infection warning signs. 

- Medical treatment options. 

- Embedded YouTube AZ Fights Plague video. 

- Infographic about plague risks, prevention and how to identify symptoms. 

- FAQs. 

- le retailer links with downloadable posters and flyers. 

Links to recreationalists’ blog posts. 

Establish backlinks to official plague website on state and county venue sites as well as on websites of 

groups, clubs and associations organized around outdoor recreational activities such as four-wheeling, rock 

climbing, hiking and mountain biking. 

Optimize website for search. 

Pay for search engine advertising on Google and Bing. 

Strategy four: Use social media to motivate outdoor recreationalists to employ plague prevention behaviors and 

seek immediate medical treatment when necessary. 

Communications channel: Social media. 

Tactics: 

Set up Instagram, Twitter and YouTube accounts featuring news and information (similar to website) on plague 

and plague prevention linking to participating retailers and rental outlets. 

Links to campaign social media accounts on state and county venue sites as well as on websites of groups, 

clubs and associations organized around outdoor recreational activities such as four-wheeling, rock climbing, 

hiking and mountain biking. 

YouTube videos and Instagram reels about plague prevention and warning signs that can be shared through 

social media channels. 

Boost video posts on Facebook and Instagram to ensure exposure to key publics and encourage follower growth. 

Target paid video ads on Twitter and YouTube to key publics to encourage follower growth. 

Infographic about plague risks, prevention and how to identify symptoms. 

Tag all Instagram and Twitter posts with #AZfightsplague. 

The difference between strategies and tactics 
One of the hardest things to work through when learning the matrix is the difference 

between strategies and tactics. It’s simple, really, when you think about it this way: 
A strategy is an approach and a tactic is a task. You need many tasks to accomplish a 
strategy. A helpful question to ask is, “Can the tool be broken down any further?” If 
the answer is no, it’s a tactic. An earned media approach to communicating on a mass 
media channel, for example, can be broken down into many different tactics — an 
email or telephone pitch, a news release, a radio actuality, a public service announce- 
ment or an op-ed piece. A brochure, on the other hand, can’t be broken down any 
further so it’s a tactic. You can see a few more examples of the differences between 
strategies and tactics in Figure 8.6. 

A special event is trickier. It can be either a strategy or a tactic. If it’s a large event 
with many elements to it such as a conference or the FIFA World Cup, it’s probably a 
strategy. If your special event is small and simple, like an employee awards ceremony, 
it’s probably best treated as a tactic. 
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A diversity of tactics 
In addition to not always tying tactics to strategy, another problem has been the ten- 
dency to rely on the same tactics or communications tools over and over. Although 
there is nothing wrong with reusing tactics that work well with particular publics, 
communicators should be careful not to fall into the routine of the processionary cat- 
erpillars described earlier in Chapter 7. Using a tactic repeatedly sometimes causes 
us to select that tactic without thinking about its appropriateness to get a particular 
message to a particular public for a particular purpose. We fall into a pattern of select- 
ing tactics because we’ve always used them, or because the tactic worked before. 

Remember to review the analytical process to select communications tools each 
time you design messages and strategies for publics. Change is one of the only con- 
stants in business and marketing. Publics change, circumstances change, purposes 
change, messages change and communications channels change. If communicators 

stay with the same plan for the same publics without recognizing the constantly 

changing environment, communication efforts will miss their targets. A practitioner 

will be left (possibly without a job) wondering why it didn’t work this time since it 

had always worked before. 

The other inherent danger in using the same tools continually is stifling creativ- 

ity. Communicators may ignore new creative and innovative ways to get messages 

to publics. But in a society flooded with messages in the typical media channels, cre- 

ative and innovative delivery of messages is necessary to cut through the message 

clutter to reach our targets. Remember the challenge is twofold: You must motivate 

the members of your key public to choose to perceive the message (and retain it), 

and to choose to act upon it. Both require an appeal to the public’s self-interests, but 

self-interest appeals alone will not get you over the perception hurdle. You may not 

find a solution to your specific need in textbooks that teach how to design commu- 

nications tactics. You must be able to create innovative delivery systems and then 

follow the principles of persuasive communication theory to send your messages in 

creative ways that command attention. 

The diversity of tactics available is limited only by the imagination. Nevertheless, 

there are abundant numbers of books, articles and other references that identify a 

variety of the standard communications tools and their appropriate uses. We refer 

you to a broad range of easily available resources (some of which are identified in 

this chapter’s references and additional readings) that suggest dozens of tactics and 

instructions on their preparation and use. 

Because of the vast resources which give specific direction on preparing and using 

communications tools, it is not our purpose here to review specific tactics. Rather, it 

is more important to provide a process to assist communications professionals in 

determining how to select the tactics most appropriate for a specific public, purpose 

and message. 

Most popular introductory textbooks in communication segment tools and tac- 

tics into written, spoken and visual categories. But today’s communications profes- 

sionals focused on key publics and messages recognize that, in the radically changed 

communication environment, such divisions are artificial. Most effective tactics 

combine at least two, and often all three, of those senses. Further, that type of cat- 

egorization puts undue emphasis on the medium or channel, with less thought of 

the purpose, the target audience and the message itself. Such categorization may be 

_ partially responsible for communication practice that is excessively tactic-driven 

rather than strategic. 
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2 Q° Figure 8.6 - ee _ - yee 

; 4 Hierarchy of strategies, channels and tactics 

STRATEGIC APPROACH CHANNEL TACTICS 

PAID MEDIA * Instagram Sponsored influencer content 

(segmented and moderately Photo ads - ¢ Video ads 

interactive media) Carousel ads ¢ Stories ads 

Explore ads 

EARNED MEDIA “New York Times” Press conference »* Media pitch 

(mass-produced mass News release Backgrounders 

media) Fact sheets Photos 

Videos 

SHARED MEDIA $ Instagram Stories * Reels 

: (segmented and moderately Carousel posts ¢ Photo posts 

interactive media) Video posts ¢ Strategic hashtags 

User-generated content posts 

OWNED MEDIA Organization's website Web pagecopy'_» Photos 

ae (segmented and moderately Videos Podcasts 

interactive media) White papers * Chatbots 

Email list SEO 

subscription form 

INTERPERSONAL : In-person meeting Talking points Printed materials 

COMMUNICATION a (highly personal and Slide deck 

interactive communication) 

For this reason, using the level of personalization and degree of interactivity 

approach applied earlier to channels is equally effective for tactics. Tactics inherit 

many of their characteristics from the channels that are used to disseminate them. 
Think of how DNA enables parents to pass certain traits on to their children. These 

inherited genetic traits create a family resemblance among members of the same 
family. Inheritance works in a similar way between channels and tactics. Tactics 
used within highly personal communications channels will naturally be more 
personalized and interactive than tactics used within mass-produced mass media 
channels. But not all tactics available within a specific channel will have the same 
level of personalization and interactivity. There will be some variety. For example, 
Instagram, asocial media communications channel, offers users a variety of different 
tactics to communicate with followers, each with different levels of personalization 
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and interactivity. Figure 8.7 shows how some of these tactical options on Instagram 
differ in their levels of personalization and interactivity. Because tactics are the 
communications vehicles that are ultimately experienced by your key publics, you 
should determine the combination of tactics within each channel that will ensure 
the desired levels of personalization and interactivity you envisioned when creat- 
ing your strategies. 

Other considerations in selecting tactics 
Although tactic selection should depend primarily on the public and the best way 
to reach them to accomplish your purpose, the content of the message will also be 
a determinant. For example, detailed messages with lots of information usually 
require a printed or online channel and tactic that allows a receiver the luxury of 

revisiting or studying the content. Similarly, broadcast messages must typically be 

simple and highly memorable because they cannot be reviewed at will unless they 

are also posted on the internet as videos or podcasts. In both of these cases, the con- 

tent and length or complexity of the message are factors in media selection. 

You should also remember that combinations of tactics are often preferable to 

tactics used individually or in isolation. If you determine that a critical company 

policy statement included in a press kit may not be fully appreciated by key opin- 

ion leaders unless you use a more personally interactive tactic, mail it to them sep- 

arately with a handwritten note from an organizational executive or some other 

influential indicating key points that may specifically interest them. If you think 

your key investors need more personal attention regarding the latest stock jump, 

email them a copy of the news clipping with an FYI corner notation from the presi- 

dent of the company. There are anumber of ways to “personalize” existing mass and 

segmented media messages. 

On the other hand, some personal and interactive messages may be made mass 

through media coverage, editorial comments or online posting. However, use care 

when deciding whether to turn a personal message into a mass message. It may not 

only dilute the appeal, but it may alienate those originally touched by the personal 

message. 
Additionally, combining tactics stimulates greater care in assuring they are 

integrated to support and enhance each other. Using nametags at a staged event 

can be planned to strategically support other tactics. You might color code the tags 

to identify separate key publics and prepare separate packets of supporting mate- 

rials to be distributed based on name tag color. All tactics should be developed to 

magnify the effect of other tactics. They should be timed to support and enhance 

each other. The whole of the tactics supporting any strategy should be greater than 

the sum of the parts. They are like pieces to a puzzle that must interlock for the 

complete picture to appear. 

Summary 
Carefully planned strategies and tactics will ensure not only that your messages 

~ reach your target publics but also that they motivate a desired action or behavior. 

Strategies determine which communications channels are most appropriate to 
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reach key publics. Tactics detail the creative tools designed to convey your messages 

and solicit action from your key publics. They are the specific tasks to be imple- 

mented in a campaign. 

Because many practitioners often find themselves choosing and implement- 

ing the same strategies and tactics over and over, it is important to remember the 

need for creativity. Additionally, channels and tactics are best chosen by how much 

interactivity and personalization is required by the strategy. Don’t fall into the trap 

identified in the quote at the beginning of the chapter that reminds us, “Tactics with- 

out strategy is the noise before defeat.” Strategic communication requires creative 

thinking and implementation, particularly in the planning of strategies and tactics. 
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Application case 
ASD - Rockin’ the spectrum 
from Jake’s House and Edelman 

CORE PROBLEM 

Jake’s House, a small Canadian nonprofit organization focused on helping families 
affected by autism, needed to fundraise during the COVID-19 pandemic. Not only 
did the pandemic make raising money more difficult for Jake’s House, but Jake’s 
House was also competing for funding against other autism-support organizations, 
as well as many other types of charities. 

BACKGROUND RESEARCH 

Jake’s House is based in Ontario, Canada, and seeks “to provide meaningful support 

to families living with autism across Canada.” This includes fostering a diverse com- 

munity where everyone has a place, encouraging people to be aware, accepting and 

inclusive, and empowering people to reach their potential. According to the Public 

Health Agency of Canada, one in every 66 children has autism spectrum disorder 

(ASD). Popular media depictions perpetuate a misperception that people on the 

spectrum don’t want to interact with other people. However, research shows that 

people on the spectrum are four times more likely to feel isolated and lonely. Even 

though people with autism have limitations, they have diverse talents including 

musical ability. 

GOAL 

Raise funds for Jake’s House and provide an inspirational rallying point for the 

Canadian autism community. 

OBJECTIVES 

¢ Secure 8 to 10 million earned media impressions by the end of the campaign. 

¢ Achieve $1 million in donations by the end of the campaign. 

¢ Increase volunteers for Jake’s House by 15% by the end of the campaign. 

KEY PUBLIC 
Gen X, or those born between 1965-1980, represents a significant slice of the pop- 

ulation in Canada. One in four Canadians are Gen Xs and they can afford to donate 

money to charitable organizations. Many have annual household incomes exceeding 

$100,000. Almost 20% of Canadian Gen Xs make between $150,000 and $200,000 a 

year. They are highly educated. Members of Gen X are likely to be college graduates. 

They also use a variety of media channels. Most own a smartphone or tablet. They 

also watch traditional TV and listen to the radio. Gen X has been called the “MTV 

Generation,” indicating an interest in music and music videos. 

BIG IDEA 

Form a band named ASD (i.e., autism spectrum disorder) comprised of autistic per- 

formers who will play cover versions of famous pop songs. The publicity generated 

| by the ASD band will give “those who have difficulty with self-expression the chance 

to show the world what they are truly capable of, on their own terms.” 
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Self-interests: community, family, music. 

Opinion leaders: government officials, famous musicians. 

Channels: mobile apps, websites, television, radio. 

Primary messages: 
Individuals with autism do not shun the spotlight. 

Those on the spectrum can accomplish amazing things. 

Donate to Jake’s House to help individuals with autism do amazing things. 

Assume you have been asked by Jake’s House and Edelman to choose the communi- 

cations channels, develop the strategies and identify the tactics needed to execute 

the campaign. Use the information provided in this case and principles from this 

chapter to complete the following tasks regarding communications channels, strat- 

egies and tactics. 

1, Make a list of the potentiai communications channels that: 

¢ Your key public or its influencers find relevant and trustworthy. 

¢ Are best suited to delivering the messages intended for the key public or its 

influencers. 

* Willresult in enough repeat exposure that your key public will believe and 

remember the message. 

Use the personalization and interactivity grid (Figure 8.3) to categorize the 

channels you identified in the previous task. Does your list of channels have 

enough personalization to persuade and motivate your key public? Does your 

list of channels give you enough reach to meet the criteria set in the objec- 

tives? Refine your list of channels based on this analysis. 

Use the PESO model to categorize the channels you identified and refined in 

the previous two tasks. Which channels are paid, earned, shared or owned. 

How much control do you have over each of these channels? What are the pros 

and cons of the level of control you have over each channel? What impact does 

your level of control have on the key public’s trust of those channels? Refine 

your list of channels based this analysis. 

. Now that you have thought through your list of potential communications 

channels, write one informational strategy for the key public that follows the 

strategy formula described in Figure 8.1. 

Next, write one motivational strategy for the key public that follows the strat- 

egy formula described in Figure 8.1. 

Choose one of your strategies and brainstorm a list of four or five tactics that 

could be used to accomplish the strategy. As you come up with ideas for tac- 

tics, be sure to keep in mind the communications channel you will be using 

to deploy those tactics, the target public you are communicating with who 

will be consuming and engaging with those tactics and the message you are 

trying to send (including the big idea) that will be embedded within those tac- 
tics. Which tactics have the desired levels of personalization and interactivity 
within each channel? 
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CHAPTER Q 
SOCIAL AND } MC MEDIA 

po “A brand is no longer what we tell 

the consumer tt ts — it ts what 

consumers tell each other tt is.” 

—SCOTT COOK 

FOUNDER OF INTUIT 

LEARNING IMPERATIVES 

¢ Understand how social and digital media help build and 

maintain brands. 

¢ Know how to use paid and organic media to effectively 

engage with publics. 

¢ Understand the role of content marketing in shaping 

issues and brand perceptions. 

Be able to choose the best mix of social media, digital 

media and content marketing for your organization. 

¢ Know how to craft content that both informs and 

motivates behavior. 
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aS SOCIAL MEDIA 

A collective of online 

communications channels 

that enables users to create 

and share content and 

participate in community- 

based input, interaction and 

collaboration. 

CHAPTER9 Social and digital media 

hile you slept last night people searched 2.5 bil- 

lion times on Google, posted 714 million times 

on Facebook, uploaded 28 million images on Insta- 

gram and swiped 462 million times looking for love 

on Tinder. Social and digital media have completely 

changed the way we live! 

Social media 
Social and digital media have changed the way we get 

our news, interact, shop, and express ourselves. More 

than two-thirds of the world’s nearly 8 billion people 

have smart phones and 5.2 billion are connected to the internet. An estimated 4.5 

billion people use social media. 

Although social media has often been guilty of proliferation of misinformation 

and even disinformation, it is also true that, now, the ease with which we access data 

and information has made it more difficult for people to lie, for police and criminals 

to get away with bad behavior, and for businesses to offer poor service. Social and 

digital media have created new levels of transparency in our society not previously 

experienced, leading to the emergence of a “callout culture” that continues to grow. 

The stories of people getting caught in their lies are everywhere and sometimes 

quite humorous. One girl posted a picture of herself hiking on the Lake Okahumpka 

Park trail with the caption, “Nature is the ultimate healer to all our problems 

#naturelovers.” Her sister posted a picture of the photoshoot that was staged right 

in the girl’s backyard. In another case, Kennedy Jones 

posted on Twitter, “I just got a DM from @Sethrogen 

and it just says ‘fart.” Actor/comedian Seth Rogen 

responded the same day, “No you didn’t.” A guy named 

Rob posted, “Ran the 5k in 10 mins. training is going 

good...” to which someone quickly responded, “The 

world record is 12 minutes.” 

Onamore serious note is the curious case of George 

Santos. The recently elected US. representative 

admitted to fabricating his entire resume. He falsely 

claimed to have worked for Goldman Sachs, gradu- 

ated from Baruch College, owned New York real estate 

and started the animal charity Friends of Pets United. 

He even claimed to be a “proud American Jew” and a 

descendant of Holocaust survivors. Turns out he isn’t 
Jewish, only “Jew-ish.” As Rabbi Hirsch mockingly said, “I never said I was from 
Scotland, only Scott-ish. I never said I read a lot of books in college, only that I was 
book-ish.” After the false claims were discovered, the congressman says he “got 
away” with lies before and was surprised to get caught this time. 

“Whether you've had a bad flight, less than desirable service at a restaurant or sim- 
ply an underwhelming experience with a new product, there is hope, says Peter Suciu, 
a “Forbes” contributor. “We live in the era of ‘callout culture,’ where individuals can 
quickly voice their displeasure publicly in a way that simply didn’t exist in the past... 



CHAPTERY Social and digital media 193 

Social media has allowed everyone to have a voice, and in this callout culture there is 
the chance that news of very bad service can spread quickly. Companies now face a 
serious backlash, and this includes corporate giants as well as small businesses.” 

The incentive to act professionally has never been higher. A recent study by 

“WholsHostingThis.com” noted that it can take dozens of glowing reviews to reverse 

the damage from a single scathing complaint, especially if that complaint goes viral. 

Social media channels are now used more often than email or websites to reach 

brands. Even the term “customer service,” typically associated with a company’s 

response to a complaint, is being replaced with “customer care,” defined as proac- 

tively meeting customers’ needs. 

The use of social media channels by both consumers and brands to exchange 

information, learn about experiences, resolve issues and proactively meet needs is 

one of many trends emerging from our modern digital culture. 

While the world emerged in 2022 blinking in the daylight after two years spent 

indoors and online, the habits and relationships they built remain. Still, the number 

of engaged social media users grew 10% year-on-year with nearly 230 million new 

users coming online in 2022. Despite the increase in users, the amount of time peo- 

ple spend online seems to have plateaued. So what’s changing? Figure 9.1 identifies 

the trends that are changing how we must think about and use social media. 

GOO Figure 9.7 
oS Social media trends 

Game on. People all over the world are spending more 

time on game consoles, which have become “media 

hubs” with users accessing live TV and on-demand 

services. In-game advertising is a multibillion dollar 

industry. Organizations should connect and engage with 

publics in thoughtful and authentic ways. Use gaming to 

have some fun with your publics! 

(24/7 social experience. With business and customers 

spanning nearly every time zone, speed and respon- -— 

siveness must be key performance indicators. The focus 

on “customer care” means users expect immediate 

response 24/7 and are loyal to those brands that provide’ 

it. Dedicate resources to a 24/7 service structure and 

meet your publics where they are - across a wide variety _ 3 

of social platforms. 

Community is key. People are gravitating to online communities that reflect them, Communities 

are receptive to brands and organizations that act authentically and contribute constructively. 

Look for communities to engage with using different channels and nuanced messaging that 

matches the platform and the community's needs. Adapted from ICUC 

Social's 2023 Social 

Media Trends Report. 
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Social media is so pervasive in our lives that it will naturally be part of most com- 

pany, government and nonprofit campaigns. As we discussed in Chapter 8, however, 

you should still think strategically about whether or not social media is appropri- 

ate for your campaign. If you determine that social media should be in the mix of 

channels that will form your strategy, the next step is to determine how you will use 

social media to inform, persuade and motivate behavior among your key publics so 

that you ultimately accomplish your campaign goals and objectives. Our goal here is 

to help you leverage social media in your campaigns to connect with key publics by 

learning how to choose the best platforms, create great content, disseminate news, 

hijack current events and use social mediaas a listening tool, all to accomplish objec- 

tives and get a solid return on your social media investment. - 

Choosing the best platforms 
Several classes could be dedicated to choosing the best social media platforms for a 

campaign. There are close to 200 different social platforms running today. To sim- 

plify this process, take a look at Figure 9.2. This figure focuses on eight of the largest 

and most prominent platforms, comparing a wealth of comparable data mined from 

multiple sources to better understand the strengths and weaknesses of the different 

platforms.This is the kind of information you will need before choosing any platform 

to reach and connect with your publics. 

Avery Horzewski, a successful marcom consultant, provides six tips for choosing 

the right social media platform for your business. 

1. Start with your audience. While Facebook has the most active users, if your 

key public hangs out on Snapchat, that’s where you need to be. 

2. Consider your company. Your channel selection should be influenced by 

your products, services, brand personality and type of business. Consider how 

visual your brand is. Some channels have broad appeal; others are more niche. 

3. Research your competitors and others in your industry. Analyze your 

competitors. What platforms are they using and how engaged are their pub- 

lics on each channel? 

4. Align with your overall social media marketing goais. Why are you on 

social in the first place? If you’re interested in sharing content and engaging 

with your audience, TikTok or Instagram may be good options. If your pri- 

mary goal is news dissemination or customer support, Twitter and Facebook 

could be better choices. 

5. Understand the different platforms and their uses. Twitter is great for 

interaction and trending topics while LinkedIn lends itself to more profes- 

sional exchanges and company information. Some are highly visual and sup- 

port videos well. Some offer disappearing content. 

6. Keep in mind your available resources. Using social media requires a com- 
mitment. Horzewski says, “You need to tend it, nurture it, give to itwhat you’d 

like to see come back to you.” Limit your channels according to the resources 
you have to tend them. 

Let’s look at a campaign where you want to communicate in a highly visual way 
with teenage girls. Pew Research Center data confirms that a large percentage of 
adult women use Facebook, but so do men. On the other hand, the data show that 
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more women use Pinterest, Instagram and Snapchat than men, an indication that 

these platforms may be more appealing to your key public. Then again, are teen- 

agers’ social media habits the same as adults? You may want to choose a more seg- 

mented, teen-friendly social media platform such as TikTok. Which platform will 

be the best option? 

First, you might look at how many teenagers use these platforms (Figure 9.3). 

User data show that TikTok has the youngest user mix with nearly two-thirds of its 

users being under 30 years old. Next is Snapchat followed by Instagram. 

Now, let’s look at gender. More women use all three platforms than men. Now 

consider the tools these platforms offer. We want to communicate in a highly visual 

way. Instagram is the most developed for visual content followed by TikTok then 

Snapchat. What type of information are we sending? Is it serious? Funny? Detailed? 

Assuming our message is humorous and short, we might choose to create a series of 

short videos. This being the case, TikTok would probably be a good fit, but may not 

be the only choice. 

© Figure 9.3 cect eee: 

Yo Changes in social media use among teens 

% of U.S. teens who say they ever use any of the following apps or sites 

100% 

@ YouTube 95 

vale 

TikTok 67 
Instagram 62 
Snapchat 59 

52 

41 

33 
Facebook 32 

Twitter 23 

Danio 17 ats 14. 
Reddit ta 

0% Tumbler 5 

2014-15 2022 

Note: Teens refer to those ages 13 to 17. Those who did not give an answer are not shown. The 2014-15 survey did not 
ask about YouTube, WhatsApp, Twitch and Reddit. TikTok debuted globally in 2018. 

© 2022 Pew Research Center 
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If you were trying to reach males age 50+ with information about prostate 
screenings, what channel would you choose? How about pitching couture clothing 
to middle-aged women? Understanding the demographics of each platform (as in 
Figure 9.2) as well as the tools they provide can help you narrow the selection. Most 
platforms provide basic demographic information to advertisers and many pub- 
lish it on their websites. Gather data to identify key demographics like age, gender, 
income, education, ethnicity, and language so you know who is using the platforms 
you are considering. 

Next, determine how people are using them. Are they sharing stories, posting pic- 
tures, seeking news and information? What is their level of engagement? How often 
do they visit? How long do they stay? Do they post or comment? Take another quick 
look at Figure 9.2. The king of engagement is TikTok. Active users spend an average 
of 89 minutes a day. The next closest is Facebook at 33 minutes followed by Twitter 

at 31 minutes and YouTube at 30 minutes. 

But don’t just blindly choose TikTok as your platform of choice. Tap into each 

platform’s published analytics to find out more about the demographic segment 

youre trying to reach. Then determine how much engagement you really need to 

effectively communicate your messages. 

Now evaluate how well-suited a platform is to your purpose. Determine the activ- 

ities at which each platform excels and what services it provides. Then match up the 

platforms with the needs of your key publics and messages. 

Finally, consider the platform’s potential to grow. Being an early adopter or “first- 

mover” can be a unique opportunity for branding and visibility. It helps you stay rel- 

evant in a fast-changing communications and marketing environment and builds 

trust with influencers and opinion leaders by connecting with them early before a 

platform gets too crowded. 

The first step to early adoption is to engage with a new platform. You need to 

understand its nuances before you can determine how to use it. Starbucks was an 

early adopter of Pinterest. But the brand did little to direct its followers, and its pin- 

board became a target for negative responses. 

Honda, on the other hand, picked up quickly that Pinterest provided an opportu- 

nity for collaboration. “It was a brilliant pivot, and one that would shape the future 

of marketing on Pinterest,” writes Rosie Scott, a digital content strategist and avid 

blogger. “Honda launched a campaign called Pintermission, promising $500 to five 

top pinners to take a break from their pinning habit by taking a spin in anew Honda.” 

Take the time to begin personally using a new site before deciding if it’s a good 

platform for your organization’s engagement. Once you decide to engage, quickly 

seek out the influencers. 

Creating great content 
Social media content must be fresh, concise, visually interesting and highly share- 

able. The news media have been in the business of telling shareable stories for hun- 

dreds of years. News stories hook readers by focusing on story angles that emphasize 

timeliness, impact, proximity, conflict, unusualness and prominence. You can apply 

the same principle to social media content. 

_ Hook your readers by creating content that is relevant and timely. You can’t talk 

about “yesterday’s game.” Yesterday may as well have been last year. 

\e 

SS PINBOARD 

Pages on Pinterest where 

users Can Save individual 

pins organized by a central 

topic or theme. 
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TIPS FROM THE PROS 
Making your social media work harder 

Adam Durfee, PRNews Social Media Innovator of the Year and global social media director for Boncom 

International, a multinational agency focused on nonprofit and cause-based work, tips you off on how to use 

social media to amplify your message. ; 

The rise of digital media has caused many to view it as a “brave new world” completely unlike anything we have 

experienced before in communications. But my work in this area has led me to realize that the basic principles of 

public relations and marketing communication still apply. The foilowing two tips are prime examples. 

Treat social media posts like any other media “pitches.” Social media feeds work a lot like internet news feeds 

with algorithms as the editors. Have a message you want to pitch? Make sure it has a hook or it won't make it into 

your feed. 

Time and time again |’ve worked with organizations trying to promote a product on sociai media without an inter- 

esting hook. If you approached a news organization that way, they’d tell you to “buy an ad,” the same response any 

major social platform would give to fluffy, generic content. Start instead by asking yourself, “What's the story I’m 

telling?” “What’s going to get social media scrollers to 

stop and look at what I’ve got?” 

| was recently on a team to design fire prevention 

messaging for social media. Instead of creating bland 

posts about dowsing campfires and being careful with 

fireworks, we created a rapper, “DJ Extinguish,” and 

turned him into a TikTok star. We baked fire prevention 

messaging into the raps. We even choreographed a 

dance called the “Designated Dowser” that went viral. A 

single video from D} Extinguish was seen by more peo- 

ple than all the previous prevention posts in an entire 

year. It might be hard to spice up messages about fire 

prevention, but you can change how they're delivered 

(400K followers). 

Explore the boundaries of different platforms. So many 

people think of social media as a series of posts, stories, 

reels,etc. Putting your clients and campaigns in that 

type of restricted thinking can severely limit your ability 

to cut through the noise. 

Try thinking about social media platforms as atoo! kit. 

Here's an example. A state health department was trying 

to get more people to sign up for suicide prevention train- 

ing. The training system they were using was not only 

expensive but also difficult for most people to access. 
Reprinted by permission of The Utah Division of Forestry, Fire and State Lands, 
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We recommended the department try something totally different. What if a social media platform could actually 
be used as the training platform? A tool like Instagram could be cheaper, easier for everyone to use, and scalable — 
adding as many people and as much content as needed, 

The suicide prevention Instagram account @LiveOnUtah was converted into an online classroom. PowerPoint 
slides became Carousel posts. Lecture notes became captions. Student questions were posted as comments where 
“professors” could respond for all to see. The suicide prevention Instagram account trained more than 125,000 people 
in its first 30 days. The reach of the account increased by more than 4 million. What could you use a social media 
platform to accomplish? 

Contributed by Adam Durfee. © Kendall Hunt Publishing Company. 

Make your content shareable by including a strong self-interest appeal. This 
appeal could be funny, informative, tragic, celebratory or draw on any number of 

other emotions. The key to making content shareable is to provide something no 

one else has. People share things that demonstrate their personalities, show what 

they’re interested in and, perhaps more than anything else, elevate their standing 

among their peers. 

In social media, sentence length should be short and varied. Ideas must be com- 

municated crisply. Visuals that may have been an afterthought in the past must be 

a forethought in today’s media environment. Every blog post pretty much needs a 

picture — and the picture will largely determine how much attention the post gets. 

Social media posts with videos drive engagement. And videos on website landing 

pages increase conversion rates. 

Disseminating news 
TikTok insists it’s an entertainment app, not social media. But more and more 

Americans are getting their news from TikTok, according to a new Pew Research 

Center survey. The percentage of people getting news from TikTok has tripled since 

2020. About 10% of all U.S. adults now regularly get news on the app. For adults 

under 30, that jumps to 26%. 

The truth is the news goes where the people are. It’s not surprising that TikTok is 

becoming a source of news for millions. “Traditional” media have almost all migrated 

to social platforms and are also 24/7. Using social media to disseminate news about 

your company or cause has been acommon practice for more than a decade. It works 

because of its immediacy, control and broad reach. A post can be made very quickly 

and immediately becomes available to the world. Organizations can control the con- 

tent (within the platform’s guidelines). They can draft it, edit it, stage it and film it 

before the world sees it. The reach for social posts, as we have already seen, can be 

tremendous. 

Essentially, social and digital media have become an integral part of an organiza- 

tion’s entire media relations function. A good practice is to choose a platform for your 

organization to regularly release news. Then archive on your website in an online 

“newsroom” any news released on social media as well as through traditional print 

and broadcast media. All of these media relations efforts should be occurring simulta- 

neously. Today, Twitter is one of the most used platforms for releasing breaking news. 

Live tweets and real-time updates are used to track developing situations. Facebook 

Live is another popular way to release breaking news and timely interviews. 
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MINT CASE 
Can United get away with breaking guitars? 
Dave Carroll and United Airlines 

Country music singer and songwriter Dave Carroll was stunned to see baggage handlers for United Airlines tossing 

his band’s instruments while unioading their plane in Chicago. His band, Sons of Maxwell, was on their way from 

Canada to Nebraska for a weeklong concert tour. Carroll says that a woman sitting behind them, who didn’t know 

they were musicians, yelled, “My God, they’re throwing guitars out there.” Mike, the bass player, looked out the win- 

dow in time to see his bass guitar being heaved without regard by a baggage handler. Carroll's $3,500 Taylor guitar 

had already been tossed to the tarmac. Appeals for help from the flight attendant were referred to the gate agent 

who referred them to another agent, who referred them to a United employee who said, “But hun, that’s why we 

make you sign the waiver.” 

The airline had insisted the band check their instruments, but had not given them a damage waiver. Carroll’s 

prized Taylor guitar had been severely damaged, costing him $1200 to repair. He spent nine months appealing to the 

airline to pay for the repairs to his guitar, speaking with United employees in Canada, India, Chicago and New York. 

When United finally denied Carroll’s claim and said the issue was closed, the band leader decided to take matters 

into his own hands. 

© Matthew Jacques/Shutterstock.com 
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CORE CHALLENGE 

The core challenge was to persuade United Airlines to cover the cost of repairs to Dave Carroll's guitar that had been 
damaged as a result of the airline’s baggage policy and negligence in baggage handling. 

DAVE CARROLL'S STRATEGY 

“It occurred to me that | had been fighting a losing battle all this time and that fighting over this at all was a waste of 
time,” Carroll said. “The system is designed to frustrate affected customers into giving up their claims and United is 
very good at it. But | realized that as a songwriter and traveling musician | wasn’t without options.” Carroll decided to 
leverage his musical talents and the power of social media to rally others to his cause. 

In his final reply to United, Carroll told the airline he would be writing three songs about his United experience. He 
also said he planned to make videos for these songs and post them on his website and on YouTube. Viewers could 
vote on which they liked best. His objective was to get 1 million YouTube views within a year. The airline’s response 
was a Sarcastic, “Good luck with that!” 

RESULTS 

* Carroll reached his objective of 1 million views in just four days. United eventually attempted to compensate Carroll, 

but he refused the offer, suggesting the money be given to someone else whose luggage had been damaged. 

* The first YouTube video received 3.2 million views and 14,000 comments within 10 days of its release. To date, 

Carroll's music videos have been watched more than 25 million times. 

In the end, the videos cost Carroll about $150. Conversely, the bad publicity severely damaged United’s repu- 

tation and contributed to a 10% drop in stock price — costing United shareholders an estimated $180 million. 

Because United failed to respond publicly even after the videos were posted, the airline’s story was never 

told. Conversely, Carroll’s story was picked up and shared with an estimated 100 million people through social 

media and traditional media, including CNN, “The Wall Street Journal,’ BBC, CBS “This Morning” and many 

other news outlets. 

Hijacking current events 
A common media strategy to market a brand using a viral news story is newsjack- 

ing. This strategy is frequently adopted by major brands to help them trend and 

expand their brand reach. In rare cases, the brand can become the center of the 

news story. 

David Meerman Scott popularized the term newsjacking in 2012 when he released 

his book, “Newsjacking: How to Inject Your Ideas into 

a Breaking News Story and Generate Tons of Media 

Coverage.” The basic idea is to find ways to make your 

organization part of a trending story that people are 

already talking about. This approach requires constant 

scanning of news, popular culture and conversations wR 

on social media. It also means that organizations need | 

to be flexible enough to respond to abrupt changes in ee, i a9 

the news cycle or shifts in popular culture. canant 

After a legal battle with Irish fast-food chain mye cen mo 

-Supermac’s, McDonald’s lost its exclusive “Big Mac” 

trademark. While the fast-food giant could still keep 

using the name Big Mac for its sandwich in Europe, the 

O09 

Ys NEWSJACKING 
Injecting your brand or 

organization into the 

conversation on a trending 

news story. 

From food order panel: “Not Big Macs” by Burger King. Copyright © 2019 by Burger King Sweden. Used by permission. 
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ruling noted that any other company could also use the term Big Mac on its menus 

and in its marketing. 

Fast food competitor Burger King took full advantage of the situation by launch- 

ing a handful of marketing content discussing its own Big Mac-like products. Burger 

King released European menus that promoted its own “Big Mac-ish” sandwiches 

and offered a limited-time, flame-grilled Big Mac that it claimed was bigger and tast- 

ier than the McDonald’s menu item. 

MoonPie, a company that has been making prepackaged marshmallow dessert 

sandwiches since 1917, adopted a full newsjacking strategy in 2017, coupled with a 

savage Twitter persona, to stand out in the escalating retail food wars. They also 

wanted to appeal to a younger target market. Throughout the year @moonpie 

tweeted about annual events including New Year’s Eve, the Super Bowl, Mardi Gras, 

iT ott 

ya ort 2ryaiaananl 

Pi Day, St. Patrick’s Day, April Fool’s Day and Mother’s 

Day, with minimal success. 

However, MoonPie struck gold on Aug. 21, 2017, 

when Hostess Snacks’ Twitter account attempted to 

newsjack one of the biggest news stories of the year 

— the Great American Solar Eclipse. People traveled 

from all over the country to be in the 60-70 mile wide 

“path of totality,” where the moon completely covered 

the disc of the sun and caused it to go dark. To join the 

conversation, @Hostess Snacks posted a picture of a 

cupcake eclipsing the sun tweeting that Hostess had 

“declared Golden CupCakes the official snack cake of 

the eclipse.” @MoonPie simply tweeted, “Lol.” The 

snarky response went viral. Patrick Wells of Tombras 

Group, the agency that manages the MoonPie Twitter 

account, explained his approach to “Forbes,” “We 

posted it because it felt like something you'd honestly 

say back to someone saying something ridiculous to 

you.” To date, the Tweet has generated 1,368 comments, 

158,700 retweets and 435,700 likes. At the height of the 

Tweet’s virality, 300 new people followed the account 

each day. This one timely tweet generated 1.1 billion 

media impressions in news outlets like “People,” “USA 

Today,” “Time,” “Forbes” and “Business Insider.” It 

also drove a 17% sales increase from social media alone, 

and September 2017 was the best sales month to date 

in the company’s 100-year history. 

The 2017 newsjacking strategy was so successful 

for MoonPie that the company has continued this 

light-hearted approach to marketing. When the USS. 

shot down the Chinese spy balloon and several other 

unidentified flying objects in February 2023, @moon- 

pie released an official statement welcoming the aliens 
and inviting them to satisfy their earthly cravings with 
delicious MoonPies! 



CHAPTER9Y Social and digital media 

Social media listening tools 
One of the advantages of social media is the opportunity to receive immediate 
feedback. This allows organizations to monitor what is being said about them. Dell 
computers, for example, receives more than 25,000 mentions per day. The com- 
pany uses various listening tools and filters to separate what they deem as import- 
ant messages from background noise. Dell has been pretty successful at finding the 
messages that actually matter. These are messages from influential Twitter users 
with thousands of followers, stories posted on top tech blogs and forums, and urgent 
customer requests. 

Similarly, Southwest Airlines is a very active brand on social media. The low-cost 
airline is a leader in customer service and social media interaction. They scored No. 
lin customer satisfaction in the J.D. Power 2022 North America Airline Satisfaction 

Study and have 2.1 million Twitter followers. 

When Ryan, a 32-year-old consultant and frequent flyer, was stranded like thou- 

sands of others because of the weather. He tried unsuccessfully to make a reserva- 

tion online and then phoned the reservation center, only to get a busy signal. So, he 

tweeted, “Why is your reservation number busy? Had a flight canceled today and 

can’t seem to get through to reschedule. Ridic.” Southwest’s social media team 

responded within two minutes. Social media listening can quickly tell you when you 

have a problem or weakness in your system. 

However, sometimes the situation is insurmountable. The combination of a bru- 

tal winter storm and massive system failures at Southwest Airlines in December 

2022 led to 15,000 flight cancellations (10 times more than any other carrier) leav- 

ing 2 million passengers stranded over the Christmas holiday. On Dec. 28, 2022, the 

hashtag #southweststolechristmas was trending on Twitter as people shared their 

horror stories. 

Weeks after the company’s initial response during the crisis, Southwest’s Chief 

Administration and Communications Officer Linda Rutherford acknowledged the 

company’s failure. “Learning from failure is one of the greatest lessons in life. Some of 

the greatest comebacks in history are rooted in taking a hard look in the mirror, tak- 

ing accountability, and doing what’s required to not repeat your failures of the past.” 

Since the airline’s meltdown, the company has begun testing new resource man- 

agement systems and looking at ways to shore up its ability to communicate with 

passengers. We’ll see if the airline can maintain its No.1 customer satisfaction rank- 

ing in 2023 and 2024. 
In contrast, the social media team at Netflix is very good at what they do. Tech 

writer Alina Gorbatch says, “That’s proven by the fact that their social media follow- 

ing keeps growing - Netflix U.S. alone has almost 6 million followers on Twitter. That 

is the whole population of Colorado!” 

She continues, 

“They know key target audience factors: millennial; used to having 

friends that exist only online; crave attention; do research before 

purchasing; value peers’ opinions more than that of movie stars; 

live for humor, self-irony, and sarcasm. And Netflix’s social media 

marketing team keeps all of that in mind - they post hilarious 

tweets, re-tweet opinions of users with only a couple of followers, 

and work with relevant influencers.” 
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Netflix acts as every internet user’s best friend. 

The company explained at the Shorty Awards, “When 

we aren’t posting, we’re listening, looking for the new 

trends igniting the entertainment world.” 

Through social listening, Netflix learned that many 

binge-watchers were falling asleep. Netflix saw this as 

an opportunity to show that they listen, they care, and 

they are creative. In response, they invented Netflix 

Socks - smart socks that detect when the user is dozing 

off, send a signal to the user’s TV and pause the show. 

This way, no one wakes up to a screen of spoilers and 

confusion. The product was cheered, went viral, got 

tons of coverage and even won a Shorty Award for cre- 

O-O 

o-} RO! (RETURN ON 
INVESTMENT) 

Profit earned on an 

investment divided by the 

cost of that investment. 

JO KPI (KEY 

PERFORMANCE 

INDICATOR) 

An important measure tied 

to a campaign or social 

media objective and used to 

evaluate its success. 

36 REACH 
The total number of people 

who see your content. 

one 
OD ENGAGEMENT 

An umbrella term for actions 

that reflect and measure 

audience interaction with 

your content. 

&S CONVERSION 
When a user completes a 

desired action, usually a 

purchase. 

ative use of technology (Gorbatch 2022). 

Social media listening can quickly tell you when you have a problem or weakness 

in your system. It can also point out opportunities that may have gone unnoticed. 

Return on social media investment 
Many people think social media is free media. Nothing could be further from the 

truth. Managing and succeeding in social media takes time, people and technology 

— all of which are limited resources with associated costs. It takes time to listen. It 

takes people to generate the massive amounts of necessary content. It takes technol- 

ogy to analyze the results and adjust your strategy. And increasingly it means spend- 

ing money to put your content in front of the publics you want to see it. Is it worth it? 

As we will discuss in Chapter 12, measurement is crucial in evaluating whether or 

not we have reached objectives. Social media largely falls into the outtake objective 

category (key publics’ response to messages). But to determine if social media strat- 

egies are truly worth the expenditure, we should focus on one of our measurement 

tools: return on investment (ROI). 

Joy Elena, CEO of Sleepenvie, a high-end mattress and pillow retailer that has 

had success selling its products on social media, told “AdWeek,” “If you have 1 mil- 

lion followers and they aren’t making actual purchases, then you should revisit your 

strategy. Businesses need to identify performance indicators that are most import- 

ant to them and track those indicators.” Commonly referred to as key performance 

indicators (KPIs), these metrics focus on digital and social media outcomes and 

outtakes like reach, engagement, conversions and customer loyalty. The most 

commonly used metrics are shown in Figure 9.4. 

As you consider different measures to evaluate your social media success, 

make sure you tie your measures to the objectives you've already established. 
Measuring the impact of your social media efforts requires upfront planning. You 
will need several tools to accurately determine engagement and how far user’s 
actions take them. You may want to start with a resource like the Social Media 
Measurement Framework, which was created by the International Association for 
the Measurement and Evaluation of Communication (AMEC), to identify poten- 
tial KPIs across a variety of outcomes, including exposure, engagement, preference, 
impact and advocacy. Posting content for and interacting with key publics on social 
media isn’t worth much if it doesn’t lead them to action that accomplishes your 
goals and objectives. 
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é-o-0 Most common metrics used to measure social media ROI 

% of respondents 

ENGAGEMENT 

(clicks, shares, 
comments, mentions) 

EFFICIENCY 
(cost savings on 

customer support calls) 

INBOUND 

(time spent on website/ 
owned properties) 

CONVERSION 

(downloads, 
direct sales) 

REACH 

(likes, views) 

Source: Altimeter, “The 2021 State of Digital Content,” May 14, 2021 

“Sprout Social” writer Rebekah Carter identified the following KPIs to track con- 

versions from social media content: sales revenue, lead conversion rate and non-rev- 

enue conversions. Some KPIs can be determined using social media data that you 

can access through the analytics portal of your social media accounts. However, 

many of the most valuable KPIs track users’ behavior as they move from your social 

media channels to and through your website. Gathering data of this sort requires the 

use of web analytics. 

According to Usability.gov, “Web analytics is the collection, reporting, and anal- 

ysis of website data.” This data is collected through a tracking pixel or code that is 

embedded in a website’s HTML. The tracking pixel transfers the data to a web ana- 

lytics platform like Google Analytics, where it can be mined for insights about your 

website visitors’ behaviors. 

Some other terms you may encounter as you work with social media channels 

are CPM, CPC and CPA. CPM stands for cost per “mille,” or thousand, the amount 

of money you spend to generate 1,000 impressions of your message. CPC stands for 

cost per click or the amount of money it costs you to get someone to click on your 

web or social media content. CPA stands for the cost per action or the amount of 

money it costs for a customer conversion, such as getting a person to buy a product 

or share their contact information with you. 

We are seeing the rise of better social media measurement tools that don’t just 

track clicks and likes, but rather look at real measures of engagement in the form of 

discussion, shares across multiple platforms/channels and actions taken. Christina 

Newberry of measurement firm Hootsuite, recommends steps to determine the ROI 

of your social media (see Figure 9.5). Remember that measuring ROI on social media 

isn’t primarily designed to see if your organization and campaign objectives are met. 

It is designed to determine if the expenditure on social media strategies is worth its 

contribution to those objectives. 
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8) 

Seek UU Sa s 

5 bo Determining ROI of social media strategies 

Step 1: Calculate how much you spend on social media. Your social media costs might include: 

¢ The cost of tools and platforms for managing social. 

¢ The budget allocated to social ad spends. 

* Content creation: In-house and external content creation costs, including working with creators and/or freelancers. 

* The ongoing costs for your social media team (salaries, training, etc.). 

¢ Agencies and consultants, if you use them. 

Step 2: Define clear socia! objectives that connect to overall business goals. Clear social media objectives help define 

how social actions align with business and departmental goals. Think about various ways your social media invest- 

ment might create value, like: 

* Business conversions (such as lead generation, newsletter signups or sales). 

¢ Brand awareness or sentiment. 

¢ Customer experience and loyalty. 

¢ Employee trust and job satisfaction. 

¢ Partner and supplier confidence. 

¢ Security and risk mitigation. 

Step 3: Track metrics that align with your objectives. All social media metrics can tell you something about whether 

you're achieving objectives and meeting your goals. Metrics you can track to prove ROI include: 

¢ Reach. 

¢ Audience engagement. 

¢ Site traffic. 

¢ Leads generated. 

¢ Sign-ups and conversions. 

¢ Revenue generated. 

Step 4: Create an ROI report that shows the impact of social. Once you've got your data, share the results with the 

right stakeholders to show how social media marketing affects your organization's bottom line. Here are some ways 

to make your report stand out: 

¢ Use atemplate. 

* Use plain language (avoid jargon and insider acronyms). 

¢ Tie results back to the relevant business objectives. 

¢ Use KPls to track short-term progress. 

¢ Articulate limitations and be clear about what you can (and can't) measure. 

Source: C. Newberry (2022). Hootsuite 
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Paid digital 
Paid digital refers to external marketing efforts that involve a paid placement or boosted social content, With rising inflation and a global economic slowdown, com- panies need to be more careful than ever about how they spend advertising and mar- keting dollars. Figure 9.6 identifies a number of trends to consider. 
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od A few digital marketing trends 

TikTok is big. The are investing in quality Video, video, video. Video has great power to inform and platform generated intent creat ion by connect, and 86% of businesses use it as a marketing tool. 94.6 billion in revenue | providing incentive Used for everything from explaining to training, YouTube, in 2021 and now has fo content creato Linkedin and Instagram are the top three channels used over 1.8 billion monthly | femployees, customers, - for video campaigns. 
active users. It is aS Ue [S 
focusing on usability for 

businesses and improv- 

ing targeting options 

for advertising which 

will make it an even 

better brand platform. 

- Redefine creator/brand partnerships. There's sooooo much content out there, and some 
is not aligned with the right influencer or targeted at the right public. Creators want to 

| grow and expand, and are looking for brand partnerships that align with their content. 
Brand-audience fit is important, as are brand values and purpose, ease of collaboration 

~and whether they actively use the product or service. - 

Metaverse to become real. Growth | Algorithms mate 

of the metaverse has been slower signals to anticipate 

than expected, but experts Weeds and Wwarite 
believe it is about to become real | allowing f 

as brands plot their strategy for 

this new era of immersive virtual 

communication. “Nike recently 

announced that they are going to 

allow people to design their own 

trainers, and sell those or wear 

them in the metaverse.” Adapted from C. O'Brien (2022), 

Digital Marketing Institute. 
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According to Clodagh O’Brien of the Digital Marketing Institute, 

“As customers become more discerning about the products and ser- 

vices they buy, there’s also a global cost of living crisis that brands 

will need to plan for in 2023. That means it’s more important for 

brands to be transparent and think about their messaging and 

research or tweak their strategy in the coming year. It also means 

that marketers need to know the trends coming down the line so 

they can plan and take advantage of any new developments.” 

Worldwide spending in digital advertising has grown exponentially and is 

expected to reach nearly $900 billion in 2026 (see Figure 9.7). Paid media is an 

essential component of revenue growth and brand awareness for online businesses. 

The five basic types of paid digital media are: paid search, native advertising, display 

advertising, paid social and influencer marketing. 

Paid search 
Paid search advertising is a digital marketing strategy that allows companies/orga- 

nizations to pay to have links to their websites show up higher on relevant search 

engine results pages. The goal is to drive traffic to a specific site. 
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Google is by far the biggest player in the search sphere. Google Ads operates under 
a pay per click (PPC) model. That means marketers target a specific keyword on 
Google and make bids on the keyword — competing with others also targeting the 
keyword. The bids you make are “maximum bids” or the maximum you're willing to 
pay for an ad. For example, if your maximum bid is $4 and Google determines that 
your cost per click is $2, then you get that ad placement. If they determine that it’s 
more than $4, you do not get the ad placement. Alternatively, you can set amaximum 
daily budget for your ad. You'll never spend more than a specific amount for that ad 
per day, helping you get a better sense of how much you should budget for your digi- 
tal ad campaign. 

When a user searches the keyword, sees the ad and clicks on it, the marketer pays 
a small fee for that click (thus PPC). The idea is that the more users click on an adver- 
tisement, the more likely they will help accomplish the advertisement’s purpose (e.g., 
become a lead, make a purchase). 

Search ads play a critical role capturing the attention of people searching for a 

specific topic or product. They are particularly effective when used to increase a 

company’s customer base or when an organization wants to become a thought leader 

on a given subject. 

Native advertising 
This type of digital ad is designed to mimic the look, feel and function of the platform 

it appears on. It is meant to not look like an ad, but to look like editorial content. 

While most native advertising is found on social media, it can appear in many places 

and in many forms. Some interesting uses of native ads that “blend in” are: Spotify 

playlists, Instagram and Snapchat story filters, social in-feed ads, TikTok videos and 

sponsored articles or posts. 

Native advertising is meant to mirror the appearance of regular content on an 

app or website and thus not appear as an ad at first glance. There are some critiques 

of native ads as “tricking” users into thinking they are engaging with non-advertis- 

ing content. However, most native advertising distributes high-quality content in 

engaging formats. 

Let’s say you run a candy company that uses milk from dairy farms in your area. 

You could partner with an online publisher to create “advertorial” content. This is 

essentially a paid placement for editorial content you 

control. Your content could highlight local dairy farm- 

ers and their impact on the community. This article 

would then be published with the disclosure that the 

content is sponsored or promoted by your company. 

While it is still a paid ad, customers will appreciate 

your company’s authenticity if the content is engaging, 

insightful and educational. 

Native advertising doesn’t always have to come in the 

form of a content post. Music player giant Spotify can 

create custom playlists based on a company’s services, 

products or themes, and use Spotify’s user data to rec- 

ommend specific playlists based on listening history. A 

. great example of this is Netflix and Spotify teaming up to 

promote the show “Stranger Things.” Users could enable 

od} ppc 
(PAY PER CLICK) 

Paying for social media 

advertising based on each 

time a user clicks on ad 

content. 
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a “Stranger Thing” mode that assigned them to a playlist based on a character. Not 

only did this promote the show through background art design and logos, but it reso- 

nated with listeners since the playlist tracks mimicked their own listening interests. 

Native advertising has a 40x higher click-through rate than classic display ads 

and 53% of consumers look at native ads more often than classic display ads. This 

form of promoted content allows marketing communication teams to create high 

value, enjoyable experiences for target publics. Native ads blend in, are considered 

relevant and are growing in popularity. The biggest downside to native advertising is 

the amount of work that typically goes into producing these ads. 

Display advertising 
When most people think of online advertising, display advertising usually comes to 

mind. These are the banner ads, pop-ups and promotional image tiles that appear on 

websites, apps and social media platforms across the web. 

Businesses work with platforms like Google Display Network and Facebook’s 

Audience Network to create display ads and target relevant customers. The targeting 

capabilities of these tools are rather impressive. However, display ads tend to have 

little impact on your business. Display ads can help drive brand awareness, but not 

much else. They have an incredibly low average click-through rate of 0.35% and can 

come off as intrusive and annoying to customers. Most people ignore display ads or 

even download ad blockers to avoid them completely. 

Paid social advertising 
Social media marketing is one of the best ways to interact with potential customers 

online. Seventy-two percent of adults in the US. use at least one social media site. 

With so many social media users, you can leverage customer data to create highly 

targeted ads for your publics. You also have the option of producing ads in a variety 

of formats that make sense for your business—photo ads, video ads, story ads, retar- 

geting ads and promoted posts. 

It often costs relatively little to promote social media posts and increase their 

reach beyond what the algorithms typically serve up. By boosting or promoting an 

important post, story or video, it will appear in the news feeds of more people. It’s 

not cost effective to boost every post, but boosting a select few each month might be 

a good way to increase your company’s exposure. 

For social advertising, Facebook’s specific audience-targeting ability is unlike any 

other platform. You can target micro audiences, customers who have done business 

with your competitors and retarget your previous customers. Facebook has the most 
diverse user demographics and gives you the greatest control. 

However, as more businesses have realized the effectiveness of Facebook ads, the 
cost of those ads has gone up. Other platforms are becoming increasingly competi- 
tive— eating away Facebook’s share of social ad dollars. 

Twitter’s platform is a powerful tool for organic reach with customers. You 
can run Twitter ads, but it may be difficult for brick-and-mortar companies to 
realize any worthwhile results. LinkedIn is an excellent channel for creating busi- 
ness-to-business (B2B) ads. You have the benefit of targeting ads based on criteria 
like job title and job industry. Keep in mind that LinkedIn is a professional com- 
munity, so only consider running ads there if it aligns with your business model. 
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YouTube video ads typically have high engagement rates with customers. The 
downside is that video content is costly to produce. YouTube can also be quite 
pricey in comparison to other types of digital advertising. Pinterest offers a great 
advertising option for connecting witha predominantly female audience. However, 
the platform is best suited for e-commerce businesses looking to sell items online. 
Snapchat and TikTok users are typically between ages 18-24, making them good 
channels for reaching younger audiences. 

Regardless of the platform mix you choose, it is a best practice to run A/B ad tests. 
Create at least two versions of an ad and test them out before allocating your entire 
ad budget. You will be surprised by what you learn from A/B testing. This will help 
you maximize the return on your advertising dollars. 

Influencer marketing 
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Influencer marketing involves a brand collaborating 

with an online influencer to market one of its products 

or services. The field has blossomed into a $16.4 billion 

business. And companies are seeing strong returns. 

Businesses are making an average of $5.2 ROI for every 

$1 spent on influencer marketing. 

An early example of influencer marketing involved 

YouTube celebrity PewDiePie. He teamed up with the 

makers of a horror film set in the catacombs under 

Paris, creating a series of videos in which he underwent 

challenges in the catacombs. Werner Geyser, an influ- 

encer marketing expert, says, “It was pitch-perfect 

content for PewDiePie’s 111 million subscribers and 

received nearly double the views as the movie’s trailer.” 

Geyser explains: 

Influencers, unlike celebrities, can be anywhere. They can be any- 

one. What makes them influential is their large followings on the 

web and social media. An influencer can be a popular fashion pho- 

tographer on Instagram, or a well-read cybersecurity blogger who 

tweets, or a respected marketing executive on LinkedIn. Within 

any industry, there are influential people — you just have to find 

them. Some will have hundreds of thousands (if not millions) of 

followers. But many will seem more like ordinary people. They 

may only have 10,000 followers, less in some cases. Yet, they will 

have developed a reputation for being the experts in their field. 

Influencer marketing means compensating the influencer for content they cre- 

ate and share with others. Compensation can be as little as free products, flights or 

hotel stays, but more often involves a paid contract to produce and share a specified 

amount of content. The best approach is to treat influencer marketing like a long- 

term collaboration, avoiding dictating what you'd like the influencer to do, rather 

_guiding them and providing real feedback as they work with your organization. The 

other key is not to expect immediate results. Influencer marketing is a long-term 

strategy to build awareness and credibility. 

© Amnaj Khetsamtip/Shutterstock.com 
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“Carefully consider your approach to influencer marketing,” says Geyser. He 

advises doing research before crafting a strategy, plan and budget. He suggests 

finding the right influencers “organically” by subscribing to a platform or working 

through an agency. He stresses the need to be patient and personal in your relation- 

ships with influencers. 

Choosing the right influencer is critical. Make sure their followers are real and 

that engagement with them is substantive. Spend time to understand the influener’s 

“brand” and make sure it aligns with your company’s identity and goals. 

Content marketing 
Content marketing is the process of planning, creating, distributing, sharing and 

publishing content for the purpose of selling products or services via channels like 

social media, blogs, websites, podcasts, apps and print publications. Some of the best 

types of content to share are videos, infographics, consumer tools, research articles 

and other editorial content. Content marketing fits into the owned and shared cate- 

gories of the PESO model. 

Content marketing establishes expertise, promotes brand awareness and keeps 

your business top of mind when it’s time for customers to buy what you sell. The 

ultimate goal is to reach your target publics to increase 

brand awareness, engagement, loyalty and sales or 

some other action. Content marketing is all about lay- 

ing the groundwork, building a strong base of trust and 

support for a company or organization to flourish. 

As we learned in Chapter 1, trust is our most import- 

ant asset. Without it companies will not survive, politi- 

cians will ultimately fail and social organizations will 

flounder. 

Creating winning marketing content 
Good writers know to avoid clichés “like the plague.” If you’re not reading something 

fresh, you tend to stop reading altogether. To be useful, marketing content must 

offer the reader, viewer or user something they don’t already have. 

There are literally hundreds of best tips for digital marketing content creation 

out there. However, we felt that Hubspot writer Janet Aronica took a fresh approach 

with her “6 Tips for Creating Content That Spreads Naturally.” Here’s a brief sum- 

mary of those tips. 

1. Don’t try something new. Examine your analytics and see what’s generat- 

ing the most views, shares and leads and create content that replicates that 
success. 

2. Surprise people. Create marketing content that evokes a strong emotional 
reaction so your audience feels compelled to share it. 

3. Nail your headline. It must be “attention-grabbing and intriguing.” She 
stresses that subject lines and headlines must show the content will be useful, 
ultra-specific, unique and urgent. 
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4. Show don’t tell. Visuals like photos, videos 
and graphics increase engagement and shares. 
A strong infographic can tell your story better 
than a thousand words and a good video cap- < = 
tures attention and results in conversions. 

5. Enable your blog to market your content. 

Use your blog space to improve the presentation 

of your content and offer “further recommenda- 

tions” to earn the attention and loyalty of new 

visitors. 

Home Try-On 

WARBY PARKER a 

Eyeglasses Contacts 

6. Don’t forget about SEO. Use keyword research. 

Optimize and update your marketing content MEN'S EVEGLass 
and it will surface more frequently on search Shop frames bea tis 
engine results. five pairs tot A ek 

Another creative approach is to develop useful con- 

sumer tools. Mortgage banks offer free online mortgage 

calculators that enable consumers to quickly calculate 

I 

#74 Filter 

'Y for free 

Take the quiz > 

Q Search 

mortgage payments under several different scenarios. © Aaitabse tory 
"Home Try-On 

The right tools can entice users to spend time with you. 

Mortgage banks capture email leads when users log in 

to use these tools. 

Finally, consider adding visuals to your email marketing. One of the many rea- 

son’s Warby Parker stands out from other online glasses retailers is its fun and 

eye-catching (no pun intended) email marketing campaigns. In one recent series 

of emails, Warby Parker welcomes summer vacation with its bright crystal-themed 

eyewear. The calls to action in the email are easy to spot, the colors are bright and fun, 

and the company’s social media accounts are clearly presented. 

Investing in owned channels 
Building a number of owned channels can be one of the best ways to engage with 

publics. Investing in websites, email lists, SMS (text) marketing, blog content and 

podcasts can all yield strong results. Some of these channels, such as email and SMS 

marketing, can yield almost immediate results. The best way to build email and SMS 

lists is through social media campaigns and website pop-ups. To encourage enroll- 

ment, offer incentives for customers to sign up and then deliver exclusive content 

and deals to reward those who give you their email address and phone number. 

SMS marketing is one of the fastest growing areas of marketing. Figure 9.8 com- 

pares email to SMS marketing open rates, click through rates and conversion rates. 

With such high click through and conversion rates, it’s easy to see why companies are 

investing in SMS. The biggest challenge with SMS marketing is convincing people to 

share their phone numbers and to opt in for marketing content. SMS marketing also 

costs more than using emails and requires a third-party app to manage permissions 

and deliver messages. 

Investing in robust web content, podcasts, YouTube channels and other owned 

content can also pay long-term dividends. Marriott International, the world’s larg- 

est hospitality company, has invested heavily in owned content to reach the “next 

oO SMS 
(SHORT MESSAGE/ 

MESSAGING SERVICE) 

Sending short text messages 

from one cell phone to 

another or from a computer 

to acell phone. 

© Wirestock Creators/Shutterstock.com 
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© Figure 9.8 __ 

o Email vs. SMS marketing 

EMAIL MARKETING SMS MARKETING 

OPEN RATES 11% -15% 95%-399% 

CLICK THROUGH RATES 1% -3% 30%-40% 

CONVERSION RATES 09% -1.5% 20% -30% 

Source: Chatitive 

generation of travelers.” The company built a content studio, created TV shows, pub- 

lished a number of blogs, produced short films and launched its own travel network. 

“We have a very intimate relationship with our customers,” says David Beebe, 

Marriott vice president of global creative and content marketing. “They sleep with 

us, after all. It’s sort of a joke, but it’s true.” 

Marriott’s success story relies on the fact that they managed to build a great cul- 

ture of storytelling, using stories to build relationships and make people care. Beebe 

explains, “Content marketing is like a first date. If you only talk about yourself, there 

won’t be a second one.” We invite you to learn more about Marriott’s success in the 

Application Case at the end of this chapter. 

Summary 
Social and digital media have completely changed the way we live. They have changed 

the way we get news, interact with each other, shop and work. Despite some being 

20 years old, social media channels continue to evolve and new channels emerge. 

TikTok is the fastest growing social media channel. It boasts 1.8 billion active users, 

nearly as many as Instagram. The use of designed visuals, photos and videos contin- 

ues to rise. Highly visual content is most effective at capturing attention and garner- 

ing engagement. 

Paid digital media is a huge industry at nearly $700 billion worldwide. While paid 

search and social media advertising account for the lion’s share, native advertising is 

the fastest growing segment. Influencer marketing also remains popular and contin- 
ues to grow. 

The goal of content marketing is to increase brand awareness, engagement and 
loyalty. It is a successful way to lay the groundwork and build a strong base of sup- 
port and trust for a company. Many companies and organizations have seen their 
investment in owned content pay off through enhanced loyalty, higher sales and 
increased involvement. 
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Application case 
How to become a successful media company 
from Marriott International 

In 1927, J. Willard Marriott opened a nine-stool root beer stand that grew into the 
Hot Shoppes restaurant chain and later into Marriott International, the world’s larg- 
est hospitality company. Today the company has 30 brands with 8,000 properties in 
131 countries and territories. 

Bill Marriott, chairman of the board and son of the founder, says the company’s 
strategy has always been to “take care of our people and they will take care of our 
guests.” He added, “My father lived by the motto, ‘success is never final.” We’ve always 
been a change maker. We’re always looking over the hill for the next opportunity.” 

CORE OPPORTUNITY 

How can Marriott connect with the next generation of hotel guests? 

BACKGROUND 

The company began its storytelling journey more than 10 years ago with the launch 

of a blog called “Marriott On the Move,” written by Bill Marriott. His first response 

to writing a blog was, “Why the heck would anyone want to read a blog from me?” But 

execs convinced him that he was the best person to tell the company’s story. 

With the blog’s success, the company delved deeper, much deeper into owned con- 

tent. In 2013 and 2014, Marriott hired several marketing execs and storytellers from 

the Walt Disney Company and in 2015 added media veterans from CBS and “Variety.” 

The company recognized that younger travelers spent a lot of time online, that 

they were looking for fun, creative content and that they could be just as loyal to 

brands as their parents. 

CREATING OWNED CONTENT 

By 2015 Marriott had created a successful TV show, “The Navigator Live;” a short 

film, “The Two Bellmen;” an online travel magazine; and had even ventured into vir- 

tual reality with “Oculus Rift.” According to Marina Mouka, a writer for “Medium,” 

“The projects generated immediate success, from high engagement metrics to mil- 

lions in direct revenue and even content licensing deals.” 

The company continued to produce short films 

including sequels to “The Two Bellmen” and “French 

Kiss,” set at a Marriott hotel in Paris. They also built a 

global content studio called “M Live” with nine screens, 

showing everything from the social media campaigns 

of Marriott’s different brands to real-time booking 

information and Marriott’s editorial calendar. 

SUCCESS 

Since it was released, “French Kiss” has been viewed 

- over 6 million times on YouTube. Perhaps more 

impressively, a bookings promotion related to the film 

also drove $500,000 in revenue for the hotel. 
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“We did not get this far by saying, ‘I want to build a media company,” says David 

Beebe, vice president of global creative and content marketing. “First and foremost, 

[the goal] is to engage consumers. Get them to associate with our brands, build life- 

time value with them. Content’s a great way to do that.” 

The company’s media success came from “scaling content, then building a com- 

munity around that content, and driving commerce,” Beebe explains. This combina- 

tion is the key to reaching millennials who are increasingly seeking more intimate 

connections and experiences when they travel. 

In May 2022, Marriott announced the launch of its own travel media network 

powered by Yahoo. The Marriott Media Network allows the company to further 

leverage its content and offer brand advertisers exposure to high-intent travelers. 

The network will tap into the more than 164 million members in Marriott Bonvoy, 

the company’s award-winning travel program, and leverage owned channels includ- 

ing display, mobile, video, email and digital out-of-home (in-room television and dig- 

ital screens). 

Assume you are a member of Marriott’s content creation team. The company has 

been successful at reaching millennials. But what about Gen Z travelers? Do some 

research and suggest two or three types of owned content you think Marriott should 

create to engage with Gen Z. Explain what makes this content different from content 

created for millennials. 
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| CHAPTER | 
CALENDARING AND BUDGETING 

“Do not squander time, for that is 

the stuff that life is made of.” 

—BENJAMIN FRANKLIN 

AMERICAN INVENTOR, 

JOURNALIST AND STATESMAN 

LEARNING IMPERATIVES 

Learn a strategic planning approach to calendars 

and budgets. 

Understand the importance of calendaring interactivity 

among tactics and publics. 

Learn the value of creativity in the calendaring and 

budgeting processes. 
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nall relationships, timing is everything. Whether responding to a crisis or pursuing 

I an opportunity, timing plays a crucial role in strategic communications. 

The next step in the Strategic Communications Matrix — calendaring tactics 

and budgeting for their cost — requires specific detail. It is important to remember 

that a calendar and a budget are not just strategic planning tools. As we see in the 

next chapter, they are also important tools to manage the implementation ofa plan. 

They must be considered carefully so that timing and cost are addressed within the 

overall framework of the organization’s goals as well as the plan’s objectives. They 

require meticulous attention to detail. If timing is off, your plan may fail. If you 

have not budgeted precisely, you will have cost overruns that may have long-term 

consequences. 

Planning for implementation must be meticulous to ensure communication with 

stakeholders and key publics is strategic — designed to accomplish your objectives in 

support of the organization’s mission. Nevertheless, in today’s fluid communication 

environment we must be flexible, able to adjust and change directions at amoment’s 

notice based on a continual flow of research, information and data. 

Electronic tools for calendaring and budgeting abound. One of the best for a cal- 

endar is a Gantt chart (see Figure 10.1) that allows you to view the schedule for each 

public by day, week or month. Budgeting programs should perform calculations 

automatically to ensure accuracy. If you use an Excel or Google spreadsheet, make 

sure you check your formulas. 

As shown in the Matrix Applied in this chapter, both the calendar and budget 

should detail tactics by public and strategy. Then your client or manager can quickly 

determine what tactics will target a specific public and how much each will cost. It 

also makes you more aware of the cost of information and persuasion efforts among 

each of your key publics. And it enables you to be conversant in the interactive 

scheduling of the campaign by public. It provides an easy “line-item veto” when your 

client or manager wants to eliminate a public or strategy for any reason. It is asimple 

matter to delete that section of your plan and subtract the cost from the total. 

STRATEGIC COMMUNICATIONS MATRIX 
6. CALENDAR AND BUDGET 

Calendar Organized by public and strategy showing when each tactic begins and ends. 
A Gantt chart is recommended. It helps show the work required as well as the 
flow of the campaign. 

Budget Organized by public and strategy estimating the cost of each tactic. The bud- 
get indicates where costs will be offset by donations or sponsorships. Subto- 
tals are provided for each strategy and public. 
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Calendaring 
Never forget that a calendar is strategic. When you calendar a plan, you are notjust - 
picking dates; you are scheduling and sequencing tactics. Scheduling involves find- SCHEDULING 
ing the premier moment for an event to be held, a story to be pitched, social media _ Finding the premier moment 
content to be shared or promoted or an ad campaign to be launched. Timing is crit- in time for a tactic to be 
ical to success. used. 

Sequencing is focused on determining the optimal ordering of tactics over time, 
or which tactics should be used before, after or at the same time as other tactics. The 
sequencing of a campaign should take into account the cognitive and behavioral a SEQUENCING 
milestones a key public must pass through to accomplish all of a campaign’s objec- Determining the optimal 
tives. For example, tactics focused on generating awareness should come before tac- ordering of tactics over time. 

tics that seek to motivate action. It may be helpful to think about your campaign in 

phases or stages that correspond with your outcome objectives (e.g., an awareness 

phase followed by an attitude phase followed by a behavior phase). 

A few important guidelines can help make sure your calendaring is effective in 

accomplishing your campaign objectives. 

Figure10.1 ae eae tO Rees ed 

fe) What is a Gantt chart? 

A Gantt chart is a horizontal chart (usually a bar chart) developed as a production control tool in 1917 by Henry L. Gantt, an 

American engineer and social scientist. Frequently used in project inanagement, a Gantt chart provides a graphical illus- 

tration of a schedule that helps to plan, coordinate and track specific tasks in a project. You can schedule a one-time tactic 

(X) or an ongoing tactic (X--X). Gantt charts may be simple versions created on graph paper or more complex automated 

versions created using project management applications such as Microsoft Project, Excel or Google Sheets. Dozens of other 

software packages are also available to help build effective Gantt charts. 

SIMPLE GANTT CHART 

Calendar: Campaign to increase blood donations 

Start date: 7/1/2024 july August September 

Weeks | 1-7 | 8-14 | 15-21 |22-28) 29-5 | 6-12 | 13-19 20-26] 27-2 3-9 | 10-16 | 17-23 | 24-30 

Public: Denver area adults, ages 18-55 

Strategy 1: Convince residents through local mass media that donating blood is safe and needed. 

Tactic: Run radio PSAs X | X 

- 
Ty 

Tactic: Letter-to-the-editor X X 

writing campaign | 8 [ | 
| [ 

Tactic: Interviews on local X X 

drive-time radio talk shows | [ , 

ba Tactic: Blood Services 

spokesperson training 
i 
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TIPS FROM THE PROS 
What peak movie and TV season can teach you about PR 

Lisa Arledge Powell, president and co-founder of MediaSource, a story-centric communications agency based 

in Columbus, Ohio, tips you off on how to use timing and placement to your advantage like a seasoned 

Hollywood executive. 

Are you a sucker for a good holiday movie? Does Netflix always seem to know exactly when you need a new show? 

You're not alone, and it’s because Hollywood is excellent at knowing how to push your buttons. 

As a PR pro, your goal is to drive great results for your company or client. So what does that have to do with mov- 

ies and TV shows? 

A massive amount of planning goes into each film and television show, and these principles can be applied to your 

work as well. Just because your team isn’t planning the launch of the newest blockbuster doesn’t mean you can’t 

learn from the approach of everyone from production companies to creators of cheesy holiday shows. 

Here are some cues you can take from Hollywood if you're looking to make a big splash. 

Maximize impact with great timing. For the film and television industry, timing is everything. Big-budget block- 

buster? Definitely a summer release. The new prestige TV show? Sunday night is the spot. 

Every media release is planned to maximize its desired impact, which depends on the goals of the production. 

For film studios, a potential award-winner should be released late in the year, when movies are much more likely 

to garner awards buzz. For streaming services like Netflix, Hulu or HBO Max, the holiday season is the time to 

push out loads of content because people have plenty of time to sit and watch. 

Hollywood is excellent at planning its launches and you should be too. If you have a piece of content ora PR 

campaign ready to go, you'll need to plan for its best possible release. This begins, as always, with strategy. By 

establishing your goals early — like a studio decides between a summer blockbuster or a winter awards contender — 

you'll be better equipped to find the right news hook, season or even day for your own announcement. 

With great timing, you can set yourself up for great success. 

Drive anticipation and create a buzz. Not getting the best response to your press releases and marketing materi- 

als? Have you considered getting an earlier start for extra impact? 

Movies, TV shows, albums and more don’t just appear out of thin air and start garnering attention. Trailers, promo 

photos and other prelaunch content appear far before the final product makes its way to your television or local theater. 

Take the latest biopic from 2022, Elvis. The movie premiered in late June, but its first trailer was released all the 

way back in February. All that anticipation has resulted in countless think pieces, trailer reviews and conversations 

about the film’s evolution since the start of its publicity. 

Whether your team is publicizing an event, a product or a broad subject, keep in mind the pawer of a campaign. 
Try to think in steps: creating a prelaunch buzz, maintaining interest and capitalizing on the big moment, what- 

ever that may be. 

Find the best home for your content. Even the best content needs a good home, and Hollywood production 
companies and streaming services are (usually) excellent at finding a great fit for their content. It’s not just about 
releasing blockbusters in the summer or feel-good Oscar bait in the winter. 
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Take 2021's big Disney+ release of the animated movie, Encanto, for example. The streaming giant had been 
receiving pushback for months for bypassing a theater premiere and pushing new content straight to their stream- 
ing platform ahead of the release of this movie. So, Disney decided to offer a 30-day exclusive theater window for 
the movie before offering it for streaming on Disney+. This effort drove early viewers of the movie to the theaters, 
who had been struggling to garner audiences since the COVID-19 pandemic, while also giving the movie the top 
spot on the company’s own streaming platform. 

How Can you emulate Hollywood? Remember the importance of your content’s ultimate home. While timing 
and capturing impact are important, sometimes a good fit can be even more crucial. If you think you can earn your 
Client better results by skipping your news hook or waiting until after a holiday to secure a great publication, it can 
be worth it to emphasize fit over timing. 

And if all else fails, finding a place where your content will be front and center (like the Disney+ streaming plat- 
form) could be the difference between a smash hit and a big disappointment. 

Contibuted by Lisa Arledge Powell. © Kendall Hunt Publishing Company. 

Interactivity is key. The sequencing of tactics should be such that you mag- 

nify, reinforce and build on other tactics within publics and across publics. 

Schedule the grade-school poster contest to conclude in time to use the win- 

ning posters in your efforts to solicit sponsorships from local businesses. Time 

your social media communication to peak when publics are getting messages 

in more formal earned media channels. 

Check for conflicts seasonally and within communities. It is difficult to com- 

pete with traditional events and efforts. The annual Oktoberfest is probably 

not the time to schedule the launch of the hospital’s new alcoholic rehab wing. 

Build on tradition and other regularly scheduled events. While you need 

to avoid conflicting events, building upon related traditions can leverage 

awareness and motivation. The beginning of a new school year might be a 

great time to launch an effort to change a habit or routine. Perhaps when 

the kids go off to school is the best time for the local library to start a parent 

readers’ circle. 

Always provide enough lead time for production and other arrangements. 

Plan for collateral material to be complete far in advance of the time it is 

needed. Make all reservations and invitations to key participants well in 

advance of the event. Doing so will leave time to reprint or rebook, if needed. 

Major conferences reserve venues years in advance. Most campaigns cannot 

be pulled off overnight. 

Plan backward from the implementation date. If the launch is in July, when 

should the media pieces be prepared and placed to support the launch? Is the 

media element a promotion or a follow-up? When should collateral material 

be completed to be available at the launch? When should your social media 

conversations start to build anticipation? When should invitations be printed 

and sent to ensure people have time to schedule it and RSVP? 

Aplanning calendar for a proposed plan simply schedules the date each tactic will 

be used. Implementation task lists, explained in the next chapter, will help you make 

’ timely preparation for each tactic. 
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MATRIX APPLIED 
Calendar 

This calendar maps out a four-month American Dental Association (ADA) campaign to decrease the incidence of 

tooth decay among elementary school children by motivating them to practice good dental hygiene. (The strategies 

and tactics shown are illustrative. An actual campaign of this type would require more tactics to accomplish mes- 

sage delivery and motivate behavior.) 
Month: Sept ih Oct Nov | Dec | 

Weeks: e203) 4-1) 258-4 1 te2 4a ez a4 

Chart to mark daily brushing 

Disposables for those who didn’t brush/floss 
Tactics: 7 

Interactive tablet app with activities for kids 

Mr. Tooth erasers 

Strategy: Motivate through class lessons on dental hygiene 

Video on how to brush/floss xX 
Tactics: 

Learning activity on hygiene 

Key Public: Parents 

Strategy: Promote through PTA 

PTA Facebook social plug-ins 

Tactics: Brochure at parent/teacher conferences 

Mailer on cumulative costs of dental work 

Strategy: Remind through take-home collateral 

Brush/floss kit sent home 
Tactics: 

“I'm a good brusher” stickers 

Key Public: Teachers 

Strategy: Motivate by providing classtuom resources 

Lesson plans on website 

F Learning activity ideas 
Tactics: 

Classroom brushing chart 

YouTube videos 

Strategy: Motivate through ADA appeal 

Dimensional mailer asking cooperation 

; Magnet with website for campaign resources/FAQs 
Tactics: 

Online survey to measure participation 

Resource website 
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Budgeting 
The budget should be considered strategically as well. The issue should not only o¢ 
be total cost, but also who will pay and how. Highly creative plans find solutions xd PARTNERSHIP 
to budgetary limitations, many of which result in greater creativity and persuasive A mutually beneficial short- 
power. Recruiting volunteers to do work that would have been a budgetary item _ or long-term cooperative 
results not only in lower cost but also in greater support and advocacy from opinion relationship to reach 
leaders in a community. Building partnerships between organizations — whether common goals. 

TIPS FROM THE PROS 
Spending your money strategically 

Judith T. Phair, APR, Fellow PRSA, president of PhairAdvantage Communications, former vice president of 

communications for the Graduate Management Admission Council and former PRSA president, tips you off on 

budgeting so your first-rate public relations programs don’t end up as exercises in “what might have been.” 

Effective budgeting is one of the most strategic things you can do to advance your department and organization — 

and your career. To be valued as a trusted adviser and counselor, a public relations professional needs to know the 

business side of the client or organization. Carefully building, justifying, maintaining and monitoring a budget is a 

critical part of strategic planning. A well-constructed budget provides a built-in method for setting expectations 

and evaluating results. Here are some things to keep in mind when crafting a financial scenario that will truly show 

return on investment and set the stage for gaining funding for future projects. 

Know the organization’s business plan. Understand the relationship of your work to key elements of the business. 

What are the top priorities, including financial priorities? 

Budget strategically. Think about why dollars will be spent, as well as how. Justify each expenditure with measur- 

able results. 

Budget realistically. Match the budget to expectations. If the organization doesn’t have the resources to meet 

its expectations, show what would be required as well as what can be done within existing boundaries. Offer 

alternative scenarios, along with a strategic analysis of what the return on investment would be with greater 

expenditures. 

Consider both direct and indirect costs. Staff labor is not “free,” nor is the use of equipment, office space and 

the like. 

Measure the return on investment. Remember, also, that the return does not need to be monetary to provide real 

value. If you invest in a program to create the climate for an effective fundraising campaign or to boost public 

support for (or against) legislation, that ultimately contributes to the organization’s bottom line. 



230 CHAPTER1O Calendaring and budgeting 

business-to-business (B2B) or corporate-to-nonprofit — often strengthens the 

credibility of the appeal. Combining with other actors ina cooperative cost-sharing 

effort provides a unity of action that is more persuasive and far-reaching than act- 

ing unilaterally. 

Even requesting small contributions from target publics (e.g., $2 admission to an 

event with the proceeds donated to a relevant local charity) can be effective. Making 

something free doesn’t always make it appealing. In fact, many people consider that 

something free may not be worth their time. Among certain publics, you are more 

likely to get attention and participation if there is some monetary investment — even 

if only small. 

MINT CASE 
Charitable giving made easy with Giving Machines 
Latter-day Saint Charities and Boncom 

Latter-day Saint Charities, a largely volunteer humanitarian organization that sponsors relief and development proj- 

ects in 195 countries and territories around the world, noticed that there was a year-over-year increase in the amount 

of charitable giving by individuals but that global humanitarian needs were still significant. Millions of children were 

still suffering from malnutrition. And millions of people were still living without clean water. Latter-day Saint Chari- 

ties works independently and in cooperation with other charitable organizations and governments. 

CORE OPPORTUNITY 

Boncom was tasked by Latter-day Saint Charities to offer an easy way for people to give back during the holiday 

season. 

BONCOM’S LATTER-DAY SAINT CHARITIES STRATEGY 

In 2017, Boncom created and launched a concept to bring giving to city streets in an unexpected way: Giving Machines. 

Giving Machines look like regular vending machines, but instead of being stocked with soda and candy, they offer 

patrons an opportunity to purchase shoes, meals, first aid kits—even chickens and sheep-that are donated through 

local and global charities to people in need around the globe. 

The Giving Machine concept was developed using the behavior change principles of gamification and social proof. 

The Giving Machines were intended to be a fun and desirable way for people to give and feel the collective impact of 

their donation. A key part of the strategy was to make the Giving Machines available during the holiday season when 

many people are focused on charity, service and gift giving. 

In the campaign’s first year, three Giving Machines located in Salt Lake City, Utah, raised over $550,000 during 

the holidays. In its second year, Boncom placed 14 Giving Machines in five U.S. cities, but with a new wrinkle-the 

machines were officially launched on Giving Tuesday, a global holiday on the Tuesday after Thanksgiving to celebrate 

and encourage generosity. In New York, the Giving Tuesday launch was included in the Lincoln Center’s annual com- 

munity Winter's Eve celebration. In other cities, the smaller Giving Tuesday kick-off events featured ribbon-cutting 

ceremonies with representatives from participating charities and members of the local communities. After just one 

month, Giving Machine donations more than tripled from the previous year, resulting in $2.3 million raised. 
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Courtesy of BonCom. 

Now in its sixth year, the campaign has placed Giving Machines in a variety of cities around the globe. With the 

global expansion, Boncom has adopted a strategy of location-specific timing. At each of the locations—including 

Manila; London; New York City; Las Vegas; Laie, Hawaii; Denver; and Salt Lake City—launch events are timed to 

coincide with relevant holiday dates. In New York City, the launch happened on Giving Tuesday; in Manila, the launch 

occurred at the start of a big shopping week. Events in Salt Lake City, Utah; Gilbert, Arizona; and London were timed 

right after the Thanksgiving holiday, when people were just starting to think about Christmas. 

RESULTS 

¢ Each event brought in significant local media coverage and even more social awareness and served as the 

launch for each location. From the 10 location launches to the end of December, earned media coverage reached 

over 9.2 million people. Social media reached an estimated global audience of more than 90 million people. 

The Giving Machines earned a Public Relations Society of America Silver Anvil in the public service category, the 

highest industry honor in the country. 

¢ The American Advertising Federation recognized the Giving Machines with a 2018 national Silver ADDY in the 

public service category, a 2019 Silver ADDY for branding elements, and a 2020 Gold ADDY in the corporate social 

responsibility ambient media category. 

* Most importantly, the Giving Machines have raised significant funds for charity in each of the six years of the 

campaign. In 2022, more than $5.8 million was raised for more than 40 local and global charities. 
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MATR 
Budget 

The school district and ADA are collaborating to improve adolescent dental hygiene. (See Matrix Applied Calendar.) 

This budget does not include the ADA's portion of the campaign; it is for the school district’s costs only. The district 

IX APPLIED 

has 10 elementary schools, a total of 200 teachers and 3,500 children. 

Key Public : Students 

Strategy: Motivate brushing/flossing through classroom activities 

Tactics: 

Tactics: 

Key Public 

Tactics: 

Tactics: 

Key Public 

Tactics: 

Tactics: 

Chart to mark daily brushing 

Detail 

Download from ADA website 

Disposables for those who didn’t brush/floss Local dentists provide 

Interactive tablet app with activities for kids Download from ADA website 

Mr. Tooth erasers 20% discount from national supplier 

Strategy: Motivate through class lessons on dental hygiene 

Video on how to brush/floss Download from ADA YouTube channel 

Learning activity on dental hygiene Download from ADA website 

: Porents 

Strategy: Promote through PTA 

PTA Facebook social plug-ins Embedded on website/blog 

Brochure at parent/teacher conferences Provided by ADA 

Mailer on cumulative costs of dental work Design, printing and mailing 

Strategy: Remind through take-home collateral 

Brush/floss kit sent home Local dentists subsidize 50% 

“I'm a good brusher” stickers Provided monthly by ADA/3 moriths 

: Teachers 

Strategy: Motivate by providing classroom resources 

Lesson plans on website Download from ADA website 

Learning activity ideas Download from ADA website 

Classroom brushing chart Download from ADA website 

YouTube videos Stream from ADA YouTube channel 

Strategy: Motivate through ADA appeal 

Dimensional mailer asking cooperation ADA designs, district prints and mails 

Magnet with website for campaign resources/FAQs ADA provides 

Online survey to measure participation Sent by ADA 

Resource website Maintained by ADA 
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Quantity Peritemcost | Total projected Sponsored credit | Actual projected 

$0.00 $0.00 $0.00 $0.00 
3,500 | $0.25 | $875.00 $875.00 $0.00 

| $0.00 $0.00 $0.00 $0.00 | 
10,500 $0.10 $1,050.00 _| $210.00 $840.00 

Strategy subtotal $1,925.00 $1,085.00 $840.00 

| $0.00 = $0.00 $0.00 $0.00 

J $0.00 $0.00 $0.00 $0.00 

Strategy subtotal | [ $0.00 $0.00 $0.00 
Public subtotal $1,925.00 $1,085.00 $840.00 

ee he ad $0.00 $0.00 $0.00 $0.00 
2,500 $0.00 $0.00 $0.00 $0.00 

7,000 $0.76 $5,320.00 $0.00 $5,320.00 

Strategy subtotal $5,320.00 $0.00 $5,320.00 

3,500 $1.50 $5,250.00 $2,625.00 $2,625.00 

10,500 $0.00 $0.00 $0.00 $0.00 _| 
Strategy subtotal $5,250.00 $2,625.00 $2,625.00 

Public subtotal $10,570.00 $2,625.00 $7,945.00 

$0.00 $0.00 $0.00 $0.00 
ail == 

$0.00 $0.00 $0.00 $0.00 
$0.00 “2 $0.00 $0.00 $0.00 4 

$0.00 $0.00 $0.00 $0.00 

Strategy subtotal $0.00 $0.00 $0.00 

200 $0.50 $100.00 $0.00 $100.00 

200 $0.00 $0.00 $0.00 $0.00 
ie $0.00 $0.00 $0.00 $0.00 

$0.00 $0.00 | $0.00 $0.00 
Strategy subtotal $100.00 $0.08 $109.00 

Public subtotal $100.00 $0.00 $100.00 Ir 
Campaign total $12,595.00 $3,710.00 $8,885.00 
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Your budget should have eight columns. This format is easy to set up in a spread- 

sheet. The first column identifies the public and strategy. The second column identi- 

fies the tactics that fall under each strategy. The third column provides a little detail 

about each tactic (e.g., 40-page, full-color brochure; two-minute YouTube video; 

custom-designed iPhone cases). The fourth column gives the quantity needed. The 

fifth column provides the cost per unit. The sixth column is the total projected cost 

for that budget item. The seventh column identifies the sponsored credit (.e., how 

much of the given tactic will be donated). The eighth column provides the actual pro- 

jected cost of each tactic (i.e., number of units times per item cost, minus sponsored 

credit equals actual projected cost). Each column is important. They show the scope 

and cost of each tactic as well as external support in terms of discounts and sponsor- 

ships. It is crucial for clients or supervisors to know how much your creativity and 

partnerships have saved. 

This format breaks the cost of your campaign down by public, strategy and tac- 

tic. You can quickly see where your resources have been allocated. It is important to 

know what it will cost to reach a particular public or to see quickly that one strategy 

is going to cost more than the rest of the campaign. Good budgeting makes it rel- 

atively easy to do a mental cost-benefit analysis to determine if each expenditure 

is worth the gain. The strategic planning process is dynamic. Proper budgeting will 

help you identify potential areas of concern. It should also help you to identify areas 

where greater creativity might be needed to do things differently and for a lower cost. 

Executives expect this kind of analysis. 

Nevertheless, don’t automatically reject a public because of cost. Be creative in 

finding ways to do what you have planned in more frugal ways, like using volunteers 

or collaborating with other organizations to share costs. Also, don’t forget to seek 

out sponsorships. Strategic partnerships and sponsorships can foster win-win rela- 

tionships and in many ways buy you influence you couldn’t afford and/or acquire on 

your own. 

Summary 
Strategic planning does not end at tactics. Your approach to calendaring and bud- 

geting must also be strategic. Tactics should be timed to gain maximum benefit from 

other tactics in the plan and from external events and annual community calendars. 

Strategic budgeting allows you to creatively manage cost while leveraging other rela- 
tionships. The calendar and budget should be just as much a part of your strategic 
and creative planning as are the other elements of the plan. 

Application case 
PEEPS® are back 
from the PEEPS® Brand and Coyne Public Relations 

For 70 years, PEEPS marshmallow chicks and bunnies have been a staple of Easter 
celebrations. However, Just Born Quality Confections, the company that makes 
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Krispy Kreme Doughnuts gives graduates their “Senior Moment” 

during pandemic 

Krispy Kreme Doughnuts and FleishmanHillard 

Like every business around the world in 2020, Krispy Kreme was figuring out how to market to customers during 

the COVID-19 pandemic. Research showed that living with the realities of the pandemic (quarantines, stay-at-home 

orders, cancellations and rapidly rising transmission statistics and deaths) was making people feel sad and isolated. 

The one thing that Krispy Kreme had to offer during these challenging times was “joy and smiles.” 

Fleishmanhillard’s social media listening and news media analysis found that people were desperate to cele- 

brate major life events and were willing to adapt in creative ways to make these celebrations possible. However, 

FleishmanHillard observed that there wasn’t much conversation about how to help high school and college seniors 

celebrate their upcoming graduation since traditional ceremonies had been canceled. The best that anyone had 

come up with was virtual commencements featuring celebrity speeches. But close analysis of the social media 

conversation showed that what graduating seniors wanted the most was a way to celebrate this major life accom- 

plishment with their friends. 

© Ben Gingell/Shutterstock.com 
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CORE OPPORTUNITY 

Krispy Kreme needed to create a way for high school and college seniors to celebrate their graduation with friends in 

a COVID-safe way that was true to its mission and the passion its customers have for Krispy Kreme Doughnuts. 

FLEISHMANHILLARD’S KRISPY KREME STRATEGY 

Krispy Kreme created a special “Graduate Dozen” ($15 value), which featured a mix of iced and filled doughnuts 

decorated with the number “2” and glazed doughnuts that had a natural “O” (i.e., doughnut hole) to honor the class 

of 2020. At the start of what the doughnut chain dubbed “Senior Week” (May 18-24), any high school or college 

senior could go to the drive through of their local Krispy Kreme wearing their cap and gown, a Class of 2020 shirt ora 

letterman jacket and get a free Graduate Dozen. 

The Silver Anvil entry for this campaign described this approach as focused on creativity and timing: “Because 

Krispy Kreme does not buy any television, radio or out-of-home advertising, the brand puts a premium on creativity 

and timeliness of PR and PR-led strategies that can generate widespread earned media coverage and social media 

engagement.” In particular, the campaign scheduled its Senior Week during the peak of the high school and college 

graduation season when news and social media attention would be focused on graduation-related stories. 

RESULTS 

The Graduate Dozen campaign was so successful that Krispy Kreme won a PRSA Silver Anvil Award of Excellence. 

And the company repeated the Graduate Dozen campaign in 2021 and 2022. 
e The 2020 Graduate Dozen campaign resulted in a 36% increase in same store sales compared to the same week 

in 2019. 

The 2020 campaign was a trend on Twitter and became the number one search on Google. 

The 2020 campaign also generated 2,300 placements and 613 million viewers/impressions in one week. 

The 2020 campaign yielded a low CPM for paid social media ads of $1.19, a decrease of 66% compared to the 

average paid social media CPM for the same year. 

PEEPS, had to shut down production and distribution in 2020 because of the 

COVID-19 pandemic. As a result, the company wasn’t able to sell PEEPS for Hallow- 

een, Christmas or Valentine’s Day. 

CORE PROBLEM 

After a nine-month hiatus, Just Born Quality Confections was ready to relaunch 

PEEPS for Easter 2021. The relaunch was scheduled to start in January and Easter 
in 2021 was on April 4, giving the company only three months to let peuple know that 
PEEPS were back. 

BACKGROUND RESEARCH 

A national survey found that people wanted to celebrate bigger and better for Easter 
2021. In addition, the pandemic inspired people to create new home-centered tra- 
ditions for their Easter celebrations from baking treats at home to playing holiday 
games with family members. 

OBJECTIVES 

* Increase awareness for PEEPS® during a shorter Easter season from January- 
April ahead of the 2021 Easter holiday. 

¢ Increase sales of PEEPS® by 5% compared to 2020. 
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PAID MEDIA 

The campaign used the following paid tactics. 
Social media advertising using Just Born’s social channels. 

EARNED MEDIA 

The campaign used the following tactics to garner coverage in consumer food, life- 
style, parenting and traditional news media outlets. 

“PEEPS® Are Back” news release 

News release announcing PEEPS’ partnership with Pepsi 
News release announcing PEEPS’ partnership with Kelloggs (Kellogg’s 
PEEPS® Cereal) 

News release announcing PEEPS’ partnership with Crocs 

News release announcing PEEPS’ partnership with HipDot makeup 

News release announcing PEEPS’ partnership with Pez 

News release announcing PEEPS’ partnership with Build-A-Bear 

News release announcing PEEPS’ partnership with 7-11 

Video MAT Feature (compilation of DIY recipes with partner Duncan Hines) 

April Fools Product Announcement (joke partnership with Green Giant to 

create a cauliflower-flavored PEEPS® bunny) 

SHARED MEDIA 

The campaign used the following tactics on Facebook, Instagram and Twitter. 

“PEEPS® Are Back” social announcement 

Instagram Live series featuring crafting and baking influencers who shared 

how they make PEEPS®-inspired Easter treats 

Organic posts highlighting PEEPS’ brand partnerships 

Organic posts featuring unique recipes that combine PEEPS with other 

brands’ products, such as Duncan Hines and Rice Krispies® 

Assume you have been hired by Coyne PR to create a strategic calendar for the 

“PEEPS® Are Back” campaign. Use the information provided in this case and princi- 

ples from this chapter to complete the following tasks regarding calendaring. 

1 What is the optimal release time for each of the “PEEPS® Are Back” campaign 

tactics? When will you get the most bang for your buck? Check for conflicts 

seasonally and within communities. Don’t compete with traditional events. 

Build on tradition and other regularly scheduled events. Find ways to insert 

your messages into conversations that you already know will be happening 

(and that relate to your campaign). Describe your ideas for how to schedule 

tactics to take advantage of timing. 

. Consider the potential for interactivity and synergy among the “PEEPS® 

Are Back” campaign tactics to drive anticipation and create a buzz. Is there 

a way to create phases or steps in the deployment of the campaign tactics 

that create a build, a buzz or a natural progression of desired communica- 

tion outcomes? Describe your ideas for how to sequence the tactics to create 

interactivity and synergy. 
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3. Create a strategic campaign calendar for the “PEEPS® Are Back” tactics in Gantt 

chart format. You can use Excel or Google Sheets to create your Gantt chart. 
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CHAPTER | 
IMPLEMENTATION AND COMMUNICATION MANAGEMENT 

“Ideas are easy. 

Implementation is hard.” 

—GUY KAWASAKI 

AMERICAN MARKETING SPECIALIST, 

AUTHOR AND VENTURE CAPITALIST 

LEARNING IMPERATIVES 

¢ Learn how to make the transition from planning 

to executing. 

Learn how to use calendars and task lists to manage the 

production and implementation of tactics. 

e 

Understand how to use budgets to manage the production 

and implementation of tactics. 

¢ Understand how to use strategy briefs to develop tactics 

with effective secondary messages. 

¢ Understand the importance of quality control, 

measurement and flexibility in the process of 

implementation. 
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he third step of the RACE model is communication. The steps of the Strategic 

Communications Matrix described in the preceding chapters have taught you 

how to create a communications plan. But carrying out the plan — actually commu- 

nicating with publics — can be more difficult than you might have expected when you 

crafted your plan. 

For example, digital agency Grow developed a campaign for footwear and apparel 

brand adidas to celebrate the brand’s 30th anniversary sponsoring the Boston 

Marathon®. The campaign’s big idea was to treat every 

runner in the April 2018 race like a legend. The exe- 

cution of this idea required the Grow team to capture 

individual footage of 30,000 runners, edit that footage 

into personalized highlight films and publish the films 

onacampaign-branded website 24 hours after the race. 

Without a doubt, this was a creative idea. But imagine 

that you are tasked with turning this idea into reality. 

Where would you start? What would you do next? How 

would you pull this off? These questions get to the core 

of implementation. They highlight the need to think 

through the personnel, technology and resources that 

are needed; the deadlines that must be met; the tasks 

that must be accomplished; and the obstacles that have 

to be overcome to bring a campaign to life. 

The Grow team relied heavily on technology to 

capture and edit the videos. A customized software program combined the unique 

RFID data from each runner’s bib with video footage captured by an on-site film 

crew. However, Murphy’s Law — anything that can go wrong will go wrong — is a 

potent force to deal with when implementing a campaign. Unexpectedly, the film 

crew members weren’t able to determine where they could place their cameras until 

the morning of the race. This development made it difficult to syne the camera foot- 

age with the RFID data. Fortunately, the team had tested the technology at other 

races before the marathon and knew how to deal with the situation. Unanticipated 

weather conditions also made the film crew’s task difficult. Race day was windy, rainy 

and cold, posing a challenge to runners and the film crew. Drew Ungvarsky, CEO and 

executive creative director of Grow, said, “Unexpectedly, the greatest challenge was 

also the greatest payoff.” The weather serendipitously helped the runners connect 

with the campaign message, “Here to Create Legend,” as they watched themselves 

on their personal highlight reels persevering through the rain and the wind. 

The adidas campaign, which resulted in 100,000 video views with a 95% comple- 

tion rate within two days of the marathon, illustrates two important considerations 

about implementation. First, execution of a plan requires translating big ideas into 
bite-sized tasks that when completed properly bring the ideas to life. Second, you 
don’t have control over everything. It’s impossible to anticipate every contingency; 
however, you need to have enough flexibility to accomplish your objectives while 
rolling with the punches. The majority of campaigns that fail do so because they had 
poor execution, not because they had bad strategy. 

This chapter will explain the essential tools for managing the implementation of 
a plan: campaign calendars and implementation task lists, a budget to track actual 
costs, strategy briefs and a quality control checklist. The calendars and task lists keep 
all strategies and tactics for each public coordinated and on schedule. The budget 
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keeps you on track financially. Strategy briefs help you check that the messages in 
your tactics are targeted to the right public and accomplish what your analysis and 
plan say they need to accomplish to reach the goal. And the quality control checklist 
ensures that tactics are error-free. 

STRATEGIC COMMUNICATIONS MATRIX 
7. IMPLEMENTATION 

Project A list of tasks required to implement each tactic. Use the tactics in the cal- 
Management endar to track all activities required in the campaign. Use the budget to help 

manage actual costs against estimates. 

Tactic Creation Use strategy briefs to align tactics with strategies. Develop secondary mes- 

sages to give credibility to the primary messages embedded in each tactic. 

Facts, testimonials, examples and stories provide the ethos, pathos and logos 

of persuasion. 

—_— 

= 
———) 

=r 

— 
— 
2) 

<= 
——— 
(=) 
—) Quality Control Best practices that guide creators and editors in producing quality content. 

Check to ensure tactics support strategies and objectives. 

Nevertheless, remember that you should complete every step of the planning — 

through evaluation criteria and tools — before you implement the plan. Once you 

have completed the plan, check its logic by laddering back through the steps of the 

matrix from the end to the beginning. Make sure the tactics are appropriate for the 

strategies. Verify that the strategies will enable you to reach your key publics. Ensure 

that the primary and secondary messages will inform or persuade your key publics 

effectively and allow you to accomplish your objectives. Check to see that the big idea 

is infused throughout your entire campaign. And, finally, confirm that all aspects of 

your plan are firmly rooted in your research and insights. Once you have completed 

and verified your plan, use the tools described in this chapter as your implementa- 

tion road map. 

Managing by calendar 
To manage a project well, you must be able to visualize the outcome in your head. 

You must be able to see how an effort comes together to communicate messages to an 

individual public and across all your publics. The Gantt chart format recommended 

- in the previous chapter for the calendar helps you see the timing and sequencing of 

tactics by public throughout the entire timeframe of the project or campaign. You 

can manage (or delegate management) by public if needed. The same format allows 
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you to identify a selected timeframe — for example, the first week of June — and con- 

sider every tactic being implemented among all publics within that time frame. It 

provides a holistic view of every tactic integrating across all publics; it displays the 

whole picture of the campaign among all publics for that timeframe. As a manage- 

ment tool, it helps you keep all the balls in the air because you visualize the entirety 

of events, but it still allows you to narrow your focus to one public as needed. 

Managing by task list | 
As mentioned in Chapter 10, implementation task lists contain detail for each tactic 

in the proposed plan. The added detail breaks down individual tactics into actionable 

tasks. You can apply the same calendaring concepts you used to create the campaign 

calendar to identify the tasks and preparation needed for each tactic in your plan 

(see Matrix Applied: Implementation task list). In essence, this approach allows you 

MATRIX-APPLIED 
implementation task list 

This implementation task list outlines the individual tasks needed to produce a video for an American Dental 

Association (ADA) campaign to decrease the incidence of tooth decay among elementary school children by motivating 

them to practice good dental hygiene. (The tasks shown are illustrative. An actual video of this type would require more 

detailed tasks to effectively guide its production.) 

Month: August 

Key Public: Students Assigned to: Jennifer 26027 928 e295 S0esimt 

Strategy: Motivate through class lessons on dental hygiene 

Tactic: Video on how to brush/floss 

Brainstorm video ideas 

Finalize video strategy brief 

Create storyboard 

Create shot list 

Secure actors and location 

Film 

Edit 

Supervisor approval 

Post 
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to create a detailed roadmap for each tactic that can help you avoid mistakes and delays. It may also reveal hidden pitfalls that could derail your efforts. 
Use the Gantt chart format to map out the production of each tactic. This for- mat allows you to see the number of tasks and the amount of time needed to com- plete each one. Use the campaign calendar to determine the delivery deadline for the tactic. Next, identify the tasks needed to complete the tactic. Then, work back- ward from the delivery deadline to schedule task completion dates. Once you know 

when each task must be completed, you can assign tasks and deadlines to the appro- 
priate members of your implementation team. You can also assign a different team 
member or supervisor to approve each task. The implementation task list will help 
you keep everyone on track. You can use project management software, like Asana, 
Basecamp or Zoho Projects, to create and manage task lists that keep everyone on 
your team up-to-date and on the same page. 

September October 
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Managing by budget 
Not only do you need to keep track of the timeline of the campaign and the timing 

of the tasks involved in creating individual tactics, but you also need to monitor 

expenses so the project doesn’t go over budget. During the action planning phase, 

you created the campaign budget using projected costs. Projected costs are your best 

estimates of what the actual costs will be during implementation. However, when 

you start to implement your campaign, you will incur costs to produce and dissemi- 

nate your tactics that may be different than what you projected. Prices tend to fluc- 

tuate causing your estimated costs to be higher or lower than the actual costs. Other 

factors can also affect your budget projections. For example, there may be unantic- 

ipated changes in sponsorship deals that could increase or decrease your financial 

ability to produce a tactic. 

You can easily convert your eight-column budget document from a planning tool 

to a project management tool by adding a ninth column to record actual costs. Adding 

this column will make it easy to compare actual costs against the projected costs for 

the entire campaign or for specific publics, strategies or tactics. Moira Alexander, a 

project management expert, author and commentator, explains that budgets should 

be revisited, reviewed and reforecasted often. She said, “Your chances of keeping a 

project on track with frequent budget review are far greater than if you forecast once 

and forget about it.” 

Tactic creation 
The process of developing communications tactics must employ creativity and inno- 

vation. The Strategic Communications Matrix provides the analytical framework 

necessary to channel creativity in the planning process. Shifting from the analytical 

TIPS FROM THE PROS 
Plan-but be ready to pivot. . . together 

Marcus Hardy, an account director at strategic communications firm Intrepid and formerly of agencies and 
Fortune 500 companies all over the world, tips you off about how sometimes tactical execution must pivot. 

Many probably still remember the classic “Friends” episode, “The One with the Cop.” 
In it, Ross purchases a new couch and recruits Rachel and Chandler (the two friends least inclined to manual labor) 

to help him heft it up multiple flights of stairs in an NYC walkup building. Ross is ready for the challenge, and has 
even diagrammed the process ahead of time. 
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But, as soon as the team reaches the point of execution, chaos ensues. Diagramming aside, the couch is far too 
big. Chandler is painfully hung out over a banister on the first turn. Rachel is doing the best she can at the rear with 
no way to see in front of her. As the trio rounds the first turn, Ross frustratedly, obnoxiously and repeatedly orders 
his friends to “PIVOT!” in a way that earns him a well-deserved “shut up, shut up, shut up!” from Chandler. 

Sometimes our well-laid strategic communications plans run into similar trouble. Whether it’s a fickle client, a 
CEO who decides to get overly hands-on, a story that winds up being a dud with the media or a social tactic that is 
rendered ineffective by an algorithm change, we must master the art of the mid-executional pivot. Here are four 
things I’ve embraced in my career to manage these pivots. 

Prose isn’t precious, but messaging is. Writing is the bread-and-butter of the communications industry, and few 
things are more gut wrenching than someone important parachuting in at the last minute and insisting on edits. 
This is where the strategy briefs taught in this textbook come in handy yet again. They help you focus on the 
message(s) and purpose of a given tactic clearly. 

Sometimes the exact structure of a sentence doesn't matter as much as the message and intent being kept, 

and it’s usually faster to quickly placate a stakeholder versus dying on the hill of every bit of copy. So, let the CEO 

meddle with the verbiage far too late in the game if they insist. Just make sure you defend the key message(s) 

you laid out in your brief so that the tactic stays true to the strategy. 

Don’t invite unforced pivots and speed bumps. Coming from someone who is typo-prone, believe me when | say 

you'll make errors in your work. This is a part of why we work in teams and why quality control is crucial. Embrace 

the controls and manage up if they seem to slow things down — because there are few feelings worse than being 

done with an executional step, and then being forced to pivot as you scramble to hit the “edit” button or to issue 

a correction. 

Generally, it’s inadvisable to send out anything externally or even to a client that hasn’t been read by another 

human, and ideally read aloud to check for tone in addition to grammar and factual accuracy. Also, hyperlinks — 

always check and ideally shorten all your links! 

Use flexible project tools and embrace transparency. |f there is anything | hope your generation of communi- 

cators achieves, it is the death of things like email-based “versioning” on documents and the dreaded “action 

items” list nobody winds up reading post-meeting. | once had a news announcement that made it to version 34 

before it was approved — unreal! When a pivot happens in the field, you often don’t have time for this type of 

back-and-forth, asymmetric communication. 

Push your teams and organizations to embrace project management tools such as Trello, Microsoft Planner 

and Notion to keep everyone on the same page and every task on-deadline and in the open for all to see. 

Additionally, use Office 365, Google Documents, Canva or similar cloud-based content creation tools to remove 

territoriality in editing, speed approvals and move faster. 

Bonus tech tip: Get handy with Excel, particularly with formulas and pivot tables. If all else fails, organizing 

and breaking down complex information in a spreadsheet might be ugly, but it almost always works. 

“Simple is smart.” This is the catchphrase of one of my first clients, NYC-based branding firm Siegel+Gale. There 

is nothing wrong with having a few complex tactics in a campaign, but having a multiplicity of simple, easily 

adaptable tactics (and simple, sharp messaging) is often a saving grace when pivots come. 

Ross tries to return his couch to the store at the end of the episode after having sawed it in half to try to get it to 

go up the stairs. Fortunately, if you're set up well with what you'll learn in this chapter, you won't have to cut your 

campaign apart when the inevitable pivot comes. 

Contibuted by Marcus Hardy. © Kendall Hunt Publishing Company. 
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es STRATEGY BRIEF 

An analytical tool that 

infuses strategic planning 

into the creation of effective 

tactics. 

on SECONDARY 

MESSAGES 

Bulleted details that 

include facts, testimonials, 

examples and all other 

information or persuasive 

arguments that support a 

public’s primary message. 

mind to the creative often causes us to lose strategic focus. So it is also necessary to 

channel creativity at the tactical level. Otherwise, the creator may lose focus on the 

public, purpose and message. 

Strategy briefs 
The secret to maintaining focus in the creative process at the tactical level is to 

employ an analytical tool used to design the content of a tactic before actually pro- 

ducing it. Strategy briefs have been devised for this purpose to supplement and 

extend the strategic planning process. Take a minute to study Figure 11.1. Strategy 

briefs are simple outlines uniquely tailored to the development of a specific tactic. 

They ask questions and contain categories of information for the strategic planner 

to complete before beginning work on the specific tool or tactic. They ensure that 

tactics will be consistent with the overall plan and that all important details are 

included in the copy or visuals. Similar to an outline used to organize and detail a 

paper or presentation, the strategy brief is an analytical piece that joins the public, 

purpose and message in a logical, persuasive fashion. 

Each strategy brief begins by identifying the key public, which must be one of the 

publics identified in the campaign plan and the public for which the strategy sup- 

ported by the specific tactic was designed. If your strategy brief begins by identifying 

a public who is not in your strategic plan, then you need to reevaluate. Either you 

neglected an important public in your plan, or you're wasting time and money on an 

unnecessary tactic. The strategy brief also states the desired action and identifies the 

key public’s self-interest as part of the appeal. 

The brief then gets specific in terms of details. Keeping in mind the public and pur- 

pose identified at the top, it asks, what are the primary and secondary messages that 

the key public needs to receive to understand and perform the desired action? These 

become the copy for your tactic and, in effect, the first draft of the communications 

tool. 

The primary messages are pulled from those you previously designed in step five 

of the matrix for the particular public you are targeting with this tactic. For each 

of the primary messages you need to communicate in this tactic, you will need to 

develop secondary messages. As shown in the Matrix Applied below and in Figure 

11.1, secondary messages are related to specific primary messages. This is the reason 

secondary messages are represented by bullet points that are nested under each pri- 

mary message. Secondary messages contain the meat, or evidence, that validate the 

information provided or the claims made in the primary messages. There are usu- 
ally far more secondary messages than primary messages. However, the format of the 
tactic will also influence the number and type of secondary messages you will need. 
For example, a news release will need more secondary messages than a billboard. 
The secondary messages contain all the facts, statistics, case studies, anecdotes, tes- 
timonials and other details that support the primary messages. Another way to think 
about secondary messages is that they provide the ethos, pathos and logus needed to 
either inform or persuade your public. 

You should develop your secondary messages with the key public you are trying to 
reach and the objective you are trying to accomplish in mind. Remember that strong 
motivational messages always tap into a public’s self-interests. Never forget that 
people don’t do what you want them to just because you ask them to do it. They must 
first become informed and then motivated. Richard Wirthlin, a world-renowned 
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Key public (brief profile including motivating self-interests): 

Secondary publics (if any): 

Action desired from public(s): 

News release’s tie to campaign big idea: 

Media contacts and email addresses: 

News hook: 

Proposed headline: 

Proposed lead: 

SEO terms (key words or phrases): 

Primary messages (two-three short statements, similar to sound bites) 

Secondary messages (bulleted supporting data, facts, examples, stories, testimonials, etc.) 

1. Primary: 

Secondary: 

2. Primary: 

Secondary: 

3. Primary: 

Secondary: 
e 

e 

Opinion leaders and how they will be used (testimonials, quotes, etc.): 

Photos/charts/graphics (if any): 

Where and when distributed: 

Additional uses after publication: 

Timeline/deadline: 

Tip: Use the strategy brief for an email news pitch to send your news release to targeted reporters, bloggers, etc. 

249 
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MATRIX APPLIED 
Strategy brief 

As part of its campaign to address the recent outbreak of bubonic plague in rural areas, the Arizona State Depart- 

ment of Health developed a strategy to raise awareness among outdoor recreationalists of the risk of plague in 

certain areas through targeted recreational venues. One of the tactics identified to implement this strategy is a 

flyer that will be distributed by park rangers and venue employees at fee stations, information booths and park 

shops and restaurants. 

Strategy brief — flyer 

Key public (brief profile including motivating self-interests): Outdoor recreationalists. This public includes all those 

who participate in outdoor recreation in Arizona’s rural areas. Most commonly at risk are middle- to upper-class men 

ages 20 to 45. Most in this group tend to feel invulnerable to risk. They are typically informed about bubonic plague 

and plague prevention but may be unaware of the current outbreak. Self-interests include enjoying nature, outdoor 

fun, health and safety. 

Action desired from public(s): Outdoor enthusiasts need to be aware of the recent plague outbreak and practice 

smart plague prevention. 

Flyer’s tie to campaign big idea: The flyer should prominently feature the campaign hashtag (#AZfightsplague), 

logos and graphics. 

Primary message (usually one short primary message, similar to a sound bite). 

Secondary messages (bulleted supporting data, facts, examples, stories, testimonials, etc.) 

1, Primary: You can have many more seasons of outdoor fun by practicing smart plague prevention. 

Secondary: 

¢ The plague has been found in rodents living in rural areas of the state. 

* To stay healthy and safe, always use insect repellent containing DEET applied to both skin and clothing 

when outdoors. 

Stay away from debris and other areas where rodents may hide. Never touch or handle wild animais 

or rodents. 

¢ Wear protective clothing as appropriate, 

* Tell your friends about the outbreak and encourage them to prevent the spread of the plague. 
* Go to www.AZfightsplague.org or follow us @AZfightsplague on Instagram or TikTok for more information. 

Opinion leaders and how they will be used (testimonials, quotes, etc.): Park rangers and venue employees at tee 
stations, information booths and park shops and restaurants will distribute the flyers. They can answer any ques- 
tions visitors may have. 

Color palette: Black and white. 
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Art: Map showing areas where bubonic plague has been detected, 

Size(s) of flyer: 8.5 x 5.5 (half page). 

Location(s) of flyer: National parks, national monuments and state parks fee stations, information booths, park 
shops and restaurants. 

Print quantity: High-quality photocopies on laser printer paper. 

Method and timing of distribution: Campaign staff will print and distribute the flyers by the end of March to ensure 
availability prior to the spring season. 

Additional uses after distribution: The flyer will be available to download as a PDF from the Campaign website as 
part of the #AZfightsplague toolkit. 

Timeline/deadline: Flyers need to be printed and distributed by the end of the month. 

market researcher and founder of Wirthlin Worldwide, advised communicators to 

“persuade through reason and motivate through emotion.” In order to do so, your 

messages must contain rational information (logos), be delivered by someone the 

key public trusts (ethos) and contain an emotional appeal (pathos) to a public’s 

self-interest. 

Your primary and secondary messages should be stated specifically enough in 

the strategy brief that another member of your campaign team, your firm or your 

department in an organization can edit and produce the communications tool with- 

out much other information. The messages contain each piece of information nec- 

essary to inform the public and motivate them to act. That means, for example, that 

you must be specific and accurate about dates and times of events you are publiciz- 

ing, provide contact information for individuals to request more information and 

include statistics when supporting logical arguments. 

After identifying the primary and secondary messages to be used in this product 

or tactic, the strategy brief requires you to list opinion leaders and how they are used 

either as part of the messages or in distributing the tactic. For example, ina brochure 

on personal hygiene for low-income parents, you might use testimonials or informa- 

tion from a recognized health care provider. You may also ask nurses at free clinics to 

distribute the brochure. Both methods use third-party influentials or opinion lead- 

ers to strengthen the appeal. 

Make sure to include specific details in your strategy brief. When the brain is in 

the analytical mode, you can determine exactly what information must be included 

to accomplish your purpose. But when the brain shifts to the creative mode, you may 

fail to include critical information in the process of creating great copy. You must 

channel your creativity by knowing the public, purpose and message, and then you 

must check the resultant creation against the strategy brief that your analytical 

‘mind created for effectiveness. 

The most frequently omitted detail in primary and secondary messages (or copy) 

is the information that provides a way for the public to do what you have asked them 
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to do. Nothing is more frustrating to people than to be persuaded to act but not be 

given the information necessary to do so. Provide a phone number to call, a website 

to get more information or specific instructions on what to do. 

Next, the strategy brief details your distribution plan. If it is a media product, 

designate each specific media channel (television or radio station, newspaper or 

blog) that will receive the tactic. Indicate the delivery method and if any follow-up 

is required. If it is a brochure or flyer, indicate how it will be distributed. If it is your 

own blog post, tell how you will direct other social media traffic to your post. 

Appendix B contains strategy briefs for several different tactics. These include 

tools like anews release, website, special event, infographic and video. Each strategy 

brief has been appropriately altered to request the specific information needed for 

that kind of tactic. Although the strategy briefs provided in this text cover a wide 

range of communications tools, you can create your own brief for any tool you wish 

to use. Before designing your own strategy briefs, make sure you understand each 

communications tool or product well enough to custom design your own briefs. 

Remember that the strategy brief is an analytical tool used to guide the development 

of creative products that will support your strategic plan. Each must contain the spe- 

cific detail that you determined was necessary to inform, persuade and motivate the 

public to action. 

The use of strategy briefs will save you time and frustration in the development of 

your tactics. You should spend more time developing your strategy briefs than creat- 

ing the actual tactics. You will find that, if you plan your strategy briefs carefully and 

TIPS FROM THE PROS 
How to make your messages sing 

Quin Monson, founding partner at Y2 Analytics (a research and analysis firm serving corporate, nonprofit, govern- 
ment and political clients) and professor of political science at Brigham Young University tips you off about the 
importance of message design and testing. 

To change attitudes and behaviors, your communication must repeat the same messages over and over. Effective 
message testing provides crucial intelligence to help you choose the most effective messages to sell your product or 
elect your candidate. 

Follow these three steps to ensure your messages are persuasive and stay aligned with research findings. 

Start with a broad list of possible messages. Use the following sources to generate your list: 
* Expert knowledge (from the client or others). 

* Previous research (from other candidates or products). 

* Focus groups or in-depth interviews (especially helpful when the product or issue is new), 
* Professional research (including opponent and competitor research). 
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Translate themes into brief messages, like sound bites. This is a challenging task that requires solid communica- 
tion skills. Unlike typical survey questions that should be neutral, your messages should present the information 
as statements of fact. Avoid false information and be careful with negative messages. While incendiary state- 
ments may be true, you may want to avoid messages that could be deeply embarrassing or strike the wrong tone. 
If the public won't use the information, don’t waste money on it. 

Here are examples of two message statements that really sang in a survey about a proposed law to legalize 
medical marijuana: 

* The proposed law makes it legal to buy 100 marijuana joints every two weeks and to have as many as 200 mari- 
juana joints in public with no limit to the amount of marijuana allowed in homes. 

* Under this proposal, marijuana could be sold in our neighborhood shopping malls, and as close as 300 feet from 
our homes and only 600 feet from our schools, parks and playgrounds. 

Always test your messages. To ensure you don’t step in something nasty or waste money on an ineffective mes- 

sage, you must test your messages before using them. Typically, this is done with a survey. But be wary of relying 

solely on what survey respondents tell you is the best or most persuasive message. Self-reported motivations for 

attitudes and behavior can be unreliable. Instead, use the change in the attitude or behavior after the messages 

are Shared to assess their effectiveness. 

The following are other ways to test your messages. 

Use focus groups before fielding a survey with your message statements to verify the language and message is 

understood as intended. After the strongest performing messages are translated into advertising, ask ques- 

tions about how images, physical characteristics of actors, tone of the delivery, music and other features affect 

how the message resonates. 

Pretest messages with individuals who fit your profile. You can do this informally and quickly if focus groups are 

too expensive. 

Run an A / B test on social media to measure message effectiveness. This is another good way to test mes- 

sages before spending all your budget. 

Contibuted by J. Quin Monson. © Kendall Hunt Publishing Company. 

completely, your communications tools will always be on target and will take less 

time and money to create. 

Once a communications product (tactic) is completed, you can use the strategy 

brief to succinctly explain your product’s purpose and use. It will demonstrate the 

quality of your planning and the strategic thought behind the development of each 

tactic. It also shows your client or manager that the product was the result of system- 

atic planning and thought. Executives will be more assured of the wisdom of com- 

mitting resources to production when products have been designed to achieve the 

purpose identified in your campaign to reach goals and objectives already established. 

Quality control 
Communicators cannot afford to make mistakes in the production and dissemina- 

tion of their tactics. Relatively simple mistakes like typos and grammatical errors can 

- damage your professional reputation and distract publics from your message. Bigger 

mistakes like factual errors, cultural insensitivity or bad messaging can turn your 

campaign into a crisis. To avoid making mistakes that might derail your strategic 
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plan, you need to create an approval process for tactics 

before they are disseminated. This means someone (or 

multiple people) other than the person who produced 

the tactic should review it before it’s made available for 

public consumption. It’s much better to catch mistakes 

before flyers are printed, emails are sent, websites are 

published or social media content is posted. As a popu- 

lar proverb states, “Measure twice, cut once.” 

Steve Goldstein, a writer for “PRNews,” explains 

that all writers have their blind spots: the grammar, 

style and usage mistakes they make consistently, some- 

times without being aware of them — like using “lead” 

when you mean “led;” misusing “their,” “there” and 

“they’re;” mixing up “effect” and “affect;” or using “it’s” 

when you should use “its.” He recommends developing 

your own quality control checklist to proof your work 

before it is published or sent to others for approval. The checklist should remind you 

to pay attention to common mistakes, such as typos and AP style, but it should also 

remind you to watch out for the specific mistakes you tend to make. You should add 

items to this list as you become aware of blind spots in your writing. You can also add 

items to the list to aid you in fact checking your work. For example, the following 

questions can help you avoid costly errors. 

¢ Are names of people and organizations spelled correctly? 

¢ Did you use the correct title for a company spokesperson? 

¢ Did you use the correct dates and times? 

e Are your quotes or summaries of quotes accurate? 

¢ Are the quotes attributed to the right people? 

¢ Did you use the correct data or statistics to back up a persuasive argument? 

Another blind spot that can keep you from producing effective tactics is the 

curse of knowledge. According to authors Chip and Dan Heath, knowledge becomes 

a curse when the person communicating an idea can’t remember what it was like 

not to know or understand the idea in the first place. This makes it difficult to com- 

municate with publics who don’t know what you know because you assume people 

know things they really don’t know. Daniel Pinker, a linguist at Harvard University, 

has written and lectured on the curse of knowledge. He explains, “It simply doesn’t 

occur to the writer that readers haven’t learned their jargon, don’t seem to know the 

intermediate steps that seem to them to be too obvious to mention, and can’t visu- 
alize a scene currently in the writer’s mind’s eye. And so the writer doesn’t bother to 
explain the jargon, or spell out the logic, or supply the concrete details — even when 
writing for professional peers.” One way to beat the curse of knowledge is to have col- 
leagues review your work and identify areas where you are making assumptions that 
need more clarity or detail. Another way to beat the curse of knowledge is to copy 
test your tactics with members of your target publics to see whether your messages 
enlighten or confuse them. 

A different tool you can use to gauge the quality of a tactic is the strategy brief 
that should have guided its creation. Strategy briefs outline the publics, purpose and 
messages for each tactic. If the tactic was created by following the strategy described 
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Commercial satellite imagery combats Russian disinformation 
Maxar Technologies 

Maxar describes itself as a space technology and intelligence company. They design and manufacture satellites 

and spacecraft components that enable internet connectivity, television service and radio reception on Earth. Their 

high-resolution imaging satellites provide the images used by a variety of map-based navigation services. Not 

surprisingly, Maxar partners with the U.S. government in providing geospatial intelligence for the country’s national 

security efforts. 

Several months before the Russian military invaded Ukraine, Maxar began releasing satellite imagery to the media 

showing the buildup of troops and equipment along the Ukrainian border. At the time, Russian officials were deny- 

ing any plans to invade, insisting that they were instead conducting routine military exercises. Shortly before the 

invasion, Russian officials said they were moving troops and equipment away from the border. 

CORE OPPORTUNITY 

Maxar’s Satellite constellation was monitoring Russia’s military operations on the Ukrainian border and was ina 

position to share images of what was actually happening on the ground with the rest of the world, demonstrating its 

commitment to sharing for the social good. 

Satellite image © Maxar Technologies. 
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MAXAR’S STRATEGY 

Prior to the buildup of Russian forces on Ukraine's border, Maxar had developed an image-sharing service that it 

called the News Bureau. Through the company’s News Bureau initiative, Maxar made much of its imagery avail- 

able to news organizations around the world to support global transparency and combat the spread of disinfor- 

mation. However, the tempo and frequency of the News Bureau’s interaction with news media accelerated in 2022 

due to the situation in Ukraine. 

Maxar had been monitoring the evolving situation in the region since Russia invaded Crimea, Ukraine, in 2014. 

Activity picked up again in early 2021 and accelerated in late 2021 as more Russian troops and equipment were 

deployed near the Ukrainian border. Maxar shared imagery of those troop movements with the news media to 

combat Russia’s disinformation about what was happening. 

The BBC ran a story on Feb. 17, 2022, that mentioned Maxar by name and used satellite images of a field hospi- 

tal, a pontoon bridge, an artillery training and an airstrip full of attack helicopters to make the case that “wide- 

scale Russian military activity persists close to Ukraine's borders, despite recent Russian claims of de-escalation 

and withdrawal.” 

Similarly, soon after the invasion began, Maxar satellites collected images on Feb. 28, 2022, of a large, 40-mile 

Russian convoy making its way toward Kyiv at the same time that the Russians were publicly insisting that they 

were pulling their forces back from the border. 

As the war unfolded, Maxar continued to provide satellite images to its news organization partners to document 

the reality and magnitude of the conflict, including evidence of potential war crimes and human rights violations 

committed by the Russian military in Ukraine. For example, in Mariupol, the city theater had become a main bomb 

shelter for civilians. It was housing more than 1,000 people. As one of Maxar’s News Bureau analysts who spoke 

Russian was looking at images of the area, he noticed that the word “children” had been painted in large, white 

Russian letters-both in the front and back of the theater so it could be seen from the sky and signal to the Rus- 

sians that this was not a military target. 

The Associated Press reported that the theater was bombed days later. When Maxar satellites collected new 

images of the location the word “children” was still visible on the ground. News reporting out of Mariupol said 

that more than 600 people were killed in the attack and Maxar images of the aftermath of the attack were 

included in the coverage. 

RESULTS 

¢ Between February 2022 through January 2023, the Maxar satellite constellation collected more than 5.1 mil- 

lion square kilometers of high-resolution satellite images over Ukraine. 

* The Maxar News Bureau produced and released more than 500 images to the news media. More than 400 

reporters joined Maxar’s distribution list. 

* More than 60,000 mentions of Maxar appeared across broadcast and online news and blogs. 

* As interest in the company increased during this time, the number of unique visitors to the company’s web- 

site increased by more than 2,200%. 

* Maxar posted its News Bureau images on Maxar social media channels and saw an increased number of fol- 
lowers and increased engagement. Followers of Maxar's Twitter account increased 74% during 2022. 

in the strategy brief, you can have confidence that it will have the intended effect 
when it is distributed to its intended audience. However, if the tactic is “off strategy,” 
meaning it isn’t tied to the strategy brief, it’s not likely to be effective and should be 
revised before it is used in the campaign. You, or those who have project oversight, 
can compare finalized strategy briefs with drafts of tactics to ensure they target the 
right public, appeal to the right self-interest, accomplish the right objectives and 
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communicate the right messages. You can also use strategy briefs to keep assigned 
content creators on task by ensuring that the distribution information on the brief 
reflects deadlines and milestones on the implementation task lists and campaign 
calendar. 

Ongoing monitoring 
and feedback 
The implementation management tools described in this chapter — the campaign 
calendar, implementation task lists, the nine-column budget, the strategy briefs 

and the quality control checklist — are the maps you use to keep your implementa- 

tion efforts on track. While these tools provide structure, accountability and dead- 

lines, implementation also requires flexibility to adapt to changing circumstances 

and unanticipated responses. Prussian military strategist Helmuth von Moltke 

described the need for flexibility this way, “No strategy survives first contact with 

the enemy.” 

When you plan the evaluation (the final step in the Strategic Communications 

Matrix), you will plan for measurement throughout the implementation phase. 

These measurements provide checkpoints for your progress toward reaching the 

objectives and goal. But what if your measurements reveal that you are not on track? 

The implementation management tools give you the flexibility to make adjust- 

ments as the plan unfolds. Changes in the timing of production or distribution of 

tactics can be addressed in the calendar and task lists. Sometimes monitoring will 

reveal a need to make fundamental changes to your plan. Adjustments to tactics 

could include tweaks to messages or changes in distribution channels. These changes 

should be reflected in the strategy briefs and will flow naturally into the tactics as 

they are created. Adjustments to the strategy might require you to go back to your 

planning documents to rework and refine your plan to get back on track. The neces- 

sary alteration may be as simple as adding or changing a single tactic or as grand as 

revamping an entire public. 

Summary 
The campaign calendar is a planning tool that becomes a management tool once 

you have begun the actual implementation of your communications plan. Use it to 

manage your efforts for each public as well as to manage the whole campaign from 

a macro perspective. Implementation task lists break tactics down into their com- 

ponent tasks and allow you to track them to completion. Strategy briefs are used 

to create and confirm that communications tactics are consistent with your over- 

all strategy. Self-generated quality control checklists remind you of the common 

grammar, style and usage mistakes you personally tend to make and should check 

‘before mass producing or distributing your tactics. Coupled with ongoing monitor- 

ing and feedback, these management tools allow for flexibility and adjustment to 

keep the plan on track. 

257 
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Exercises 
1. Select any of the plans you have prepared for the Application Cases in other 

chapters of this book. Identify a tactic from that plan and create an imple- 

mentation task list for it. Identify all of the tasks that would need to have been 

completed to produce and distribute the tactic. Be as thorough as possible. 

Create a Gantt chart that shows the order in which the tasks would need to 

have been completed. Identify deadlines for each task. 

2. Create a strategy brief for the tactic you selected to complete exercise one. 

Use the appropriate strategy brief template in Appendix B or create your own 

following the general guideline of the strategy brief templates. When you get 

to the messaging section of the strategy brief, develop secondary messages 

that support your primary messages. Think through the logistical details of 

creating the tactic. What kind of visuals or design elements will it need? How 

will it be distributed? What is the timeline for creating it? 

3. Create your own personal quality control checklist. Include common errors 

in grammar, spelling, usage and style. Identify areas where you know you are 

weak. Talk with others who are familiar with your work to help you identify 

any blind spots you might not be aware of. 

4. Review a few of your past attempts to communicate information with another 

person. You could look at personal emails and social media posts or communi- 

cations tactics you made for class or a client. Consider who you were commu- 

nicating with and try to see past your own assumptions. Did you fall victim to 

the curse of knowledge? 
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CHAPTER d 
COMMUNICATION AEASUREMEN AND EVALUATION 

“One accurate measurement 

is worth a thousand 

expert opinions.” 

—GRACE HOPPER 

COMPUTER SCIENTIST AND 

UNITED STATES NAVY REAR ADMIRAL 

LEARNING IMPERATIVES 

¢ Understand the importance of measurement and 

evaluation in demonstrating results. 

¢ Understand how to plan measurement and evaluation 

based on what you are trying to accomplish. 

e Understand how to determine evaluation criteria and the 

appropriate measurement tools. 
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3 & MEASUREMENT 
What can be observed or 

counted in a campaign. 

ver two decades ago, surveys among public relations professionals found that 

O they generally “lacked confidence to promote evaluation methods to employers 

and clients” (Watson, 2001). Lack of knowledge, lack of standards, lack of budget and 

lack of interest in measurement and evaluation seemed to be the primary reasons 

practitioners did not propose or conduct evaluation research (Macnamaia, 2015). 

Since then, the communications industry has responded to these challenges. An 

international coalition of industry associations issued the Barcelona Declaration 

of Measurement Principles. The latest version of these seven basic principles is 

shown in Figure 12.1. The Institute for Public Relations created a Measurement 

Commission andan online repository of measurement and evaluation resources. And 

the International Association for Measurement and Evaluation of Communication 

(AMEC) launched an “Interactive Evaluation Framework” to help communicators 

“prove the value of communication in an age of accountability.” 

However, research continues to show that “communication measurement prac- 

tices are still in a nascent stage” (Zerfass, Vercic, & Volk, 2017) with most commu- 

nicators measuring media and channels but neglecting to measure the impact of 

communication on organizations and publics. 

At the same time, measurement has become the watch word and “results, results, 

results” the mantra of executives. Instead of viewing an organization’s communi- 

cation as a kind of mystical intangible — intangible methods, intangible effects and 

intangible results — we must measure everything in our effort to build strong rela- 

tionships with key publics and contribute to our organization’s success. This is the 

crucial step that will finally make us strategic. 

We must be focused on what we are trying to accomplish, who we need to reach to 

achieve it, what messages will motivate them and how best to send those messages 

so they pay attention and act. Executives demand hard data measuring our results in 

each one of those key elements to success. They use data to evaluate success and to 

drive decision-making. As W. Edwards Demming, a business management scholar 

and consultant, once said, “In God we trust. All others must bring data.” 

Organizations — commercial, governmental and nonprofit — are managed to 

produce results and to accomplish their missions. Each function of the organization 

must be able to demonstrate its contribution to the accomplishment of the mission. 

The ability to prove results is critical not only for the organization but also for the 

employees doing the work. There is little reward to working daily in efforts that you 

cannot be sure are making a contribution. 

Measurement and 
evaluation models 
Measurement and evaluation of a communications campaign consists of two sepa- 
rate but related activities. The first activity is communications measurement. The 
Institute for Public Relations describes measurement as “what can be observed 
and counted of a public relations program or campaign.” In the same way that you 
use a ruler to measure the length of a physical object, you use communications mea- 
surement tools to collect data about the reach, engagement and performance of your 
communications. 
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Figurei2. 
O° Barcelona Principles 3.0 

1. Setting goals is an absolute prerequisite to communications planning, measurement and evaluation. 
2. Measurement and evaluation should identify outputs, outcomes and potential impact. 
3. Outcomes and impact should be identified for stakeholders, society and the organization. 
4. Communication measurement and evaluation should include both qualitative and quantitative analysis. 
5. Advertising Value Equivalents (AVEs) are not the value of communication. 
6. Holistic communication measurement and evaluation includes all relevant online and offline channels. 
7. Communication measurement and evaluation are rooted in integrity and transparency to drive learning 

and insights. 

Source: International Association for the Measurement and Evaluation of Communication 

The second activity is evaluation. According to the Institute for Public Relations, 

communications evaluation compares the measurements you have taken against 

“desired public relations objective[s] and the extent to which activities contributed 

value to the organization.” Comparison against some standard or criterion is at the 

heart of evaluation. For example, in a 100-meter sprint, runners’ times to complete 

the race are measured by a stopwatch in seconds and milliseconds. The criterion for 

winning the race is to have the fastest time. So, the winner is determined by com- 

paring the recorded times of the individual racers. Once the winner is declared, race 

commentators usually compare the winning runner’s time against the world record 

for that race to evaluate the winning runner’s performance in a2 historical context. 

The communication literature contains several models of evaluation. They basi- 

cally all evaluate success along three standards. The first is success that justifies the 

budget expenditure. The second is effectiveness of the program. The third is whether 

objectives were met. While these standards are all worthwhile gauges of success, put 

yourself in the position of a CEO, What are they looking for? In a word, results. 

Results may mean meeting the objectives, they may mean success that justifies 

the budget expenditure or they may mean effectively carrying out a program. But 

what we should focus on as our organization’s marketing, public relations and social 

media communications specialists is setting objectives that are measured in terms 

of results. We also need to justify budget expenditures 

in terms of results and determine program effective- 

ness in terms of results. 

AMEC developed an Integrated Evaluation Frame- 

work to help communicators implement the Barcelona 

Principles and demonstrate effectiveness. The frame- 

work outlines four levels of measurement that align 

with the four types of objectives we discussed in Chap- 

ter 5: outputs, outtakes, outcomes and impacts. When 

used in combination, they paint a complete picture of 

program effectiveness. 

* Outputs: Whether our tactics succeeded in 

delivering the right motivational messages to 

the right publics. 

-O 
on EVALUATION 

Comparison of measurement 

data against a standard or 

criterion. 
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* Outtakes: What those publics did with our messages when they received 

them. 

* Outcomes: What effect our messages had on key publics. 

¢ Impacts: The results that were achieved by the campaign. 

The first two measurement levels — outputs and outtakes — are particularly use- 

ful as tactical monitoring tools during campaign implementation. In Chapter 5, we 

suggested that you wait until this last step of the planning process to create output 

and outtake objectives. Now that you know what the tactics of your campaign will 

be, identifying which outputs and outtakes you want to measure is fairly straight- 

forward. Keep in mind that while outputs and outtakes usually are not sufficient 

to demonstrate program effectiveness on their own, they can help you make criti- 

cal adjustments to your plan during implementation so you can ultimately achieve 

your outcome and impact objectives. They can also help you make the case that your 

tactics and messages led to the outcomes and impacts your campaign was designed 

to achieve. 

The Mini Case in this chapter demonstrates how outputs, outtakes, outcomes and 

impacts can be laddered using AMEC’s Integrated Evaluation Framework to show 

the effectiveness of your campaign across all four levels of measurement. Ina similar 

way that the Awareness-Interest-Desire-Action (AIDA) funnel is used in marketing, 

AMEC’s evaluation framework can help you map out and track the journey of your 

key publics from their initial encounter with your tactics (outputs), through their 

engagement or interaction with those tactics (outtakes), to the cognitive, emotional 

or behavioral changes that result from engagement with those tactics (outcomes), to 

the publics’ changes in thoughts, feelings, opinions, beliefs or behaviors (impacts). 

Simply stated, outputs are measurements of a communications plan’s tactics. 

Output measurements typically include the number of tactics distributed, events held 

or materials produced, as well as reach, share of voice, mentions, tone of coverage and 

message inclusion on social or earned media channels (e.g., media impressions). 

Outtakes are measurements of message reception. They measure whether your 

messages made it through the selective perception and retention filters of target 

publics. Measuring outtakes allows communicators to determine the effective- 

ness of their tactics in breaking through the media clutter and capturing attention. 

Some outtakes are relatively easy to measure because they focus on the engagement 

(e.g., views, clicks, shares and downloads) of your key publics with digital messages. 

However, outtakes can also include non-digital takeaways for key publics (e.g., mes- 

sage recall, awareness, understanding and retention) that may be more difficult to 

measure, but more valuable to know. 

Both outputs and outtakes are necessary precursors to the next two measurement 

categories — outcomes and impacts. Both of these measurement categories are used 
to determine the results of a campaign on publics and organizations. Outcomes mea- 
sure the effect of messages on key publics. The Institute for Public Relations describes 
outcomes as “more macro and often more perceptual in nature.” In other words, out- 
comes try to measure if our communications efforts had an effect on the way mem- 
bers of our key public think, feel, believe or behave. While influencing behavior is the 
ultimate goal of strategic communications, often changes in awareness, beliefs, values 
and attitudes are necessary precursors to changing or reinforcing desired behaviors. 

Impacts measure the effect of a communications campaign on core busi- 
ness objectives. This type of evaluation is used to figure out the extent to which 
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TIPS FROM THE PROS 
Telling your measurement story 

Emily Peet, director of research & analytics at EvolveMKD tips you off on communicating measurement results 
with your clients and colleagues. 

As researchers and communicators, it’s our role to measure the results of our communications efforts for our clients 
or colleagues. But data and results without effective storytelling are meaningless to non-researchers. As important 
as measuring our results is our responsibility to translate those results in a way that arms decision makers with the 

information they need to make smart strategic decisions and drive continuous improvement over time. 

Here are three things to consider when choosing how to share results with your audience. 

Put yourself in the decision maker’s shoes. Your role is to give them the information they need to act on the 

results. Try to anticipate how they will use results, what questions they might ask and what’s in it for them. 

Understand that not all executives are data-savvy, so you'll need to consider what context they'll need to make 

sense of the numbers. 

So what?! A good report should answer the question “why does this matter” and provide recommendations and next 
” steps, especially along the lines of “what worked,” “what did not work” and “what we could improve on in the future. 

Everyone loves a good story. Talking about data at length can be a quick way to lose the interest of your audience. 

Try framing your results as a story, starting with outputs and moving to impact in a way that reads something like: 

“Our objective was to move the needle on this outcome, X to Y. To accomplish this, we undertook the following com- 

munications activities (outputs), which reached this many people among our target audience (outtakes). As a result 

our target audience changed in this way (outcomes) and we are closer to realizing Z business objective (impact).” 

© Emily Peet. Reprinted by permisison. 

communications efforts had a positive impact on performance indicators that are 

important to the overall organization. These indicators may include reputation, 

relationships, sales or donations. These measurement categories are particularly 

important because evaluation that does not measure end results simply cannot 

stand the test of today’s organizational managers. And communications profession- 

als who cannot demonstrate that their efforts produce the desired outcomes within 

acceptable expenditures are themselves expendable. 

Evaluation is actually relatively easy if it is planned from the beginning of a cam- 

paign using the Strategic Communications Matrix. Good evaluation owes a lot to 

good objectives. If the objectives are written as outputs, outtakes or outcomes that 

must be accomplished to reach the goal, then the evaluation will be results-oriented. 

Two steps must be considered in evaluating any plan. First, by what criteria should 

“we judge success (or what are the benchmark metrics that we will evaluate against)? 

Second, what are the best tools to collect the measurements that will allow us to 

evaluate success? 
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STRATEGIC COMMUNICATIONS MATRIX 
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needed to assess whether 

evaluation criteria were met. 

8. EVALUATION CRITERIA AND MEASUREMENT TOOLS 

Evaluation Specific and measurable results taken from each of the objectives. Focus on 
Criteria outputs, outtakes, outcomes and impacts. 

Measurement The methodologies needed to gather the data for the evaluation criteria. 

Tools These tools must be included in the objectives and in the calendar and budget. 

Evaluation criteria 
It is particularly important in this era of “big data” to set clear objectives that outline 

the metrics that will guide our measurement efforts and that will define the evalua- 

tion criteria by which we will gauge our success. One of the best ways to make sense 

of the never-ending sea of data that surrounds us is to clearly define success in terms 

of specific, measurable objectives so it becomes clear what data is relevant for mea- 

surement and evaluation. This approach will enable you to “measure what matters,” 

a mantra of Katie Delahaye Paine, a public relations measurement and evaluation 

expert, consultant and author. 

Evaluation criteria are automatically determined when objectives are set. 

Objectives are designed to provide direction to planning and to identify the results 

that define success. Clients and managers will judge success by the criteria (objec- 

tives) you have set. In this step of your plan, restate your objectives in terms of success, 

and designate an appropriate measurement tool to measure each one, including a 

date for the measurement to be made. For example, if one of your objectives is to 

increase name recognition of your client from 30% to 80%, the metric for success 

would be written, “Achieve 80% name recognition of the client’s name among key 

publics by June 30, 2024, as measured by an online survey.” 

The successful achievement of all campaign objectives should result in the 

accomplishment of the goal, which may or may not be directly measurable. If you 

have followed the communications matrix, accomplishing the overall goal will sig- 

nify to management that you have achieved success in all three standards identified 

above. You can justify the expenditure because you reached your goal within the 

proposed budget. You demonstrate effectiveness because your strategies and tac- 
tics combined to accomplish the goal. And, you met the campaign objectives, which 
resulted in the accomplishment of the goal. 

Make sure to establish meaningful criteria of success. The communications 
industry has published a variety of resources to help you understand and choose 
appropriate evaluation criteria. For example, the Institute for Public Relations pub- 
lishes definitions of metrics and methods in its online “Dictionary of Public Relations 
Measurement and Research.” The Paine Publishing website aggregates resources 
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on measurement standards and best practices. Also, AMEC’s social media-spe- 
cific evaluation framework guides communicators through measurement criteria 
needed to evaluate every stage of the marketing funnel. This integrated approach 
to measurement is becoming increasingly common as communicators use a com- 
bination of paid, earned, shared and owned media tactics to reach publics. 

In addition to evaluating program results (i.e., outcomes and impacts), you 
should look at the effectiveness of different parts of your plan, including how well 
strategies and tactics performed (i.e., outtakes). Always keep in mind that message 
exposure doesn’t mean message receipt. Remember that behavior is the ultimate 
measure. 

You should also evaluate your own performance: your professionalism, creativ- 
ity and ability to direct or implement a communications effort (i.e., outputs). You 
can add evaluation factors that specifically address your success and effectiveness 

in community relations, media relations or some other skill area. While media 

placement is not a measure of whether a public received and acted upon a message, 

it is still a factor to be evaluated within the context of effective strategies and tactics. 

Only through honest self-evaluation will you improve your skills. What did you 

do well? What could you have done better? Where do you need more training or 

experience? These are primarily internal measures and do not usually become part 

of the formal campaign put together using the Strategic Communications Matrix. 

But they are, nonetheless, important. Converting your objectives to evaluation 

criteria is your primary evaluation of results. Additional criteria that address your 

team’s specific capability and expertise are highly useful secondary criteria to mea- 

sure your effectiveness and improve your performance. 

Measurement tools 
Each objective must be converted to an evaluation criterion or metric, and each 

criterion must be measurable by a measurement tool. Measurement tools are 

essentially research, or data gathering, tools. They are the same kinds of method- 

ologies used in the research stage of the matrix, but they focus on collecting data 

related to the activities of your communications campaign. They include website 

data, social media data, search data, content analysis of news coverage, surveys 

of key publics, and behavioral data, such as sales volume, vote counts, dollars 

raised or saved, and legislative bills passed or failed. As stated in the Barcelona 

Principles, the rules of research apply in measurement and evaluation. Sound 

methodology will not only give you credibility but also reliable and valid data on 

which to base future efforts. 

Typically, evaluation measurements require a benchmark measurement before 

the program begins, during the program or both. Without adequate planning for 

the evaluation process, the benchmarks are often not taken before the campaign 

starts, resulting in no data for comparison. Unless you know where you started, you 

cannot determine how far you’ve come. 

Although measurement tools are essentially the same as research methods, 

‘many research organizations have specialized in measurement and evaluation ser- 

vices. It would be wise to access the websites and newsletters on evaluation and 

measurement produced by specialty firms like Paine Publishing or Cision. While 

267 
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MINT CASE 
Global Development Bank: 

Connecting communications to climate change 

from EvolveMKD and Rockland Dutton Research ce Consulting 

The Global Development Bank (GDB) is an international organization whose mission is to create a prosperous, equita- 

ble and sustainable world while maintaining its mission to eradicate poverty. To achieve this, the GDB funds projects 

in developing nations across a multitude of sectors including climate change, education, food security, trade and 

agriculture. 

MEASUREMENT AND EVALUATION PROBLEM 

The GDB needed a way to measure and evaluate the impact of its communications activities to support the bank’s 

mission and performance, particularly among certain initiatives such as climate change where the intended out- 

comes and impact are difficult to quantify. 

MEASUREMENT AND EVALUATION SOLUTION 

The GDB developed a framework to establish a consistent communications measurement and evaluation practice 

across the organization. The figure below visualizes the construct of the framework starting at the bottom, laddering 

communications outputs that drive outtakes, that create changes in understanding, trust, leadership and advocacy 

(outcomes) among target audiences. Ultimately, the outcomes enable the delivery of the communication goals that 

support the Global Development Bank’s mission (impacts). 

GDB ORGANIZATIONAL MISSION: 
MISSION 

Reduce poverty and create a prosperous, equitable and sustainable world 

} 
4. IMPACT COMMUNICATION GOALS 

} 
3. OUTCOMES UNDERSTANDING TRUST LEADERSHIP ADVOCACY 

f 
2. OUTTAKES 

f 
1. OUTPUTS 

* Online engagements * Web traffic * Downloads 

¢ Event attendance ¢ Message penetration * Newsletter signups 

* Social Media * Press * Meetings 

¢ Media articles ¢ Events * Website 
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The framework identified four specific elements where communicators could set objectives for their upcoming 
climate change campaign in South Asian countries. 

Outputs were defined as communications activities ranging from social media Campaigns, events and articles in 
the media, to high-level meetings with foreign policy leaders and lobbying/activism. 
Outtakes were defined as online engagements, event attendance, web traffic, key message penetration, down- 
loads of GDB research and more. Examples of specific outtake objectives included: 

* Securing a 40% share of voice from the bank on climate change issues in South Asian media by year end. 
* Having 25% of those who visit the climate change website represent South Asian countries by year end. 

* Increasing social media engagements by South Asian policy makers by 10% by year end. 

Outcomes measures were established to measure audience changes in four overarching areas. 

¢ Understanding: The target audience understands or is aware of how the GDB contributes to reducing the 

effect of climate change in the area. 

* Trust: The target audience views the GDB as a trusted partner who will do what is right for the region. 

¢ Leadership: The target audience sees the GDB as a leader on the issue of climate change. 

¢ Advocacy: Top policy makers’ actions are influenced by the GDB in support of the projects being undertaken. 

The Global Development Bank used their existing survey deployed in all the countries in which they work to mea- 

sure the change in policy makers’ opinions as a result of communications outputs. 

Impact measures were derived from the organizational mission, which is ultimately too broad to attribute to com- 

munications alone. Instead, the GDB established a series of communication goals that were specific to the climate 

change campaign, while laddering up to the broad organizational priorities. Goals included: 

¢ Securing political support for the GDB’s climate change initiatives. 

¢ Influencing policy designed to mitigate damage to natural resources. 

¢ Establishing the GDB as a leader in research and policy on the issue of climate change. 

RESULTS 

The objective of the climate change campaign was to influence policy makers in South Asia to support the bank's 

project to reduce ocean plastics in the region. To accomplish this, the GDB organized several meetings with key 

policy makers, ran a social media campaign, and secured top-tier media coverage, reaching 15 policy makers and over 

300,000 civilians. As a result, 95% of policy makers surveyed said that they plan to support the GDB’s ocean plastic 

project both publicly and financially. 

evaluation tools for some objectives may be obvious, others may require complicated 

formulas that would, for example, combine measures of sales, media placements and 

social media referrals in some kind of sliding scale that measures the effect of com- 

munications, marketing and customer engagement on product sales. 

Clearly articulated measurement tools must include the source of information 

and how it will be obtained. Include all necessary tasks when describing the eval- 

uation tool for each criterion. Use the example in this chapter’s Matrix Applied as 

a guide to construct measurement tools that show results against previously estab- 

lished benchmarks. 

Adding measurement tools to calendars and budgets 

- The evaluation process necessitates reviewing your calendar and budget to ensure 

that all measurement tools are scheduled and costs estimated. You can designate 

a separate section of the calendar and budget to specifically address the planned 
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MATRIX APPLIED 
Evaluation criteria and measurement tools 

A regional banking institution's research shows that while the public perceives it is financially strong, well-managed 

and safe, brand loyalty even in the financial industry is dependent upon perceptions of the quality of customer 

service and the involvement of the organization in its local communities. The bank implemented a campaign high- 

lighting community relations efforts and improved customer service. It had four objectives, each of which became 

an evaluation criterion to measure success. 

Objective one: |mprove the bank's overall customer service ratings from 4.8 on a seven-point scale to 5.8 within six 

months (21% increase). 

Evaluation criterion (outcome) 

Customer service ratings are 5.8 or higher on June 1, 2024 (six months after the campaign begins). 

Measurement tool 

Use the bank’s automated email survey system to measure customer satisfaction ratings two weeks before and 

two weeks after June 1, 2024, and take the aggregate score. As an additional step, monitor monthly customer 

satisfaction scores to gauge the progress during the campaign. 

Objective two: |mprove the public perception of the bank as customer service-oriented from 40% using that descrip- 

tor to 60% using that descriptor within one year (50% increase). 

Evaluation criterion (outcome) 

Sixty percent of customers will feel the bank is customer service-oriented on January 1, 2025 (one year after the 

campaign begins). 

Measurement tool 

Replicate the values perception survey upon which the campaign was built in June 2024 to measure progress 

toward the objective and the first week of January 2025 to determine if the objective was met. 

Objective three: Raise awareness of the bank’s local contributions to the community to 60% within six months. 

Evaluation criterion (outcome) 

Sixty percent of residents will know about at least one of the bank's contributions to the community on June 1, 2024. 

Measurement tool 

Add an unaided recall question to the values perception survey upon which the campaign was built. Determine 

progress toward the objective with the interim survey in June 2024 and a final survey the first week of January 2025. 

Objective four: Maintain a 94% customer retention rate during 2024 and a 95% retention rate for the four years after 
that (through 2028). 

Evaluation criterion (outcome) 

The bank loses less than 6% of its current customers in 2024 and less than 5% of its customer base each year 
from 2025 through 2028. 

Measurernent tool 

Use the bank's customer records to determine what percent of current customers remain each year. The number of 
customers on the first day of January each year will serve as the benchmark. 
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measurement. A wiser choice might be to include measurement as part of the 
planned strategies and tactics for each public. Only with this kind of planning can 
you ensure that appropriate benchmark research is done in the beginning and 
throughout the campaign to compare with evaluation research. It also enables you 
to incorporate appropriate measurement and evaluation in the detailed planning 
for tactics. For example, if you need to measure the number of attendees at events 
or traffic to a blog, you will build into the tactic a method for tracking those num- 
bers. Trying to guesstimate such figures later only causes your evaluation to be 
inadequate and your claim to success suspect. Finally, including the measurement 
tools in the calendar and budget for each public ensures that funding is available 
for this critical function. 

Summary 
Communications and marketing professionals cannot expect to be taken seriously 

unless they positively demonstrate the results of their efforts. Measuring the effec- 

tiveness of communications efforts can be a straightforward process if you use the 

Strategic Communications Matrix. The matrix focuses your efforts to set objectives 

that are the outcomes which will combine to reach the overall goal. Evaluation of 

the objectives should be as strategic a function as any part of the process. Objectives 

become the evaluation criteria or metrics and must meet the highest standards of 

measurement. Effective planning will also include determining how to evaluate the 

effectiveness of specific strategies and tactics as well as your own performance. 

Tools for measuring success are basically the same as the methodologies used in 

research. Nevertheless, many professional research firms now specialize in evalua- 

tive research and can design specific tools for your needs. Make sure to include the 

measurement tools needed in the calendar and budget for each public so this critical 

process is not overlooked. 

Application case 
Alaska Airlines Next-Level Care 
from Alaska Airlines with C+C and Mekanism 

CORE OPPORTUNITY 

The COVID-19 pandemic took a heavy toll on the airline industry. According to the 

U.S. Government Accountability Office, there were 96% fewer passengers flying in 

April 2020 than the previous year. This meant that airlines like Alaska had to ease 

traveler’s fears about contracting COVID-19 on airplanes if they wanted to keep 

their customers in the air. 

BACKGROUND RESEARCH 

‘Research found that 74% of Americans were nervous about flying and that 92% 

of employers had canceled or postponed business travel. However, government, 

271 
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TIPS FROM THE PROS 
Measurement beyond impressions 

Alessandra Simkin, Erin Graves, Shalon (Roth) Kerr and Andrea Roley, seasoned healthcare communication pros, 

tip you off on how to make measurement more impressive than just impressions. 

The most effective public relations pros agree measurement is more than impressions, and yet clients and leader- 

ship keep requesting those numbers anyway. How can you show stakeholders that taking PR measurement beyond 

impressions helps to better celebrate success — while also providing greater insight into opportunities for improve- 

ment? Below are five steps that we recommend to help make measurement frameworks more impressive than 

mere impressions. 

Define your client(s). By “client,” we mean anyone who matters to you. Who do you need to dazzle? Who is your 

immediate client — and who are their clients? Your immediate clients should be obvious, but you might need to 

dig a little to discover who they’re trying to impress. Maybe it’s their boss, for instance. There are always main 

clients if you're on the agency side of the business, and oftentimes marketing colleagues if you’re in-house. They 

could also be sales teams, C-level executives or board members who influence the role of public relations at an 

organization’s macro level. 

Determine what your client wants out of their metrics. Clients have different business challenges and opportuni- 

ties, but what they want is never to merely secure social media impressions. Whether they want to find new ways 

to build global consumer brands in the United States; ensure that patients, news media and investors understand 

the findings of an important clinical program; or challenge public perceptions about a complicated societal issue, 

we have to learn why clients want to use public relations to solve the challenges they face, By digging into the 

client’s business challenges and asking specific questions at the outset, we can help them think more about base- 

line measurements that will make measuring at the end of the program much stronger and more helpful. 

Ensure your plan addresses your client’s challenges, and then measure it. |t's obvious that counting campaign 

impressions doesn't help clients show their bosses how public relations helps achieve the organization's goals. 

So the question becomes: What metrics will demonstrate the value of public relations? In one trend we've seen, 

clients are looking for PR programs that support sales goals. When assembling a plan, think about metrics that 

will show the client how PR addresses their actual business challenges, and how you will collect baseline and 

post-campaign data. 

Sell it. Plans that directly address business challenges have helped us avoid being asked to include ad-equivalency 

metrics in our recap decks. If you still get that question anyway, explain your rationale for including those addi- 
tional metrics. Educate your client about other metrics to consider, such as tonality and share of voice. Be clear 

about metrics that will be more challenging to capture and explain proxies that could be used instead. 

Celebrate your measurements. When you define your client(s) in the first step, also take time to consider how 
you may need to present measurement data differently for each client's particular needs. For example, a com- 
munications client may be interested in the volume of media coverage and message pull-through (maybe even 
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impressions). And while a marketing client will be more interested in lead-generation indicators, a sales client will 
want to know if customers noticed. In addition to celebrating what worked, some clients may want to understand 
what didn’t work and why. Think of ways to create productive dialogues around information and how to improve 
recommendations for the next time. 

Ultimately, to make your PR measurements more impressive than impressions, take time at the beginning to map 
out who asked for support and why. Use our step-by-step approach to identify metrics that matter, manage expecta- 
tions and find proxies for metrics that are trickier to track. 

© Alessandra Simkin, Erin Graves, Shalon (Roth) Kerr and Andrea Roley. Reprinted by permission. The original, unabridged version of this article is available on 
PRsay, PRSA's blog at http://prsay.prsa.org/2019/10/11/5 -steps-to-make-your-pr-measurement-more-impressive-than-just-impressions/. 

academic and industry research found a significantly low risk for contracting 

COVID-19 from the air on an airplane, especially when all of the passengers wore 

masks. 

COMMUNICATION GOAL AND OBJECTIVES 

To educate the public on travel safety and help guests feel comfortable flying again. 

Objective 1: Earn national recognition as the safest U.S. carrier to fly. 

Objective 2: Place the Next-Level Care program and policies in 250 national 

media stories, 100 trade stories and 1,500 stories in key markets, and garner at 

least 2.5 billion impressions from program launch through the end of the year. 

Objective 3: Drive positive brand awareness and understanding of airline safety 

with a content package on Alaska’s owned channels garnering at least 35,000 

views. 

STRATEGIES AND TACTICS 

e Press event for the launch of Next-Level Care: An initiative of 100 measures 

that Alaska Airlines was taking “to enhance the safety and well-being of 

guests.” 

¢ Blog post on Alaska Airlines’ website “debunking myths and outlining how air 

travels through the cabin.” 

¢ Animated graphic about how cabin air is cleaned on Alaska Airline’s social 

media and in-flight video screens. 

¢ B-roll for new media about Alaska Airlines president traveling to Hawaii 

(which had a 14-day quarantine for people without a negative COVID-19 test) 

and going through COVID testing and preclearance processes. 

¢ “Safety Dance” ad that highlights Alaska Airlines efforts to keep travelers safe 

during the pandemic. The actors in the ad were all Alaska Airlines employees. 

This story was pitched to national media. 

Assume you have been hired by Alaska Airlines to measure and evaluate their strate- 

gic communications campaign. Use the information provided in this case and prin- 

ciples from this chapter to complete the following tasks regarding measurement and 

- evaluation. 

1. Identify the evaluation criteria in each objective. 
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2. Determine what type of measurement will be needed for each objective: out- 

put, outtake, outcome or impact. 

3. Identify the appropriate evaluation tool needed to measure each of the 

objectives. 

4. Create a measurement and evaluation plan that describes how you would use 

each tool to collect the data needed to determine whether or not the evalua- 

tion criteria were met, not met or exceeded. 

5. Compare your measurement and evaluation plan with the strategies and tac- 

tics used in the campaign. Does your measurement and evaluation plan allow 

you to assess the effectiveness of the strategies and tactics in achieving cam- 

paign success? What works well? What might be missing from the measure- 

ment and evaluation plan? 
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CHAPTER d 
PRESENTATIONS “7 

“The ability to present is probably 

the number one skill lacking 

today. If you can’t present well, 

youre not going to move up in the 

company.” 

—CINDY PETERSON 
FOUNDER OF PRESENTATIONS FOR RESULTS, 

A COACHING AND CONSULTING FIRM 

LEARNING IMPERATIVES 

¢ Understand how to create and give a presentation that 

achieves positive results. 

¢ Understand that a presentation does more than sell an 

idea — it convinces the client of your ability to implement 

that idea. 
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early all of today’s practitioners would admit to losing a client to someone else, 

N not with a better idea or plan, but simply with a better presentation. Most deci- 

sions, whether to fund an in-house corporate campaign or to outsource work, are based 

more on a presentation than on substance. In fact, more often than firms would care to 

admit, agencies are selected based on their presentation and then asked to implement 

not their own proposal, but someone else’s idea. This reality has led to firms actually 

copyrighting their proposals to prevent ideas from being taken without compensation. 

The problem is, you can’t copyright ideas — only the tangible or recorded expression of 

them. So shady business people simply find another way to “express” your idea. 

Why would an executive like someone’s idea but not choose them to implement 

it? The simple answer: presentation. You cannot view a presentation as simply giv- 

ing the substance of your idea or proposal. A presentation is a visual and personal 

demonstration of your capability, personality, capacity and creativity. It must inspire 

confidence and create chemistry between you and a potential client or executive. 

Following a strategic 
communications approach 

The reality of today’s business environment is that few 

executives have the time or patience to read lengthy 

reports or proposals. Hopefully someone on the project 

team will read the entire proposal or communications 

plan, but that cannot be guaranteed. The only two prob- 

able points of exposure to your plans, campaigns or 

ideas are the executive summary and the client presen- 

tation. If these are engaging and to the point, an execu- 

tive might take the time to look deeper into your plan. If 

not, you will lose their attention and support. 

The key to the success of both an executive summary 

and a presentation is the strategic communications 

approach. Your goal is to grab the audience’s attention and convince them to not just 

adopt your proposal, but to let you implement it. With that goal in mind and specific 

objectives to support it, analyze the public(s) to be addressed, your relationship with 

them and their motivating self-interests. Then design your executive summary and 

presentation to deliver those messages and lead your audience — perhaps only one 

key decision maker — to the conclusions you want them to reach. Remember you 

aren’t just selling your idea; you are selling your creativity and ability to implement 

that idea better than anyone else. You must appeal directly to the presentation par- 

ticipants’ self-interests, creating a personal connection or chemistry and inspiring 

confidence in you. Weaving in the influence of opinion leaders may also be useful. 

Selecting the appropriate type of presentation 
One of the strategic decisions you will need to make is choosing the type of presenta- 
tion youre going to give. You should base this decision on what you know about the 
audience and what they expect from the presentation. For instance, is the audience 
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TIPS FROM THE PROS 
Overcoming presentation anxiety 

Lenny Laskowski, president of LJL Seminars, international professional speaker and author of the best-selling 
book, “10 Days to More Confident Public Speaking,” tips you off on how to keep those nerves in check. 

The majority of speaking anxiety comes from nervousness. | employ a variety of physical and mental techniques to 
calm nerves. 

PHYSICAL TECHNIQUES 

Take a brisk walk before you speak. Physical activity will loosen up your entire body and get your blood circulating. If 

you are speaking in a large hotel, as | often do, take a walk around the hotel and burn off some nervous energy. Just 

don't get lost and keep an eye on the time. 

Loosen up your arms and hands. While sitting in your seat before you speak, dangle your arms at your sides — letting 

blood flow to the tips of your fingers. When blood flow is directed away from your skin, fingers and toes, you often 

feel a tingling sensation, and your skin may begin to look pale and feel cold. Dangling your arms and hands reestab- 

lishes blood flow; you will start to feel better and more relaxed. Also while sitting, turn your wrists and shake your 

fingers to force the blood to flow to your hands and fingers. 

Don’t sit with your legs crossed. Stand up well in advance of being introduced and walk around so the blood flows in 

your legs. This will also prevent leg cramping when you first stand. Scrunch your toes. But be careful not to scrunch 

so tightly that you get a cramp. 

Loosen up your facial muscles. Wiggle your jaw back and forth gently. Yawn (politely, of course). Use deep-breathing 

exercises. 

MENTAL TECHNIQUES 

Prepare and rehearse. This is the single-most important thing you can do. 

Visualize success. Think “success” using visualization techniques. Visualize the audience applauding you when you 

are done. 

Be natural but enthusiastic. 

Be personal. Be conversational, and include some personal stories during your speech. 

Focus on your message, not on your nervousness. 
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looking for a motivational message or deep dive into your research findings? Is the 

audience expecting you and your team to present for the entire time? Or do they 

want to have a conversation as the presentation unfolds? In addition, you will need 

to consider the situation. Is this a formal or informal occasion? How many people 

will be in the audience? How will the meeting room be set up? What type of technol- 

ogy will be available? The more you learn about the audience and the situation, the 

more you can make an informed choice about the type of presentation that will help 

you accomplish your goals and objectives. 

There are four types of presentations that strategic communicators are commonly 

asked to give. Each is described in detail below to help you decide which one is the 

best fit for your needs. 

“TED-like” presentation. You are probably familiar with technology, entertain- 

ment and design or TED Talks. These are short talks given in front of large 

audiences at the annual TED conference. They rely heavily on attention-grab- 

bing visuals and engaging storytelling to get people excited about an idea. This 

type of presentation can be used in a business setting where little interaction 

with the audience is expected but audience members need inspiration or 

motivation. According to Carmine Gallo, a senior contributor at “Forbes,” you 

can create your own TED -like presentation by using “entertaining, humorous 

and insightful stories,” avoiding bullet points, combining attractive pictures 

with text, showing video clips and surprising your audience. A well-known 

example of using the element of surprise was Bill Gates releasing mosquitoes 

on stage during his TED Talk about malaria in developing countries. Gallo also 

suggests rehearsing your presentation until you can present it as smoothly as 

an actual TED Talk speaker. 

Persuasive presentation. This is the standard type of presentation in a business 

setting. It’s usually accompanied by slides that present information in cate- 

gories, use visuals to make information easily digestible and rely on text to 

make important arguments. The IESE Business School shared the following 

structure for a persuasive presentation: 

¢ Grab the audience’s attention. 

¢ Tell your audience in one sentence what the presentation is about. 

¢ Outline the main points of your argument. 

¢ Support each of your main points by highlighting the benefits, not the 

features. 

¢ Summarize your argument in one sentence and give the audience a call to 
action. 

After putting together a draft of your presentation, you can follow the advice 

shared by author Dorie Clark in a “Harvard Business Review” article to make 
sure it’s actually going to be persuasive. She suggested asking six questions 
about your persuasive strategy. 

¢ What problem are you solving? 

¢ Why is solving this problem important now? 

¢ How have you verified your idea? 

* How can you simplify and clarify the information you are presenting? 
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* Have you incorporated any stories or examples in addition to facts and 
figures? 

¢ Have you included a call to action? 

Research presentation. Research presentations are data heavy and provide 
detailed information about research findings. Often, they use data visualiza- 
tion strategies to help the audience quickly understand complex data. Usually 
these take the form of charts and graphs. Also, they logically connect the find- 
ings to actionable insights and recommendations. Research presentations can 
be shared with and understood by people who were not at the presentation 
without much additional explanation. Nancy Duarte, an author and expert 
on persuasive presentations, coined a term for this type of presentation: 
slidedocs, or “visual documents developed in presentation software that are 

intended to be read and referenced instead of projected.” You can find more 

information about how to create effective slidedocs for your research presen- 

tations at www.duarte.com/slidedocs/. 
Pitch deck. A pitch deck usually consists of a limited number of slides that are 

framed around a big idea. The slides rely on visuals to capture the audience’s 

attention and communicate information quickly. Pitch decks are used to 

sell new ideas to management or clients. Alejandro Cremades, a “Forbes” 

contributor, identified three important aspects of this type of presentation. 

First, the pitch must be clear and simple. Second, it must be compelling. And 

third, it must be easy to act on. Aaron Lee, co-founder of Leneys, an online 

fashion brand, wrote an article that explores pitch deck best practices from 

well-known companies like Facebook and Airbnb. Some of his observa- 

tions include hooking your audience with a powerful introduction, using 

solid numbers to sell your idea and tailoring analogies to your audience to 

help them understand your idea. Author Guy Kawasaki suggests using the 

10/20/30 rule when creating pitch decks. Simply stated, the rule is have no 

more than 10 slides, give your presentation in 20 minutes or less, and, if you 

need text, use a 30-point font. 

Respecting your audience 
Knowing that your audience has little time, you must 

get to the key points and solutions quickly to capture 

and retain interest. You must show the logic and the 

creativity that make the proposal workable. Give just 

enough detail to sell the plan but not so muchas to lose 

the interest of the target audience. A few details, care- 

fully inserted, will help add credibility. Always include 

the cost in terms of time and resources (money). 

Remember that an executive decision maker typically 

has only three questions that matter: 

¢ Is this the best solution or plan (i.e., is there 

really a need, and will it work)? 

¢ How much will it cost? 

* Is this the right team to accomplish it? © Rawpixel.com/Shutterstock.com 
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To convince an executive to spend time and money on your plan, you must 

address the core of the challenge or opportunity, as well as the macro-level logic, 

creativity and appropriateness of the solution proposed. Your big idea may be in 

the form of branding, identification with a key societal issue, a change in the logo 

or slogan, a new focus on community relations or a number of other overarching 

ideas. Just remember that executives usually have a broad, holistic view of problems, 

opportunities and programs. Their vision encompasses the whole organization, not 

just your part of it. They want to see the grand solution and creative integration of 

that solution across organizational functions and publics. They also want to know if 

it is the most cost-effective approach to the situation and why they should support 

the plan. Remember, for them to internalize your plan, you must first capture their 

attention and make them want to work with you. 

Presenting your plan 
A presentation of your solution or plan is a multisensory version of an executive 

summary. A presentation is not a speech. You can’t just stand up and talk. By its 

nature, a presentation is visual. The visual elements can add emotion and help 

create impressions of consistency, dependability and competency about the team. 

They must be very carefully considered and developed to support your approach, 

not detract from it. 

No matter how much time you have to make your presentation, you must cap- 

ture the attention of your audience in the first few seconds. Establish the need 

and the broad solution immediately. Then sketch in the details as time and inter- 

est permit. Make sure to show creative work — slogans, logos, visual tactics — to 

engage and excite the target audience, but don’t continue describing details after 

interest in them wanes. Get back quickly to the rationale for selecting this plan and 

the cost of doing so. Also address the cost of not embracing your solution. Then end 

on a positive note and with the only wise course of action: hiring you. 

Here are some general principles for presentation success. 

Immediately capture attention and hold it. If attention wanes, do something 

to engage the audience. 

Keep the end result in mind at all times. The goal is to gain approval and selec- 

tion of your plan and your team by the decision makers. Everything you do 

and say in the presentation must be focused on that goal. 

Establish a relationship. Try to bond with the key decision maker whether they 

are a client or an executive in your organization. Inspire confidence. 

Keep it short, concise and to the point. Long presentations will lose the audi- 

ence. Set a time limit for each discussion point in the presentation and stick 

to it. Keep the presentation moving and the ideas flowing. If you sense your 
audience is losing interest, shift your style to liven up the presentation or, bet- 
ter yet, move on. 

Use logical and customized organization. Use a research-based, analytical 
approach to problem-solving that the client will understand. Focus on oppor- 
tunities and solutions. Customize the presentation to meet the self-inter- 
ests and needs of the target audience. A sample organization for a campaign 
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presentation is found in Figure 14.1, but remember to tailor the format to your 
specific audience. Use examples relevant to the target audience’s experience. 
And keep it visual and memorable. 

Be prepared. Organize well. Use appealing visual aids. Rehearse thoroughly. 
An audience can always tell when someone is unprepared. Further, your 
ability to improvise when unexpected problems arise (such as your soft- 
ware not being compatible with the provided technical equipment) is 
directly related to how well prepared you are. Don’t expect to be able to 
ad-lib in an emergency if you haven’t thoroughly prepared and practiced. 

a3 PLETO EE [aaa enn ee 7 An Saal 
ob Sample organization of a campaign presentation 
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1. Capture attention. 

2. Introduce yourself and review the agenda. 

3. Review the opportunities and problems, demonstrating understanding of the potential client’s position 

through research. 

4. Present your unique approach for solving the problem. 

5. State the objectives and publics/messages necessary to accomplish them. 

6. Show some of the creative work. Planning typically has no visual appeal and must be accompanied by cre- 

ative work to sell your solution. 

7. Qverview the budget using simple graphics. 

8. Provide the rationale for implementing the plan, as well as the inherent difficulties and the cost of not 

accepting your proposal. 

9. Summarize the campaign and ask for the contract or business. 

Using technology 
In today’s high-tech environment, expectations for professionalism are high. 

Presentation software abounds. You should know the different programs, along with 

their features and capabilities, and not be tied to any one program. Use the program 

that best meets the needs of the presentation. Become proficient with many pro- 

grams. Remember that you will be selected based on the quality and impressiveness 

of the presentation. You can’t just have good ideas; you have to be able to present 

those ideas in a creative, innovative way. 

Remember also that high-tech presentations have their pitfalls. Computer- 

designed and driven presentations are absolutely requisite, but when the technology 

fails, for whatever reason, the failure reflects on the presenter. While a great presen- 

tation can demonstrate the creativity, capability and innovativeness of a team, a poor 

‘ presentation can ruin any chance of success. 

Technical difficulties are unacceptable. If you are using technology of any kind 

in a presentation, make sure you know the equipment or computer programs, how 
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to operate them and how to quickly troubleshoot problems. Author and presen- 

tation guru Jim Harvey identified five common technology fails you can plan in 

advance to avoid. 

The presenter can’t connect a computer or device to the projection system. In 

general, this means you need to bring a selection of adapters (e.g., DVI, HDMI, 

and FireWire) that will allow you to connect to a variety of ports. Make sure 

that the adapters work with the ports on your computer or device. Also, you 

should verify that the operating system on your computer or device and the 

presentation software you plan to use are compatible with the technology at 

the venue. 

Video or other multimedia files don’t work. There is nothing worse than set- 

ting up a video clip during a presentation and then not being able to show it. 

If you plan on using video or multimedia files, make sure they work in your 

software’s presentation mode before getting up in front of your audience. 

Also, understand how your computer or device operates when connected toa 

projector. There may be settings you have to adjust for it to properly display 

video through a projection system. If you plan on showing video clips that are 

hosted on the internet, you will need to ensure that you have access to Wi-Fi 

or cellular data in the presentation room. 

Audio files don’t make any sound. If you plan on using audio during your pre- 

sentation, you need to check that the presentation system you will be using 

has speakers. If it doesn’t you should rethink your approach or request that 

speakers be added to the room configuration. Also, make sure that you bring 

the proper audio cables to connect your computer or device to the sound sys- 

tem. It can help to do asound check of your computer before the presentation 

to ensure that the sound card is functioning properly. 

Presentation slides look different. Sometimes you won’t have the option of 

using your computer or device to give your presentation. You may have to 

transfer your presentation file to a computer that is already hooked up to 

the presentation system. This can wreak havoc on your presentation format 

because the new computer won’t have access to the same source files you used 

to create it. This means fonts will be changed, images won’t look as crisp and 

links to embedded video and audio files can be lost. To avoid this problem, you 

will need to transfer all of the source files to the new computer along with the 

presentation file. 

Your password protected screensaver comes on during the presentation. 

Avoid this embarrassing problem by turning off your screensaver before giv- 

ing the presentation. Also, make sure you turn off any programs or apps that 

may want to notify you about new updates, messages or emails while you are 

presenting. 

Recognize also that technology tends to reduce and sometimes eliminate the per- 
sonal connection between the presenter and the client or executive. The presenter 
must be conscious of the relationship and work to maintain the personal connection. 
When possible, use a remote or have someone advance your slides. Using a remote 
will allow you to move freely about the room, cutting the invisible tether that keeps 
so many people tied to a podium or laptop. By moving around, using hand gestures 
and pointing out significant information or visuals on the screen, you can help your 
audience engage not only with the presentation but also with you. 
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The presentation is an opportunity to interact with the client or executive and 
begin to build trust. Technology should support but never drive a presentation. 
Presentations should always be driven by purpose and content. In today’s business 
climate, a good presentation is your key to opening the door. A bad presentation 
means your ideas may never see the light of day, or you may sit by and watch as some 
other team executes them. 

Summary 
Presentations are the most significant channels used to communicate almost every 
public relations or marketing plan. No matter how revealing the research, no mat- 

ter how creative and ingenious the strategic plan, no change will occur unless you 

effectively communicate the plan or solution to the decision makers. You must also 

demonstrate the criticality of their expending resources on this plan or solution and 

convince them that you are the person or team to pull it off. As with all communica- 

tion, your target audience must first be persuaded to pay attention to the message 

and then be persuaded to act on the content. Persuading decision makers to use your 

solutions requires the same two-step process. You must gain their attention and 

then their approval. 

In our fast-paced world, presentations are the key to getting decision makers to 

pay attention to and more deeply examine a proposal. They should be approached 

with the same care and analysis used in your planning. 

Exercises 
1. Select any of the plans you have prepared for the Application Cases in other 

chapters of this book and create a short presentation that would engage a deci- 

sion maker and cause them to listen to your ideas. Follow the steps in Figure 

14.1, and make sure you have an attention-getting tactic at the beginning of the 

presentation. 

2. Visit other classes within which presentations are being given. Do your own 

analysis of their effectiveness. Which presentation types were used? What 

techniques worked well and why? What did not work, and what would you 

have done differently? 

3. Create a chart that analyzes the features, benefits and negative aspects of a 

variety of presentation software programs. Analyze what they do well and 

where they fall short, and describe the kind of plan they are most appropriate 

to present. 
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ETHICS, PROFESIONAL AND DIVERSITY 

Yo 
e y “A little integrity is better 

DP. 7 if than any career.” 

—RALPH WALDO EMERSON 

AMERICAN POET 

LEARNING IMPERATIVES 

¢ Understand that your career success depends upon the 

quality of your ethical and professional behavior. 

¢ Understand the values and ethical standards upon which 

to base decisions and behavior. 

¢ Be cognizant of professional codes of ethics and resolve to 

abide by them. 

Understand the characteristics of professionalism 

and begin to develop behaviors consistent with those 

characteristics. 

¢ Appreciate the contributions of diverse individuals and 

adopt an attitude of acceptance. 
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O-O 

$6 ETHICS 
Personal and professional 

value systems and 

standards that underlie 

decisions and behavior. 

pa 

ob PROFESSIONALISM 

Characteristics and behavior 

befitting a professional. 

In 2016, Wells Fargo announced 

that its employees created 

millions of fake accounts without 

customers’ knowledge. 

Re you begin to read this chapter, many of you are thinking, “Really? Do I need to 

read more junk about ethics?” 

But before you answer, ask yourself: 

* DolIcare that my behavior could cost thousands of people — myseif included 

— to lose hundreds of millions of dollars saved for retirement? 

* Dolcare that my actions not only caused me but also many others to lose their 

jobs because my company went out of business? 

¢ DolIcare that nobody will hire me because of my poor reputation? 

¢ Dolcare that I might lose everything and end up in prison? 

These are only a few of the documented consequences suffered many times over 

in the past few years by real business and communications professionals — people 

just like you — who didn’t give much thought to ethics. You may think that you would 

never do anything that is drastically unethical or unprofessional. They didn’t think 

so, either. Their road to professional and personal disaster began with a tiny step —a 

small, seemingly insignificant breach of ethics or professionalism. 

It is unfortunate that even with increased emphasis on and discussion regarding 

professional ethics in the last couple of decades, we seem to have had a greater num- 

ber of high profile incidents rather than fewer. Studies 

show a continual decline in ethical behavior. 

Advocacy is a critical function in a free market econ- 

omy and a free society. Without advocacy, people are 

unaware of the full range of choices available to them 

from consumer products to political opinions. Because 

some organizations have abused the public trust by 

using manipulative communication and marketing 

practices and sometimes even deceit, communica- 

tors today are often labeled “flacks” or “spin doctors,” 

implying the less than trustworthy practices of advo- 

cating questionable causes and twisting the truth. 

Because of past abuses perpetrated by a few, almost all 

organizations, corporations and institutions continue 

to face an uphill battle to gain the trust of their publics. 

In his book, “The Cheating Culture: Why More 

Americans Are Doing Wrong to Get Ahead,” David 

Callahan presents dozens of examples of people who 

attained great professional success only to take devas- 

tating falls because their success came at the expense of their integrity. He demon- 

strates how our business culture, and even American culture, condones cheating —a 

little fudging on your tax return, failure to return the excess change you get at the 
grocery store or lying on aresume. He argues that our culture is breeding dishonesty 
and ethical breaches as necessary and acceptable to achieve success. That is until the 
perpetrators crash and burn. Callahan asserts: 

Human beings are not simply creatures of their economic and legal environ- 
ment. We don’t decide whether to cut corners based only on a rational cal- 
culus about potential gains and losses. We filter these decisions through our 
value systems. And while more of us will do wrong in a system where cheating 
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is normalized or necessary for survival or hugely profitable, some of us will 
insist on acting with integrity even if doing so runs counter to our [short- 
term] self-interest. 

A shifting landscape 
Contributing to the decline in ethical behavior is the 
shifting landscape of communications media. Mistrust 
of media is at an all-time high with “fake news” becom- 
ing all too common — even now used in social media to 
sucker people into clicking on purely marketing ploys. 
Misinformation and deception are reasons the latest 

trust studies show high levels of mistrust of owned 

and social media and neutral trust of traditional media. 

Some communications professionals still do not under- 

stand the disastrous consequences for our profession 

of corrupting the societal channels of communication. 

If the major channels of information dissemination in 

our society are not trusted, how can we possibly expect 

our messages will be trusted? 

Pay for play 
One of the driving factors of this ethical quagmire is the meteoric rise of social media. 

Social media channels like Facebook, Instagram, LinkedIn, Twitter and YouTube 

expect you to pay to reach your target audiences. And other media channels have fol- 

lowed suit. While traditional advertising is easy to identify, paid placement options 

aren’t just for traditional advertising. A number of media channels, including tra- 

ditional news media channels, have developed paid marketing products that are 

meant to look like the editorial content that regularly appears on those channels. 

OBI Creative identifies four types of paid content in the “earned media” sphere. 

¢ Affiliate programs: Paying bloggers and others to promote your product or 

service to their loyal followers. 

e Brand ambassadors: Buying access to audiences of bloggers, celebrities or 

influencers — paying to transfer the trust their audiences have in them to your 

brand, product or service. 

¢ Sponsored content: Paying to run content (created by you or by the blogger, 

celebrity or influencer) on their media. 

* Native advertising: Paying for placement like advertorials of products that is 

consistent with the content around it and connects with the audience. 

According to Stephanie Zercher of Marsden Marketing, pay for play, 

[are] not such dirty words any longer. In a time with fewer journalists and a 

need for content driven by the digital world, the lines between traditional PR 

(in which you earned coverage by pitching your company’s story to reporters) 

and marketing (in which you generally pay to reach your audience) hasn’t just 

blurred. It’s been erased and replaced by a new paradigm — a hybrid that calls 

&& PAY FOR PLAY 
Compensating media for 

content placement, product 

reviews, editorial mentions 

or other promotion. 
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on PR’s ability to shape content for paid opportunities that often look a lot like 

what a journalist would typically produce. 

The crux of the ethical issue is whether the audience knows the coverage or place- 

ment is being compensated. That knowledge, or lack thereof, determines if the pub- 

lic is being manipulated. As explained by Darcy Silvers in “PR Fuel,” 

The Public Relations Society of America (PRSA) Code of Ethics promotes 

transparency in communications. Its code states that ethical practitioners 

must “encourage disclosure of any exchange of value that influences how 

those they represent are covered.” The Society of Professional Journalists’ 

Code of Ethics encourages its members to act independently. It states that 

journalists must “refuse gifts, favors, fees, free travel and special treatment... 

[to avoid compromising] journalistic integrity.” 

Traditionally, pay for play meant things like com- 

pensating a broadcaster for an on-air mention or 

endorsement, or buying advertising in a magazine or 

even a weekly community newspaper to get articles 

or news stories accepted. With the rise of social media, 

the issue of disclosure came to the forefront, partic- 

ularly with blogs. Bloggers wanted compensation to 

review and endorse products or ideas. That’s how they 

make money to support their work. Pay for play with 

bloggers became so prevalent that the Federal Trade 

Commission (FTC) established guidelines governing it. 

In fact, the FTC considers pay for play without disclo- 

sure deceptive advertising. According to Tom Biro of 

Rusty George Creative, 

The challenge isn’t even so much that certain organizations and individuals 

want to be paid to cover things. It’s that many, many influencers are absolutely 

pretending that it’s not the case [that they are being compensated] so that 

their readers, listeners, or viewers take their word for it. 

This is where the ethical mandate of disclosure becomes critically important. 

The issue isn’t so much that we employ tactics of pay for play; the issue is whether 

we are doing so in a manipulative or deceptive way. If the latter, we are violating the 

very trust upon which our relationships with our key publics depend. 

Disinformation 
Another deceptive communication practice that thrives on the internet and social 
media is disinformation. Disinformation has also seeped into news media coverage 
despite long-held journalistic ethics of accuracy, independence, accountability and 
transparency. Disinformation is false, misleading or biased information that some- 
one deliberately shares to deceive, mislead or confuse others. Here’s a simpler way to 
say it: Disinformation is manipulative lies or half truths. Sharing or amplifying dis- 
information runs contrary to the principles of honesty, transparency, fairness and 
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respect that serve as the basis for all of the professional associations’ codes of ethics 
found in Appendix C. 

Sadly, despite its obvious violation of ethical principles and its potentiai for harm, 
disinformation has become an epidemic, resulting in distrust of media channels, 
sources of information and societal institutions. Disinformation has become sucha 
major societal problem that a 2022 study by the Institute for Public Relations found 
that Americans now rank disinformation near the top of the list of their concerns, 
along with health care costs, the economy, homelessness and crime. The same study 
showed that people are increasingly turning away from media channels to people 
close to them who they trust for accurate, truthful information: family, friends, 
coworkers and “people like me.” 

According to a 2021 report from the Aspen Institute’s Commission on 
Information Disorder, what makes disinformation particularly dangerous is its abil- 

ity to spread rapidly because it is sensational. The result is “a cascading effect of mis- 

informed people sharing falsities” that can have real-life consequences - sometimes 

even life or death consequences - for people who believe the information or are the 

targets of it. 

This situation calls for professional communicators to lead the way in adhering 

to standards of honest and truthful communication. Blake D. Lewis III, APR, Fellow 

PRSA, explained that being honest and truthful starts with what we share in our own 

personal spheres of communication, including on social media and in our inter- 

personal interactions. Additionally, he said we have a responsibility to take a stand 

against disinformation in our professional roles: 

The rapid rise of misinformation and disinformation demands that communi- 

cations professionals go beyond offering counsel and take a strong, consistent 

stance against the untruthful messages that some members of the public call 

“spin.” When audiences question a message’s validity, it increases the likeli- 

hood that all messages will be questioned. 

Ethics 
The ethics and behavior of organizations and individuals have come to the forefront 

in terms of the expectations of an organization’s stakeholders. According to Wilcox, 

Cameron and Reber (2014): 

Ethics refers to the value system by which a person determines what is right 

or wrong, fair or unfair, just or unjust. It is expressed through moral behavior 

in specific situations. An individual’s conduct is measured not only against his 

or her own conscience but also against some norm of acceptability that has 

been societally, professionally, or organizationally determined. 

As the statement implies, ethical decisions are made at several different levels. 

At the highest level, every society has an implied ethical standard. American culture 

has some basic societal values — like honesty, integrity, fairness and equity — that are 

still considered universal, values we should not lightly abandon. Nevertheless, socie- 

tal standards of ethics often deteriorate to become the equivalent of legal standards. 

291 



292 CHAPTER 14 _ Ethics, professionalism and diversity 

oa ETHICAL CODES 

Written and formalized 

standards of behavior used 

as guidelines for decision- 

making. 

oO TRANSPARENCY 

Disclosing truthful 

information about an 

organization that holds the 

organization accountable 

and helps publics make 

decisions. 

a AUTHENTICITY 

Aligning an organization’s 

behavior and 

communication with core 

values that are important to 

its key publics. 

With trust at a premium now in our society, the second level of ethical stan- 

dard-setting is in organizations that have formulated their own ethical codes based 

on core corporate or organizational values. The goal is to guide employees to com- 

ply in programs, procedures and practices. To be credible, the values and codes must 

permeate the organization’s communication practices. 

At the third level, communications and marketing professionals may choose to 

subscribe to professional codes of behavior like those provided by the American 

Marketing Association, the American Advertising Federation, the Public Relations 

Society of America or other similar professional organizations (see Appendix C: 

Professional Codes of Ethics). Finally, underlying each of these ethical levels are 

personal standards of behavior based on individual value systems. 

Organizational ethics 
For 15 years, the Arthur W. Page Society has conducted research with chief commu- 

nication officers (CCOs) about what organizations need to do to survive in a rap- 

idly changing and unpredictable business environment. Their first major report in 

2007, “The Authentic Enterprise,” showed that publics’ demands for transparency 

resulted in authenticity becoming “the coin of the realm for successful corporations 

and for those who lead them.” Authentic organizations openly align their internal 

and external behavior and communication with a set of core values that are societally 

accepted and important to their key publics. In other words, organizations actually 

are who they say they are and, as a result, they become trustworthy. 

Sadly, the demand for transparency mirrors the disintegration of public trust in 

all societal institutions over many years. It also coincides with the increased avail- 

ability of broadband internet, as well as the proliferation of mobile devices and social 

media apps that enable instantaneous communication and expose organizations to 

constant public scrutiny. 

Brad Rawlins, a leading scholar on transparency, explained that transparency 

goes beyond the simple disclosure of information. Transparency requires organi- 

zations to act ethically. Rawlins says organizations must be willing to disclose all 

legally releasable information to the public, whether it paints the organization in a 

positive or negative light. Next, they must share information that may affect their 

publics, giving publics the opportunity to make informed decisions. Similarly, the 

PRSA Code of Ethics explains that disclosure of information should be done with 

the intent of “[ building] trust with the public by revealing all information needed for 

responsible decision making.” 

Finally, Rawlins says organizations must show they are holding themselves 

accountable for their actions, policies and practices. The focus on meeting publics’ 

information needs and organizational accountability is what differentiates trans- 
parency from disclosure. While these aspects of transparency may be painful for 
organizations to comply with at times, Rawlins asserts that they ultimately can 
make the organization better: 

Transparency will expose an organization’s weaknesses, and areas that need 
improvement. Hiding these does not make them go away. Positive feedback 
that everything is okay, when it isn’t, only reinforces the debilitating behavior. 
Sure, transparency might make an organization feel uncomfortable, but it will 
also motivate it to improve. 
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Not surprisingly, research shows that when organizations are more transparent 
they are also more trusted. 

The Edelman Trust Barometer has demonstrated the impact of organizational 
ethics on trust. Reporting on the Trust Barometer’s 2020 results, Antoine Harary, 
president of Edelman Intelligence, said, 

After tracking 40 global companies over the past year through our Edelman 
Trust Management framework we’ve learned that ethical drivers such as 
integrity, dependability and purpose drive close to 76% of the trust capital of 
business. ... Trust is undeniably linked to doing what is right. The battle for 
trust will be fought on the field of ethical behavior. 

While ethical communication with our publics is of primary importance, cus- 
tomer service has become the face of most organizations. And it seems to be the 
area most difficult to manage. Outsourcing customer service, even offshoring it to 

other nations, has become the punchline of jokes about high-tech and credit-card 

customer service. In many industries, customer service lines are typically staffed by 

hourly employees, some making not much more than minimum wage. The result is 

a low level of competence and high turnover as employees seek for better jobs with 

better pay and advancement potential. But what could be more important in estab- 

lishing trust than quality customer service? The example set by Nordstrom is widely 

known. Stories abound of the upscale retail clothing giant allowing customers to 

return virtually any item — even items obviously not purchased in their stores! On 

industry trust scales, Nordstrom always ranks at the top. 

Codes of ethics and professional standards 
Because our effectiveness as professionals is directly dependent upon whether or 

not we are trusted, professional ethical standards are critical to the strength of our 

profession. (See examples in Appendix C.) But professional ethical codes are not 

without problems. By their nature, such codes tend to establish the basest acceptable 

behavior, bordering on legality rather than morality. Over time, such standards tend 

to reduce the overall level of ethical practice to that minimally acceptable expecta- 

tion. To quote James E. Faust in an address given to law students in 2003: 

There is a great risk of justifying what we do individually and professionally 

on the basis of what is “legal” rather than what is “right.” ... The philosophy 

that what is “legal” is also “right” will rob us of what is highest and best in our 

nature. What conduct is actually “legal” is, in many instances, way below the 

standards of a civilized society. ... If [we] accept what is legal as [our] standard 

of personal or professional conduct, [we] will rob [ourselves] of that which is 

truly noble in [our] personal dignity and worth. 

Further, it is usually quite difficult for a professional organization to enforce 

a code of ethics. Much has been written about ethical codes and their problems. 

Nevertheless, professionally it is deemed important for organizations to establish 

~ ethical codes for their members. Such codes are viewed as crucial for maintaining 

professional status, respect and legitimacy. They are also guidelines to entry-level 

professionals seeking to establish their own ethical standards based on a personal 

293 



294 CHAPTER 14 _ Ethics, professionalism and diversity 

MINI CASE 
Deception by one of the world’s largest automakers causes 

$30 billion loss 

Volkswagen 

Volkswagen, a German automobile manufacturer, had a large and dependable market for its diesel-engine cars in 

Europe. But sales were not as good in the United States. In 2006, Volkswagen executives planned to increase U.S. 

market share by developing more fuel-efficient diesel engines. 

CORE PROBLEM 

Volkswagen engineers discovered the new diesel engine couldn’t meet strict U.S. emissions standards. 

VOLKSWAGEN’S STRATEGY 

Volkswagen executives decided to cheat rather than fix the problem. The automaker installed sophisticated soft- 

ware, later called a “defeat device,” that could detect when a car was undergoing an emissions test and temporarily 

increase its engine’s pollution controls so it would pass. Two years later, Volkswagen launched a marketing campaign 

that promoted its diesel-powered cars as environmentally friendly alternatives to its competitors’ hybrid cars. 

In May 2014, West Virginia University researchers published the results of a study funded by the International 

Council on Clean Transportation that reported emissions testing results from Volkswagen's “TDI” diesel engine in 

two different models: the 2011 Jetta and the 2012 Passat. The researchers wanted to know whether emissions results 

from lab tests would be different than emissions levels under normal driving conditions. Their study revealed that 

when they drove the cars on the road, nitrogen oxide emissions were nearly 40 times greater than the legal level 

permitted in the U.S. This discovery led the California Air Resources board to investigate the German automaker. 

During the investigation, Volkswagen officials gave investigators false and misleading information. Volkswagen 

also issued a recall on all 500,000 U.S. diesels, explaining a software upgrade would fix the emissions issue. However, 

the upgrade didn’t make much of a difference, which caused investigators to become more skeptica! and dig deeper. 

As the investigation unfolded, Volkswagen employees destroyed thousands of documents that contained incrim- 

inating evidence about the defeat device. But the company couldn't hide the truth forever. On September 3, 2015, 

Volkswagen executives admitted to the California Air Resources Board and the Environmental Protection Agency 

that its cars were equipped with a defeat device. On September 19, the EPA's formal violation notice to Volkswagen 

went public. It was estimated that as many as 11 million cars across the globe were affected, including the Audi, 

Porsche and Lamborghini brands. 

The day after the announcement, Volkswagen’s stock price dropped 171%, the equivalent of losing $15 billion in 

market value in one day of trading. Volkswagen dealers and customers in the U.S. reported feeling betrayed by the 

company as Car values plummeted by 13%. 

VOLKSWAGEN'S CRISIS RESPONSE 

On September 19, executives of Volkswagen Group of America instructed its dealerships to stop selling its remaining 
inventory of 2015 TDI diesel vehicles. The following day, Volkswagen CEO Martin Winterkorn made a public apology 
and explained that he had ordered an internal investigation. The next day, Michael Horn, the highest-ranking Volk- 
swagen executive in North America, apologized to an audience in Brooklyn, New York, who were there to celebrate 
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the launch of the 2016 Passat. He admitted that Volkswagen had “totally screwed up” and promised that the com- 
pany would “make things right” with all its stakeholders. A day later, Winterkorn released a video apology promising 
that Volkswagen would be transparent, repair the damage caused by the scandal and regain the publics’ trust. 

On September 22, a German newspaper reported that Volkswagen planned to fire Winterkorn and replace him with 
Matthias Mueller, who was running the Porsche brand at the time. Volkswagen spokespeople denied the claim, but 
the next day, Winterkorn resigned. In his parting statement, he denied knowing about or participating in the defeat 
device scandal. He insisted that a small group of renegade engineers within the company were at fault. The day after 

Winterkorn’s resignation, Mueller was named the new CEO. Later that week, Volkswagen announced it would replace 

software on the 11 million affected vehicles at a cost of approximately $6.5 billion, 

In November, Volkswagen offered its U.S. customers two $500 gift cards in an attempt to pacify their anger about 

the scandal and their frustration that the company hadn’t announced a plan to fix their cars. However, even though 

Volkswagen planned to recall cars in Europe, it did not offer its European customers any compensation based on the 

justification that its behavior wasn’t illegal under European regulations. Later that month, Horn apologized to attend- 

ees at the Los Angeles Auto Show and promised that the company would soon unveil its plans to fix the affected cars. 

RESULTS 

The U.S, Department of Justice filed a complaint against Volkswagen for alleged violations of the Clean Air Act. A year 

later, Volkswagen agreed to plead guilty to three felony counts and pay $4.3 billion in criminal and civil penalties. Six 

executives and employees were indicted. Also, the U.S. Federal Trade Commission (FTC) sued Volkswagen for deceiving 

consumers with its advertising. A settlement reached required Volkswagen to pay $10 billion to owners of affected 

vehicles. This was the largest false advertising case in FTC history. Eventually, Volkswagen Group of America announced 

that the owners of cars with TD! diesel engines would either receive a vehicle buyback or a fix to bring their vehicles to 

meet emissions standards at a cost of $14.73 billion. Estimates put the cost of the global scandal at $30 billion. 

© MDartl0/Shutterstock.com 
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value system. Most professional codes of ethics incorporate stated values that 

include truth, honesty, fairness, good taste and decency. Basing behavior on these 

values will always provide a solid foundation of personal ethics for any communica- 

tions professional. 

Personal ethics and decision-making 
Our personal ethics are based on our system of values and beliefs. According to Davis 

Young, you cannot be forced to lose your values; they are only lost if you choose to 

relinquish them. As was discussed in the chapter on persuasion, values and beliefs 

are the building blocks for attitudes that direct behavior. Although a very personal 

determination, our values and ethics are heavily influenced by our culture and back- 

ground. In American culture, truth, freedom, independence, equity and personal 

rights are highly valued and contribute to the formulation of most of our value sys- 

tems and resultant ethical standards. But another important influence on our value 

systems is our personal and societal definition of success. 

In the late 1980s, Amitai Etzioni, having just completed a book on ethics, pre- 

pared to teach the subject to students at Harvard Business School. After a semes- 

ter of effort, he lamented that he had been unable to convince classes full of MBA 

candidates that “... there is more to life than money, power, fame and self-interest.” 

Etzioni’s experience is disconcerting but not surprising. The situation is no better 

today. Our society has put such an emphasis on money, power and fame as measures 

of success that these factors have become the decision-making criteria for genera- 

tions of professionals. Yet those same professionals, at the ends of their careers (and 

usually in commencement speeches to graduating college students), regret not hav- 

ing spent enough time with family or serving the community. Our analysis of key 

publics’ self-interests should lead us to the conclusion that money, power and fame 

are usually secondary motivators when placed next to important life issues. 

Perhaps our personal definitions of success and the pressure to reach the per- 

ceived societal definition of success have caused us to neglect those things in life that 

really matter. Those definitions necessarily affect our ethical standards and decisions. 

It would, therefore, seem important to take another look at our measure of personal 

success, and reestablish basic values to shape moral and ethical behavior. Ralph 

Waldo Emerson’s definition of success (Figure 14.1) may be a viable starting point. 

“To laugh often and love much; to win the respect of intelligent persons and the affection 
of children; to earn the approbation of honest citizens and to endure the betrayal of 
false friends; to appreciate beauty; to find the best in others; to give of one’s self: to leave 
the world a bit better, whether by a healthy child, a garden patch, or a redeemed social 
condition; to have played and laughed with enthusiasm and sung with exultation; to know 
that even one life has breathed easier because you have lived, this is to have succeeded.” 

— RALPH WALDO EMERSON, 1803-1882 
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Consistent with contemporary measures of success, most decisions to behave 
unethically seem to be based primarily on financial and power considerations. Most 
professionals find the temptation to behave unethically becomes overwhelming 
only when money is the decision factor. The more there is to gain or lose financially, 
the greater the temptation to behave contrary to what the individual and organiza- 
tion know to be ethical. When your ability to support and feed your family and keepa 
roof over your head is threatened, you become more open to an unethical alternative. 
And increasingly, the more chance there is to gain monetarily or to progress to more 
elevated positions of power and prestige, the more likely some people are to throw 
ethics and professionalism to the wind — and personal integrity with it. 

According to Stephen Carter, a Yale University law professor, acting with integ- 
rity is comprised of three steps: discerning what is right and what is wrong, acting on 

the basis of that assessment and openly expressing that your actions are based on 

your own personal understanding of what is right and wrong. 

Now is the time, as you prepare to launch your career, to make the commitment 

to act with integrity in everything you do. Just like you believe none of the disasters 

mentioned at the beginning of this chapter will ever plague your career, so did each 

of the many people who ended up in prison or in the unemployment line. Choose 

now to act with integrity. Thomas Friedman, author of The World is Flat, says that 

globalization and technology have made us hyperconnected. People can easily 

find out where you live, how old you are, how much your house is worth, what you 

watched, what you bought and on and on. In other words, you can’t hide from the 

decisions you make. 

Choose now to understand the ethical standards of public relations and market- 

ing and to follow them assiduously. Choose now to maintain a professional reputa- 

tion that causes people to want to be associated with you, to want to work with you 

and to feel confident about hiring you. 

Once you have compromised, you can expect the demand for compromise to 

continue. Even changing jobs doesn’t necessarily free you. Whatever reputation you 

establish will follow you to at least some degree for the rest of your professional life. 

In the communications profession where personal credibility and trustworthiness 

is an imperative, reputation can mean the difference between success and failure. All 

professional codes and standards aside, ethics come down to our personal decisions 

of appropriate behavior. The six simple rules in Figure 14.2 may help you to protect 

yourself against situations which will compromise 

your ethics and your professionalism. 

Yet most industries have been slow to learn. They 

say they understand the importance of customer ser- 

vice but haven’t been able to resolve issues with the 

age-old system of entry-level, minimum-wage employ- 

ees. They add layers of supervision and management, 

building their customer service around a hierarchical 

reporting structure rather than focusing on building a 

trust-based relationship with crucial publics. 

A case in point is media giant Comcast. Their cus- 

tomer service difficulties have become legend with the 

’ YouTube video of a serviceman napping on a custom- 

er’s couch while on hold with the Comcast service line. 

In a more recent case, a Comcast customer called to 

Qo 

ma HYPERCONNECTED 

When people are connected 

to organizations and society 

through multiple channels 

such as email, phone, 

social media and instant 

messaging. 
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Six rules for ethical decision-making 
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Make your ethical decisions now. Examine your value system, and define your personal and professional ethics 

now, before you are in a situation where you are pressured to succumb. Examine current case studies of ethical 

dilemmas and make decisions about what your own conduct will be. It is much easier to stick to ethical decisions 

you have already made based on personal and professional values than it is to make those decisions in the face of 

pressure and financial need. 

. Develop empathy. Treat others as you would expect to be treated. Don’t judge others too harshly and lend a 

helping hand. You may be fortunate not to have faced their dilemmas, but it may only be a matter of time. A little 

empathy and compassion go a long way and increase the chance of receiving compassion and assistance when 

you need it. 

Take the time to think things through. Don’t be railroaded or rushed into making decisions. When you are pres- 

sured to make a quick decision about something and you feel uncertain or confused, take your time. Chances are 

that if you feel rushed when making an ethical decision, you are being railroaded into doing something unethical 

and unwise, something you would not do if you had more time to think it through. 

. Calla “spade” a “spade.” Lying, cheating and stealing by any other names are still lying, cheating and stealing. 

In today’s complex business environment, we have an incredible ability to sanitize issues and rationalize behav- 

ior by using less poignant terms like “white lies” or “half-truths” or “omission” or “creative storytelling.” But 

deception of any kind is lying; winning by anything but honest and ethical means is cheating; and appropriating 

anything that does not rightfully belong to you or your employer is stealing. Applying the terms that most people 

agree are prohibited by both personal and professional standards will help you make ethical decisions in complex 

or confusing situations. 

. Recognize that every action and decision has an ethical component. Ethical dilemmas seldom emerge suddenly. 

They are the culmination of several seemingly innocuous decisions and actions leading to the point of ethical cri- 

sis. Every decision you make has an ethical component even if it is not immediately obvious. Make sure to review 

the ethical ramifications of actions and decisions along the way. Project where a given decision will lead. Doing so 

will help you avoid many ethical crises that might otherwise “sneak up” on you. 

. Establish a freedom fund. Start today to save some money from each paycheck you receive. Establish a separate 

savings account and habitually contribute to your freedom fund. Much unethical behavior is a result of feeling you 

simply cannot afford to behave otherwise. You have financial obligations in life, and losing your job may mean 

you will lose your car or your home or that you won't be able to feed your family. If you are asked to do something 

that violates your personal or a professional code of ethics, you should first try to reason or negotiate not to do 

it. If you are unable to convince your employer, a freedom fund allows you to quit a job rather than compromise 

standards and jeopardize your professional reputation, Initially, plan to accumulate the equivalent of three-to-six 
months net salary in your freedom fund. As you are promoted to higher professional levels, raise the balance to 
a year or more of net income. A freedom fund is designed to pay the bills until you find another job. The greater 
your professional stature, the longer you should expect to look before finding an acceptable position. Plan accord- 
ingly, and never withdraw money from your freedom fund for anything else. If you do, it won’t be there when you 
need it. In today’s environment, it is almost certain that you will need to rely on your freedom fund to preserve 
your ethical standards. 
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get an improper $35 charge reversed. Five phone calls and nine different customer 
service representatives later, the customer was being billed for hundreds of dollars 
more, and the charge was still not reversed. Finally, after threats to publicize the 
company’s incompetence, the corporate public relations department intervened to 
resolve the issue. 

Customers armed with social and new media tools can wield a lot of power. The 
“United breaks guitars” case discussed in Chapter 9 is a prime example. The airline’s 
customer service failure cost the company millions of dollars. 

Many large and fast-growing organizations, like Comcast, find it difficult to man- 
age customer service for tens of millions of customers. But it is crucial that this front- 
line communication function is structured and managed effectively. A company may 
allocate huge budgets for public relations to build trust with its key publics, but all that 

will be for naught if trust is not maintained at other touch points. Quality, respectful 

customer service is one of the foundations of trust required in today’s marketplace. 

Characteristics 
of professionalism 
Professional reputation is one of the few enduring pos- 

sessions. Businesses may come and go. Circumstances 

may, at times, cause difficulties in your career. Your pro- 

fessional success is dependent upon your building a good 

reputation; it is a critical element of professionalism. 

Obviously, ethical behavior is one of the most 

important attributes of asolid professional. But itis not 

the only attribute. In fact, lists of characteristics and 

attributes necessary for professional survival abound. 

Four key categories of attributes deserve attention. 

Personal and professional development 
A professional should never stop learning. Take advan- 

tage of formal and informal means of education, and 

follow these tips to help you build a sound reputation 

and a successful career. 

¢ Strengthen your skills and keep up with changes and innovations, particularly 

in the areas of technology and social media. 

* Read profusely both in and out of the field. One of the reasons behind the 

broad liberal arts curriculum in communication programs is the need for 

communicators and business professionals to be familiar with other areas of 

knowledge. The skills needed to communicate come from the communication 

curriculum. Background in and content of what you will be communicating 

comes from other fields of study. 

* Obtain membership in at least one professional association, and actively pur- 

sue the educational opportunities offered therein. 
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5d PROFESSIONAL 
COURTESY 

Exhibiting good manners 

by being thoughtful and 

considerate of others. 

* Read the news, blogs and professional journals. Read the important new 

books that everyone is reading. Read national and international publications 

that broaden your knowledge of current events and world information. You 

will be interacting with people in personal, professional and social situations. 

It is imperative that you be able to converse about current events, new dis- 

coveries, important studies and research, politics, sports, entertainment and 

other topics. Thoroughly knowing your profession will not only impress the 

decision makers you work with but also help you keep your job. 

¢ Learn from your colleagues and fellow professionals. Be actively involved in 

professional organizations that provide networking opportunities. Be willing 

to serve in those organizations and diligently do good work. Call profession- 

als you meet to gain information and advice and be available to mentor. Send 

them appropriate notes of congratulations, thanks and encouragement. Send 

out lots of holiday greetings. Keep your network vital and alive by developing 

relationships that demonstrate your care and respect for others. 

¢ Finally, don’t be afraid to ask questions. Have confidence in yourself, your 

knowledge and your ability, but remain humble and teachable. Overconfidence 

often masks incompetence. Don’t be afraid to admit you have more to learn. 

Work habits and job performance 
Know your own strengths and weaknesses, and own up to your mistakes. Otherwise, 

you'll never overcome your challenges. Prioritize tasks, allocate time and work 

within constraints. Don’t be concerned with the number of hours worked, but with 

the results and successes. Be goal-oriented, not just task-oriented. Pay attention to 

details, and always deliver work on time. Work hard and be absolutely dependable. 

Do not undermine your coworkers. Work with people, not against them. Do not 

make enemies in the workplace by failing to be a supportive team member. If you 

want to be promoted, do your job well and then help do the job of the person you 

would like to replace. Help that person whenever possible. When people are pro- 

moted, they often have a hand in selecting a replacement. Make yourself the obvi- 

ous choice. 

Personal conduct 

Always act in a professional manner, and dress professionally. Always be on time. Be 

aware of what goes on around you. Observe procedures and power structures (for- 

mal and informal) and work within them. Always be ethical, and never allow yourself 

to be persuaded to compromise your personal standards. The respect of others is 
directly proportional to your respect for yourself and your respect for them. Work 
toward a balance in your life. Don’t live to work or you'll be too stressed to maintain 
other vital relationships in life. If all you have in life is your job, you might be good at 
what you do, but you'll be very dull. Cultivate other interests and relationships. Be a 
generous contributor and serve in your community. 

Human relations 
Courtesy is fast becoming a lost art in our culture. A few years ago, Ann Landers pro- 
vided a concise perspective of professional courtesy in one of her columns: 
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TIPS FROM THE PROS 
How to preserve your reputation 

Anthony D’Angelo, APR, Fellow PRSA, is the director of the master’s program in communications management 
and the financial and investor communications emphasis at Syracuse University’s Newhouse School of Public 
Communications. He is the former co-chair of the Commission on Public Relations Education and former national 
chair of PRSA. After a decades-long career in corporate and agency strategic communication, he tips you off on 
how to safeguard your reputation. 

Trust is the sine qua non — absolute necessity — of the public relations profession, and reputation its stock in trade. 
Ethics and professionalism, therefore, are not optional. Without those attributes reflected in consistent behavior, a 

public relations professional will certainly fail. Here are the implications if you’re pursuing a public relations career. 

Trust and credibility are hard won and easily lost. No organization can exist without trust from the publics, inter- 

nal and external, on which its survival depends. Trust and credibility are earned, daily, by people and organizations 

whose words and actions are in harmony. The video matches the audio, the product matches the claim, the delivery 

matches the promise, every time. In an increasingly cynical and disillusioned world, organizations that operate 

according to an ethical code and strive to live according to stated values have the best shot at succeeding. It’s hard to 

do, and every person and organization makes mistakes. Still, public relations and message strategies not grounded 

in ethical behavior will undoubtedly implode. Without trust, they’re just noise. Audiences are too sophisticated and 

perceptive to be duped. 

It’s not enough to have good intentions. The marketplace does not reward those who merely intend to behave ethi- 

cally. Ethical action is expected and required. PR professionals must, therefore, know what they stand for personally, 

as well as on behalf of the organizations they represent. They must also always behave that way — even in environ- 

ments that have different rules than they are used to, such as in crisis situations or in foreign countries, Fortunately, 

you don’t have to make up your own professional code; you can study the PRSA Code of Ethics and similar industry 

guideposts to learn the foundational principles of our profession. They will help you navigate very complex, conten- 

tious issues that you will inevitably encounter in your career. 

Professionalism is an extension or expression of an ethical foundation. \ndeed, treating others with civility, cour- 

tesy and respect is not “nice to do,” it is professionally imperative. Recognize that you teach people how to treat 

you through your behavior, as do organizations. If you supply courtesy and respect in your public relationships, you 

will find it returned. The same holds true for inconsiderate behavior, rudeness and animosity. Furthermore, there is 

a direct relationship, too often overlooked, between courtesy and credibility. The high road to a satisfying career is 

demanding, but the people you meet there are inspiring and helpful. 

Warren Buffet was wrong, at least when he said, “It takes 20 years to build a reputation and five minutes to ruin 

it.” Thanks to social media, it takes less than five minutes. Stay vigilant. 



302 CHAPTER 14 _ Ethics, professionalism and diversity 

oD DIVERSITY 

Appreciating differences 

in culture, gender, race, 

background, lifestyles and 

experience, allowing them 

to strengthen us rather than 

divide us. 

When you get right down to it, good manners are nothing more than being 

thoughtful and considerate of others. They are the principal lubricant of the 

human machinery we use when we interact with others. 

Be personable and likeable. Learn to work well with people, treating them as 

equals. Work with and respect administrative assistants, secretaries and other staff- 

ers. They can help you succeed or cause you to fail. Develop relationships that win 

loyalty and dedication. Know people’s names (and the proper spelling) and use them. 

Be amentor to newcomers. 

Keep a sense of humor and of perspective. Don’t hold grudges and stay out of 

office politics for at least the first year in any company. It will take that long to fig- 

ure out the informal power and communications structure. Never allow yourself to 

believe the job couldn’t be done without you. Remember that cooperative effort is 

the key to success. Always be grateful and show that gratitude openly and often. Give 

others credit freely for their contributions. 

Embracing diversity 
In today’s world, both ethics and professionalism demand that we embrace diversity. 

Because issues of diversity in our society have come to the fore, detractors may scorn 

their importance. More damaging, though, are those who have taken up the cause 

because it is trendy, rather than because it is morally right and a critically important 

part of the essence of our humanity. 

Often, we wrongly equate diversity with equal employment opportunity and hir- 

ing quotas, failing to recognize that diversity celebrates the differences in all peo- 

ple, uniting them for better solutions and a brighter future. Harnessing diversity 

in our organizations and communities means creating an environment in which 

all individuals, regardless of difference, can work toward reaching their personal 

potential while serving the common good. Diversity does not focus just on race 

or gender. It addresses the contributions all individuals have te make because of 

their differences, not in spite of them. The following quote is often attributed to 

Nelson Mandela, but it was actually written by “The New York Times” bestsell- 

ing author, Marianne Williamson and quoted by Mandela. She wrote in her book 

“A Return to Love:” 

Our deepest fear is not that we are inadequate. Our deepest fear is that we are 

powerful beyond measure. It is our light, not our darkness, that most fright- 

ens us. We ask ourselves, who am I to be brilliant, gorgeous, talented and fab- 

ulous? Actually, who are you not to be? You are a child of God. Your playing 

small doesn’t serve the world. There’s nothing enlightened about shrinking 

so that other people won’t feel insecure around you. We were born to make 

manifest the glory of God that is within us. It’s not just in some of us; it’s in 
everyone. And as we let our own light shine, we unconsciously give other peo- 
ple permission to do the same. As we are liberated from our own fear, our pres- 
ence automatically liberates others. 
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Diversity demands we examine privilege in our lives and accept the responsibil- 
ity that comes with that privilege. It requires that we set aside “tolerance” in prefer- 
ence of acceptance and inclusion. It requires that we not identify one right way, one 
mainstream to which all others must conform, but that we recognize myriad viable 
paths to a solution. It means we must set aside ethnocentrism and learn to appreci- 
ate the variety of our world and its inhabitants. 

In the workplace, issues of diversity become even more critical. In today’s envi- 
ronment, employers seek not only trained and skilled individuals; they are looking 
for versatility, flexibility and skill in operating in diverse environments. They require 
not only job skills, but skills in communication and human relations. Preparing for 
the workforce, especially as a communicator, means preparing for work in diverse 
environments with individuals who are different in many ways, among them culture, 
race, gender, religion, sexual orientation, physical ability, age, national origin and 

socioeconomic status. Figure 14.3 is an example of how one professional association, 

PRSA, defines diversity and inclusion and talks about their importance to the com- 

munications industry. 

The following are some guidelines to developing characteristics to embrace 

diversity. 

Understand yourself and your history. The first step to embracing diversity 

is to understand yourself and the part played in your life by culture. Culture 

largely determines behavior. When we accept something as correct, right or 

proper, we have usually made a cultural judgment. Understand also the priv- 

ileges and opportunities you have been afforded that have contributed to the 

person you are now. Recognize that with those privileges come responsibili- 

ties and own up to those responsibilities. Also identify situations in which you 

were disadvantaged and how they have contributed to who you are. Rather 

than feeling self-pity, use those circumstances to develop empathy for oth- 

ers. We have all experienced both privilege and disadvantage to some degree. 

Reaching out to join cooperatively in the elimination of disadvantages of any 

kind is a positive way to deal with our own disadvantages. 

Shed the guilt and stop the blame. One of the biggest barriers to embracing 

diversity is guilt. Guilt is manifested in defensive postures. “It’s not my fault,” 

is heard all too often when we deal with issues of diversity. Learn to recognize 

a statement of fact without feeling blamed. It is a fact that certain groups in 

our society have been disadvantaged in ways that have been difficult to over- 

come. Supporting their efforts is not an admission of guilt. It is an attempt 

to prevent further pain and suffering by helping overcome disadvantages, 

regardless of their cause. On the other hand, do not become engaged in blam- 

ing behaviors. It does no good to blame people and drive them into a defensive 

posture. Blame and guilt are divisive, not unifying or productive. 

Minimize ethnocentrism. Although ethnocentrism is typically manifested 

between national cultures, it is present within nations as well. Ethnocentrism, 

or identifying our own particular culture and circumstance as the ideal to 

which all others should strive, is like wearing blinders. Different doesn’t mean 

wrong or less effective. It just means different. Just as there is not only one 

right answer in creatively solving problems, there is not just one “right” culture. 

Appreciate your own culture but recognize it is not better — just different — 

than other cultures. 
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Avoid stereotypes. Stereotyping is sometimes a useful tool in understanding 

publics, but when we talk about diversity it is almost always harmful. Don’t 

assume stereotypical characteristics about people with whom you have not 

worked or become acquainted. Also avoid the tendency to classify people as 

valuable members of a team just because of their membership in a particular 

group that may be a target public. Their value as a skilled communicator tran- 

scends the traits that classify them. All trained communicators should be able 

to marshal the resources and research to target any public. 

Appreciate different ways of doing things. Learn not only that there is more 

than one right answer or way to accomplish something but also that differ- 

ent ways of doing something may have advantages not evident at first glance. 

Appreciate that using different approaches may enhance the creativity of the 

whole team. And, recognize that sometimes a different approach has a contri- 

bution to make that standard methods could not. Western medicine is a typical 

example of ethnocentrism and stereotyping that has hindered the widespread 

use of less traumatic treatments that work. Eastern-trained healers who work 

with the nervous system, the body’s electrical impulses and pressure points 

have been successful time and time again at curing ailments Western medi- 

cine pronounced incurable. 

Recognize professionalism and ability. Stereotypes often prevent us from rec- 

ognizing the skills and competence of individuals. Professional communica- 

tions and marketing skills are not genetic. If we begin to look at colleagues as 

fellow professionals instead of classifying them by their differences, we will 

find we have more in common than we thought. 

Learn to develop relationships with individuals. Begin to see people as indi- 

viduals: living, breathing and pursuing a quality of life similar to that which 

you pursue. Friendships begin when people take the time to get to know one 

another as human beings. Ask questions if you are uncertain how to behave. 

Whereas “Blacks” used to be appropriate terminology, many now refer to them- 

selves as African-Americans. Many Native Americans prefer to be addressed 

by tribal affiliation. Hispanics include Puerto Ricans, Cubans, Mexicans and 

Mexican-Americans, to name only a few. Ask people 

how they define themselves and then show respect for 

the individual by adopting that definition in your inter- 

actions with them. It is the same personal respect you 

would wish to be accorded. 

In the marketing, communications and advertising 

professions, more often than not, we work in teams. 

Seldom is a solution developed or implemented by 

one person in isolation from others. Learning to har- 

ness diversity means learning to let differences work 

for you, allowing diversity to enhance sulutions and 

performance. In today’s world, those who excel profes- 

sionally will be those who have learned to appreciate 

and embrace diversity. © EDHAR/Shutterstock.com 
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Figure 14.3 ae ee ee! 
PRSA’s statement on diversity and inclusion 

Diversity and inclusion are integral to the evolution and growth of PRSA and the public relations industry. 

The most obvious contexts of diversity include race, ethnicity, religion, age, ability, sexual orientation, gender, gender 
identity, country of origin, culture and diversity of thought. However, in a rapidly changing society, diversity continues 
to evolve and can include class, socioeconomic status, life experiences, learning and working styles, and personality 
types and intellectual traditions and perspectives, in addition to cultural, political, religious and other beliefs. 

These defining attributes impact how we approach our work, connect with others and move through the world. 

Inclusion, according to the Society for Human Resource Management (SHRM), is defined as “the achievement of a 
work environment in which all individuals are treated fairly and respectfully, have equal access to opportunities and 

resources, and can contribute fully to the organization's success.” 

Inclusion is not just about having that “seat at the table” but is about ensuring everyone’s voice is heard and fully 

considered. Diversity and inclusion are proactive behaviors. 

Respecting, embracing, celebrating and validating those behaviors are integral to PRSA’s DNA. Diversity and inclusion 

are vital to the success of our profession, our members and the communities in which we live and work. It is essential 

and is our responsibility as members of PRSA to carry this forward. 

Source: PRSA De! Chapter Toolkit 

Summary 
It is only logical to conclude our examination of strategic communications planning 

with a discussion of professionalism and ethical practice. Without these elements, 

no communications effort will succeed over the long term. Successful commu- 

nication is based on trust, and trust is built by exhibiting professional and ethical 

behavior. Ethics are based on individual and group value systems (ethical codes) 

governing acceptable behavior. Value systems must place a premium not only on 

ethical behavior but also on diversity. True professionals exhibit a sincere commit- 

ment to an environment in which all may reach their potential while contributing 

to the overall goals. 

Exercises 
1. Dosome thinking about your own personal value system and how it will drive 

your ethical choices in the professional world. Develop your own definition of 

success and identify the ethical standards it implies. 
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2. Look up the codes of ethics in Appendix C and decide which one best exempli- 

fies your approach to the profession. 

3. Read one of PRSA’s Ethical Standards Advisories (ESA) at https://www.prsa. 

org/about/ethics. Take notes about how you would apply the guidelines in the 

advisory to similar situations you may encounter in your professional life. 

4. Read one of the latest winning case studies from the Arthur W. Page Student 

Case Study Competition (https://page.org/study_competitions). Evaluate 

how well the organization featured in the case study followed one of the 

Codes of Ethics in Appendix C. You may want to focus on the Arthur W. Page 

Principles. Write a brief report about your findings that explain what the orga- 

nization did well and where it can improve. 

5. Open a savings account designated as your freedom fund. 

6. Complete the Arthur W. Page Center’s training modules about public rela- 

tions ethics and diversity. https://pagecentertraining.psu.edu/ 

7. Initiate a serious discussion with one or two friends about diversity. Explore 

your similarities and your differences. Speak honestly about how you have 

been advantaged as well as disadvantaged. 

8. Review PRSA’s Voices4Everyone website (https://voices4everyone.prsa.org/) 

to learn more about disinformation, diversity and inclusion, civility and civic 

engagement. Use the website’s resources to develop a plan that will help you 

detect and avoid spreading disinformation in your personal life and on behalf 

of the organizations you will work for. 

9. Watch one of PRSA’s Diversity Dialogue videos at https://www.prsa.org/ 

diverse-dialogues. Or review AAF’s diversity, equity and inclusion videos at 

https://vimeo.com/showcase/7628309. Write a one-page report on what you 

learned about diversity. 
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Strategy brief — backgrounder/brief history 

Key public (brief profile including motivating self-interests): 

Secondary publics (if any): 

Action desired from public(s): 

Focus on an event, organization or issue: 

Backgrounder’s tie to campaign big idea: 

Proposed title: 

Primary messages (two-three short statements, similar to sound bites) 

Secondary messages (bulleted supporting data, facts, examples, stories, 

testimonials, etc.) 

1. Primary: 

Secondary: 

2. Primary: 

Secondary: 

3. Primary: 

Secondary: 

Opinion leaders and how they will be used (testimonials, quotes, etc.): 

Photos/charts/graphics (if any): 

Where and when distributed: 

Additional uses after distribution: 

Timeline /deadline: 
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Strategy brief — billboard/poster 

Key public (brief profile including motivating self-interests): 

Secondary publics (if any): 

Action desired from public(s): 

Billboard/poster’s tie to campaign big idea: 

Primary message (usually one short primary message, similar to a sound bite) 

Secondary messages (bulleted supporting data, facts, examples, stories, 

testimonials, etc.) 

1. Primary: 

Secondary: 

Opinion leaders and how they will be used (testimonials, quotes, etc.): 

Color palette: 

Art: 

Size(s) of billboard/poster: 

Location(s) of billboard/poster: 

Print quantity and offset printing spot colors (if applicable): 

Method and timing of distribution: 

Additional uses after distribution: 

Timeline/deadline: 

Tip: Use this strategy brief to create a wireframe before designing your billboard/poster. 
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Strategy brief — blog post/feature story 

Key public (brief profile including motivating self-interests): 

Secondary publics (if any): 

Action desired from public(s): 

Blog post/feature story’s tie to campaign big idea: 

Tone: 

News hook: 

Proposed headline: 

Proposed lead: 

Proposed nutgraf: 

Proposed background: 

Proposed conclusion: 

Embedded links to internal and external sites: 

SEO terms (key words or phrases) and tags: 

Primary messages (In a feature story, these are categories of information you will 

present in the body of the feature story. Use your primary messages as subheads — 

usually two-six categories.) 

Secondary messages (In a feature story, these are the quotations, data, facts, 

examples, or anecdotes that develop the body of the story under each primary 

category.) 

1. Primary: 

Secondary: 

2. Primary: 

Secondary: 

3. Primary: 

Secondary: 
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Opinion leaders and how they will be used (testimonials, quotes, etc.): 

Photos/graphics/art: 

Distribution contact (publication, editor’s name, email and phone): 

Distribution once published: 

Additional uses after publication: 

Timeline/deadline: 

Tip: If you are managing a blog, you should do a strategy brief for every blog post, and 

you must also create and maintain an editorial calendar. 
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Strategy brief — brochure 

Key public (brief profile including motivating self-interests): 

Secondary publics (if any): 

Action desired from public(s): 

Brochure’s tie to campaign big idea: 

Primary messages (In a brochure, these are categories of information you will 

present on each panel of the brochure. Use your primary messages as headlines or 

subheads for each panel — usually two-six panels.) 

Secondary messages (In a brochure, these are the quotations, data, facts, examples, 

or anecdotes that you will feature on each panel of your brochure.) 

1. Primary: 

Secondary: 

2. Primary: 

Secondary: 

3. Primary: 

Secondary: 

Opinion leaders and how they will be used (testimonials, quotes, etc.): 

Color palette: 

Cover title and cover copy: 

Cover photos/graphics (if any): 

Internal photos/graphics: 

Brochure size, paper (weight, finish): 

Print quantity and offset printing spot colors (if applicable): 

Where and when distributed: 

Additional uses after distribution: 

Timeline/deadline: 
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Strategy brief — direct mail piece 

Key public (brief profile including motivating self-interests): 

Secondary publics (if any): 

Action desired from public(s): 

Direct mail piece’s tie to campaign big idea: 

Tone: 

Proposed p.s.: 

Primary messages (two-three short statements, similar to sound bites) 

Secondary messages (bulleted supporting data, facts, examples, stories, 

testimonials, etc.) 

1. Primary: 

Secondary: 

2. Primary: 

Secondary: 

3. Primary: 

Secondary: 

Opinion leaders and how they will be used (testimonials, quotes, etc.): 

Color palette: 

Cover title and cover copy: 

Cover photos/graphics (if any): 

Internal photos/graphics: 

Print quantity and offset printing spot colors (if applicable): 

Mailer size and paper (weight, finish, etc.): 

Postage: 

Source of mailing list: 

Where and when distributed: 

Additional uses after distribution: 

Timeline/deadline: 
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Strategy brief — email news pitch 

Publication: 

Reporter/editor being pitched: 

Email contact: 

Related stories published by reporter: 

Reporter/beat assignments: 

Story being pitched: 

Story’s tie to campaign big idea: 

News hook (that would interest the reporter): 

Proposed email subject line: 

Resources/assets you can offer: 

1. Interviews: 

2. Research/data: 

3. Images: 

4. B-roll: 

Primary message (one-three short statements, similar to sound bites) 

Secondary messages (bulleted supporting data, facts, examples, stories, 

testimonials, etc.) 

1. Primary: 

Secondary: 

2. Primary: 

Secondary: 

3. Primary: 

Secondary: 

Photos/charts/graphics: 

Timing of pitch: 

Planned follow-up with media: 

Timeline/deadline: 

Tip: Reporters typically will not open attachments. 
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Strategy brief — fact sheet 

Key public (brief profile including motivating self-interests): 

Secondary publics (if any): 

Action desired from public(s): 

Fact sheet’s tie to campaign big idea: 

SEO terms (key words or phrases): 

Primary messages (two-three short statements, similar to sound bites) 

Secondary messages (bulleted supporting data, facts, examples, stories, 

testimonials, etc.) 

1. Primary: 

Secondary: 

2. Primary: 

Secondary: 

3. Primary: 

Secondary: 

Opinion leaders and how they will be used (testimonials, quotes, etc.): 

Color palette: 

Graphics/charts (if any): 

Finished size: 

Where and when distributed: 

Additional uses after distribution: 

Timeline/deadline: 
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Strategy brief — infographic 

Key public (brief profile including motivating self-interests): 

Secondary publics (if any): 

Action desired from public(s): 

Infographic’s tie to campaign big idea: 

Primary messages (In an infographic, these are categories of information used as 

subheads — usually two-six categories.) 

Secondary messages (In an infographic, these are the hard data or facts that fit 

under each primary category. Use vector elements such as avatars, ideograms, 

ribbons and speech bubbles to convey information quickly.) 

1. Primary: 

Secondary: 

2. Primary: 

Secondary: 

3. Primary: 

Secondary: 

Graphs and charts to be used (for comparison use column and bar charts; for 

transition use line or area charts; for composition use pie or waterfall charts): 

Other images or icons to be used (photos, avatars, ideograms, illustrations, ribbons, 

speech bubbles and word clouds): 

Color palette: 

Fonts: 

Where posted/distributed: 

Additional uses after distribution: 

Timeline/deadline: 



Strategy brief — letter to the editor 

Key public (brief profile including motivating self-interests): 

Secondary publics (if any): 

Action desired from public(s): 

News reference (previous story and publishing date): 

Letter to the editor’s tie to campaign big idea: 

Primary messages (two-three short statements, similar to sound bites) 

Secondary messages (bulleted supporting data, facts, examples, stories, 

testimonials, etc.) 

1. Primary: 

Secondary: 

2. Primary: 

Secondary: 

3. Primary: 

Secondary: 

Opinion leaders and how they will be used (testimonials, quotes, etc.): 

Length (newspaper’s suggested word count): 

Distribution contact (publication, editor’s name, email and phone): 

Distribution once published: 

Additional uses after publication: 

Timeline/deadline: 

Tip: Use a typical letter format complete with your signature, title, city, state and 

contact information. 
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Strategy brief — media advisory 

Key public (brief profile including motivating self-interests): 

Secondary publics (if any): 

Action desired from public(s): 

Media advisory’s tie to campaign big idea: 

Media contact and email address: 

Proposed email subject line: 

Proposed headline: 

Key information (use these categories as subheads in your advisory): 

Who: 

What: 

When: 

Where: 

Why: 

How: 

Opinion leaders and how they will be used (testimonials, quotes, etc.): 

Photos/charts/graphics: 

When and where distributed: 

Planned follow-up with media: 

Timeline /deadline: 
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Strategy brief — media kit/online newsroom 

Key public (brief profile including motivating self-interests): 

Secondary publics (if any): 

Action desired from public(s): 

Media kit’s tie to campaign big idea: 

Media contacts and email addresses: 

Proposed content (fact sheet, executive bios, infographics, videos, backgrounders, 

photos, etc.) and how it appeals to the key public’s self-interests. Each 

communications piece should have its own strategy brief. 

Il, 

GP oN 

Opinion leaders and how they will be used (testimonials, quotes, etc.): 

Proposed packaging (location on web, folder, box, envelope, etc.): 

Color palette: 

Packaging graphics (logo, photo, etc.): 

Method and timing of distribution (digital, sent with story, handed out at event, etc.): 

Print quantity (if applicable): 

Specific media to receive kit: 

Proposed follow-up with media (if any): 

Timeline/deadline: 

Tip: Today’s media environment requires most organizations to maintain at least a 

basic online newsroom presence. 
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Strategy brief — news release 

Key public (brief profile including motivating self-interests): 

Secondary publics (if any): 

Action desired from public(s): 

News release’s tie to campaign big idea: 

Media contacts and email addresses: 

News hook: 

Proposed headline: 

Proposed lead: 

SEO terms (key words or phrases): 

Primary messages (two-three short statements, similar to sound bites) 

Secondary messages (bulleted supporting data, facts, examples, stories, 

testimonials, etc.) 

1. Primary: 

Secondary: 

2. Primary: 

Secondary: 

3. Primary: 

Secondary: 

Opinion leaders and how they will be used (testimonials, quotes, etc.): 

Photos/charts/graphics (if any): 

Where and when distributed: 

Additional uses after publication: 

Timeline/deadline: 

Tip: Use the strategy brief for an email news pitch to send your news release to targeted 
reporters, bloggers, etc. 
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Strategy brief — newsletter 

Key public (brief profile including motivating self-interests): 

Secondary publics (if any): 

Action desired from public(s): 

Newsletter’s tie to campaign big idea: 

Overall tone: 

Masthead text and graphics: 

Lead story: 

Lead story graphics: 

Regular features or sections—special columns, reports and letters—and how they 

appeal to the key public’s self-interests. Each feature and story should have its own 

strategy brief. 

iL, 

We 

Bs 

4. 

Other stories or articles (each should have its own strategy brief): 

Color palette: 

Photos/graphics: 

Opinion leaders and how they will be used (testimonials, quotes, etc.): 

Finished size, number of pages and paper (weight, finish, etc.): 

Print quantity and offset printing spot colors (if applicable): 

Where and when distributed: 

Additional uses after distribution: 

Timeline/deadline: 

Editorial calendar: 
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Strategy brief — op-ed piece 

Key public (brief profile including motivating self-interests): 

Secondary publics (if any): 

Action desired from public(s): 

Op-ed’s tie to campaign big idea: 

Position to be taken in the op-ed: 

Tone: 

Proposed headline: 

Proposed lead: 

Primary messages (In an op-ed, these are the main arguments that support your 

position.) 

Secondary messages (In an op-ed these are the quotations, data, facts, examples, or 

anecdotes that support your main arguments.) 

1. Primary: 

Secondary: 

2. Primary: 

Secondary: 

3. Primary: 

Secondary: 

Opinion leaders and how they will be used (testimonials, quotes, etc.): 

Distribution contact (publication, editor’s name, email, and phone): 

Distribution once published: 

Additional uses after publication: 

Timeline/deadline: 
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Strategy brief — print ad 

Key public (brief profile including motivating self-interests): 

Secondary publics (if any): 

Action desired from public(s): 

Print ad’s tie to campaign big idea: 

Tone: 

Slogan or tagline (if any): 

Primary messages (two-three short statements, similar to sound bites) 

Secondary messages (bulleted supporting data, facts, examples, stories, 

testimonials, etc.) 

1. Primary: 

Secondary: 

2. Primary: 

Secondary: 

3. Primary: 

Secondary: 

Opinion leaders and how they will be used (testimonials, quotes, etc.): 

Color palette: 

Photos/graphics: 

Ad size, format and resolution: 

Ad placement (publications): 

Additional uses after publication: 

' Timeline/deadline: 
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Strategy brief — radio ad or PSA 

Key public (brief profile including motivating self-interests): 

Secondary publics (if any): 

Action desired from public(s): 

Radio ad’s tie to campaign big idea: 

Tone: 

Format (jingle, single voice, dialogue, etc.): 

Length (10 seconds, 15 seconds, 30 seconds, 60 seconds, etc.): 

Slogan or tagline (if any): 

Primary messages (two-three short statements, similar to sound bites) 

Secondary messages (bulleted supporting data, facts, examples, stories, 

testimonials, etc.): 

1. Primary: 

Secondary: 

2. Primary: 

Secondary: 

3. Primary: 

Secondary: 

Opinion leaders and how they will be used (testimonials, quotes, etc.): 

Title: 

Proposed voice actors: 

Sound effects: 

Music: 

Permissions: 

Production quantity: 

Where and when distributed: 

Additional uses after airing: 

Timeline/deadline: 
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Strategy brief — social media posts 
(Facebook, Instagram, LinkedIn, Twitter) 

Key public (brief profile including motivating self-interests): 

Secondary publics (if any): 

Action desired from public(s): 

Social media posts’ tie to campaign big idea: 

Photo or graphics (if applicable): 

Hashtags and/or text links (if applicable): 

SEO terms (key words or phrases): 

First five posts (include primary/secondary message elements; may not include all 

elements below): 

l. Message: 

Art/video: 

Links: 

Hashtags: 

@ tags: 

2. Message: 

Art/video: 

Links: 

Hashtags: 

@ tags: 

3. Message: 

Art/video: 

Links: 

Hashtags: 

@ tags: 

4. Message: 

Art/video: 

Links: 

Hashtags: 

@ tags: 

5. Message: 

Art/video: 

Links: 

Hashtags: 

@ tags: 

| Analytics to monitor posts: 

Editorial calendar: 
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Strategy brief — special event 

Key public (brief profile including motivating self-interests): 

Secondary publics (if any): 

Action desired from public(s): 

Tentative event date/deadline: 

Event location: 

Event theme (should tie to overall big idea): 

Slogan or tagline (if any): 

Primary messages (two-three short statements, similar to sound bites) 

Secondary messages (bulleted supporting data, facts, examples, stories, 

testimonials, etc.) 

1. Primary: 

Secondary: 

2. Primary: 

Secondary: 

3. Primary: 

Secondary: 

Opinion leaders and how they will be used (testimonials, quotes, etc.): 

Desired atmosphere/tone: 

Key visual elements: 

Interactive activities (if any): 

Collateral pieces (print, multimedia, web, etc.) — each will need individual strategy 

briefs: 

Takeaways (gifts, mementos, swag, etc.): 

Special guests: 

Targeted media to invite: 

Planned promotion: 

Tip: Always use a detailed checklist and calendar when planning and executing a 
special event. 
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Strategy brief — speech 

Key public (brief profile including motivating self-interests): 

Secondary publics (if any): 

Action desired from public(s): 

Speech’s tie to campaign big idea: 

Proposed title: 

Speaker: 

Venue: 

Length: 

Audience (the key public may be broader than the physical audience of the speech): 

Opening attention-getting device (humor, story, statistics, etc.): 

Primary messages (two-three main ideas or points in the speech) 

Secondary messages (bulleted supporting data, facts, examples, stories, 

testimonials, etc.): 

1. Primary: 

Secondary: 

2. Primary: 

Secondary: 

3. Primary: 

Secondary: 

Opinion leaders and how they will be used (testimonials, quotes, etc.): 

Visuals and/or video to be used (if any): 

Conclusion: 

Speech publication or distribution: 

Additional uses after delivery: 

Timeline /deadline: 
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Strategy brief — video 

Key public (brief profile including motivating self-interests): 

Secondary publics (if any): 

Action desired from public(s): 

Video’s tie to campaign big idea: 

Slogan or tagline (if any): 

Proposed title: 

Tone: 

Hook: 

Format (jingle, voice-over, situation, etc.): 

Length (30 seconds, 60 seconds, up to three minutes maximum): 

Primary messages (two-three short statements, similar to sound bites) 

Secondary messages (bulleted supporting data, facts, examples, stories, 

testimonials, etc.) 

1. Primary: 

Secondary: 
e 

e 

2. Primary: 

Secondary: 

3. Primary: 

Secondary: 

Opinion leaders and how they will be used (testimonials, quotes, etc.): 

Proposed actors: 

Location(s): 

Props/equipment needed: 



Photos/graphics: 

B-roll: 

Sound effects: 

Music: 

Permissions: 

Where and when distributed: 

SEO description for posting: 

Additional uses after posting: 

Timeline/deadline: 

Tip: Always create a storyboard and shot list before you begin shooting video. 

APPENDIXB_ Strategy briefs 335 



336 APPENDIXB_ Strategy briefs 

Strategy brief — website 

Key publics (brief profiles including motivating self-interests of each key public): 

Secondary publics (if any): 

Action desired from publics: 

Website’s tie to campaign big idea: 

Tone: 

URL: 

SEO terms (key words or phrases): 

Primary messages for the home page (two-three short statements, similar to 

sound bites): 

1, Primary message: 

2. Primary message: 

3. Primary message: 

Primary navigation categories and subcategories (indicate how they appeal to the 

key publics’ self-interests): 

1. 

a. 

b. 

2. 

a. 

b. 

& 

3. 

a. 

b. 

e 

4. 

a. 

b 

€ 

Opinion leaders and how they will be used (testimonials, quotes, etc.): 

Visual design elements (logos, pictures and illustrations): 

Color palette: 

Fonts: 

Interactive elements: 

Promotion to drive traffic to URL: 

Social media links: 

Timeline/deadline: 
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PROFESSIONAL CODES OF ETHICS 

Following are brief summaries of the principles and values in the ethical codes for 

several professional communications and research associations. URLs are provided 

to access the full code for each of the associations. 

American Marketing 
Association (AMA) — 
Statement of ethics 
Adopted by members of the AMA in 2008. URL: https://myama.my.site.com/s/article/AMA-Statement-of-Ethics . 

Ethical norms 
1. Donoharm. 

2. Foster trust in the marketing system. 

3. Embrace ethical values: 

¢ Honesty ¢ Fairness e Transparency 

¢ Responsibility ¢ Respect ¢ Citizenship 
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The Arthur Page Society — 
The Page principles 
URL: https://page.org/site/the-page-principles 

Seven proven principles 
ls 

NAT pw 

Tell the truth. 

Prove it with action. 

Listen to the stakeholders. 

Manage for tomorrow. 

Conduct public relations as if the whole enterprise depends on it. 

Realize an enterprise’s true character is expressed by its people. 

Remain calm, patient and good-humored. 

Association for Institutional 
Research (AIR) — Statement 
of ethical principles 
Approved by the AIR Board of Directors September 13, 2019. URL: https://www.airwed.org/ir-data-professional-overview/ 

statement-of-ethical-principles. 

Act with integrity 
Recognize the consequences of institutional research. 

Acknowledge the rights of individuals whose information is used. 

Protect privacy and maintain confidentiality. 

Be responsible data stewards. 

Provide accurate and contextualized information. 

Deliver appropriate information and analyses. 

Be fair and transparent. 

Avoid conflicts of interest and disclose them when unavoidable. 

Strive to make research accessible. 

Share knowledge of the institutional research field. 

Value lifelong learning and the enhancement of the field. 

Draw on and contribute to relevant and emerging scholarship and develop- 

ing trends. 

Be committed to serving as educators and role models on the ethical use 

of data. 
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Global Alliance for 
Public Relations and 
Communications 
Management — Global 
principles and code of ethics 
GA code 2018. URL: https://www.globalalliancepr.org/code-of-ethics. 

Principles of professional practice 
e Advocacy ¢ Honesty ¢ Expertise 

e Disclosure ¢ Integrity ¢ Loyalty 

Institute for 
Advertising Ethics — 
Principles and practices 
for advertising ethics 
Adopted 2020. URL: https://www.iaethics.org/principles-and-practices 

Principles 
1. Share acommon objective of truth and high ethical standards. 

2. Exercise the highest personal ethics in the creation and dissemination of 

information. 

3. Distinguish advertising, public relations and corporate communications 

from news and editorial content and entertainment. 

4. Disclose all material conditions (e.g., payment or free product) affecting 

endorsements and the identity of endorsers. 

5. Treat consumers fairly. 

6. Never compromise consumers’ personal privacy or their free choice 

concerning provision of their information. 

7, Follow federal, state and local advertising laws and industry self-regulatory 

programs. 

8. Discuss privately potential ethical concerns and give team members 

permission to express their ethical concerns. 

9, Build trust through transparency and full disclosure. 
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International Association 
of Business Communicators 
(LABC) — Code of ethics for 
professional communicators 
Approved by the International Executive Board May 4, 2016. URL: https://www.iabc.com/About/Purpose/ Code-of-Ethics 

Ethical principles 
Be honest. 

Communicate accurate information. 

Obey laws and public policies. 

Protect confidential information. 

Support the ideals of free speech. 

Be sensitive to cultural values and beliefs. 

Give credit to others and cite sources. 

Do not use confidential information for personal benefit. 

Do not represent conflicting or competing interests without full disclosure. 

10. Do not accept undisclosed gifts or payments. 

11. Do not guarantee results beyond ability to deliver. 

i 

PONANA WD 

The International Public 
Relations Association 
(IPRA) — Code of conduct 
Adopted by the IPRA Board November 5, 2010. The Code consolidates the 1961 Code of Venice, the 1965 Code of Athens and the 

2007 Code of Brussels. URL: https://www.ipra.org/member-services/code-of-conduct 

Conduct of public relations practitioners 
1. Observe the principles of the UN Charter and the Universal Declaration of 

Human Rights. 

Act with honesty and integrity. 

Establish dialogue. 

Be open and transparent. 

Avoid and/or disclose any professional conflicts of interest. 

Honor confidential information. 

Ensure truth and accuracy. 

Do not intentionally disseminate false or misleading information. 
Do not obtain information by deceptive or dishonest means. PRPNAnAWD 
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10. Do not create or use any organization that actually serves an undisclosed 
interest. 

11. Do not sell copies of documents obtained from public authorities. 
12. Do not accept payment from anyone other than the principal. 
13. Do not give any inducement to public representatives, the media or other 

stakeholders. 
14. Do not exercise improper influence on public representatives, the media or 

other stakeholders. 

15. Do not intentionally injure the professional reputation of another 
practitioner. 

16. Do not seek to secure another practitioner’s client by deceptive means. 

17. Follow the rules and confidentiality requirements when employing 

personnel from public authorities or competitors. 

18. Observe this code with respect to fellow IPRA members and public relations 

practitioners worldwide. 

Public Relations Society of 
America (PRSA) — Code of 
ethics 
URL: https://www.prsa.org/about/ethics/prsa-code-of-ethics 

Professional values 
¢ Advocacy ¢ Expertise ¢ Loyalty 

e Honesty ¢ Independence ¢ Fairness 

Core principles 
¢ Free flow of information e Safeguarding confidences 

¢ Competition ¢ Avoiding/disclosing conflicts of interest 

e Disclosure of information e Enhancing the profession 

341 



Dra) Jewaaipt® | 

R.. rerun 

= shAhgnr; iiteig Pen eeatresot 8 At) ols we ec 

eC ae 

foaipetes 
awit #2/DaTimanrget 

ess IOa leer 
omtrie be esokteriyy) Reed! 

oaye otinaenb al toallsc oanditonne a diame. hes. — a 

Sully rsicaity Gisirsrapor me mL bine salads 

r" 

<= sin 

ee a. val ao ae 

: Lew : sme 
Fae wae P< 

nas 
Seman 

ate anaihspnde wi situa 

dé Sau nts inte i) 

oe ic pg - 

@ apes 
1 a6G7 _ CAZE iL89D 

4 

Peery iihianw - ‘| a) Set A ' Uyae — 

53.55 00gAlor ae Snibtovk 

iM eon ofl goin < 
al 

--@@ - 

ia 

2S = 

> 

i 

7 wee 



APPENDIX D 
COMPLETE SAMPLE STRATEGIC COMMUNICATIONS PLAN 

The State Department of Corrections is planning to construct a new prison in Green 

Valley, a small farming town 50 miles from an interstate highway. The 7,500 people 

in the town and 2,500 more in the surrounding area are concerned for the safety of 

their families and property. The state will face expensive opposition unless attitudes 

can be changed so that the town is reassured of its safety and welcomes the economic 

development that will come with the new facility. 

BACKGROUND 

The external environment: Like the rest of the country, Green Valley is struggling 

to emerge from the economic downturn that hit this farming community particu- 

larly hard. Unemployment and underemployment have been problems, and the con- 

struction project, and the staffing and maintenance of a prison in town would be a 

definite economic boon. Politically, the residents are conservative and supportive of 

the penal system, but highly publicized incidents of violent crime have them wary of 

the kinds of people and criminal culture that would be introduced into their commu- 

nity and to their children. 

The industry: While the penal system would introduce the seamier side of society 

to Green Valley, the prison and all the services needed to support the prison would 

mean several million dollars injected into the area economy annually, and it would 

mean 750 new jobs with the prison alone, not to mention the jobs that would be 

added as the town’s business community expanded to meet the needs of such a facil- 

ity. While many of those jobs would be blue collar, hourly positions, a fair percentage 

would be professional positions in education, health care, management, finance and 

other professions. Technology, strict regulation and control in this industry renders 

safety less of an issue than the public may think. That means growth for Green Valley 

as people move into town to support the new prison, and employment for people in 

Green Valley who have been without work because of the recent recession. 

Competition: The only competition is the publics’ perceptions, attitudes and val- 

ues. Fear for safety and fear for a loss of innocence present opposition. Those can be 
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overcome with accurate information and recognition of the benefits. There is also a 

potential for legal opposition to a project like this. 

Stakeholder research: Green Valley residents are diffused stakeholders. They do 

not typically interact with the State Department of Corrections, but because the 

proposal to construct a prison in their town will have a significant impact on their 

lives, they are more likely to become involved with the department throughout the 

approval process. The prison proposal will also have an impact on their attitudes 

about and opinions of the department. Green Valley residents have some power over 

the elected officials making decisions about the prison through the ballot box and 

public pressure. They have a legitimate claim on the issue because the prison will be 

built in their community, which will be left to deal with both the positive and nega- 

tive impacts. Also, they will feel a sense of urgency for government leaders to address 

their concerns as deadlines approach for community input and government approv- 

als that move the prison from idea to reality. 

The organization: The state prison system keeps a low profile, and has been able to 

do so because of virtually no incidents threatening public safety in the last couple of 

decades. The system is efficiently managed, and employees are competent. Its repu- 

tation is unsullied. 

The service: The service provided by the taxpayer-funded state penal system is nec- 

essary. In this conservative area, the justice system is supported, and the concept of 

prisons is understood and accepted. There is little, if any, opposition to the idea of a 

prison; there was simply concern that it would be located here. The issue of safety 

is the primary concern in the minds of citizens, and the exposure of children to the 

idea of violent crime in society is a close secondary concern. In a small town like this, 

children and families would see the prison facility daily, a constant reminder of their 

vulnerability and the criminal element in society. 

Promotions: Research shows that other states that have faced this challenge have 

been most successful when they have invited the community’s voice in the process. 

Providing full information on location, plans, timelines, construction and operation 

along with inviting public discussion and comment have typically allowed com- 

munities to weigh the pros and cons and come to a decision of support. Economic 

benefits, safety procedures and safety records of other state facilities have all been 

powerful messages. When communities have a voice in the process, are assured of 

the safety of their families, recognize the economic benefits and see the meticu- 
lous planning for the least disruption of their lives, they tend to be supportive of 
a prison in their community. A pervasive public information effort, the support of 
local opinion leaders and community forums have been the most effective tools to 
engage publics and gain support. 

Resources: Opinion leaders will be critical resources in this public information and 
persuasion campaign, particularly local officials, school administrators and local 
media. The community’s need for economic growth and stability, as well as jobs, can 
be considered a resource. City hall, the high school and the local recreation center 
are established community meeting places that can be used for community forums. 
An online newspaper and a local radio station will also be resources for information 
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dissemination, as well as social media, particularly those also used by local govern- 
ment and police to keep citizens informed. 

SWOT analysis: 

Strengths _ Weaknesses 
1. Economic benefits | 1. Construction inconvenience 
2. Penalsystem safety record 2. Daily visibility of negative 
3. Support of local leaders element 

Opportunities | Threats 

1. Jobs | 1. Safety 
2. Local media and | 2. Family values 

social media 3. Legal opposition 

SITUATION ANALYSIS 

The announcement that the state is planning to construct a new prison facility in 

Green Valley has been met with initial resistance. While residents are generally 

supportive of the state’s penal system, which has an excellent record of safety and 

competence, they fear the introduction of the criminal element into their peaceful 

community. Safety has been the overriding concern of residents, overshadowing 

the economic benefits that would come from the construction and maintenance 

of this facility. This project would bring in several million dollars annually and 

750 jobs to this economically struggling community. It would boost the business 

and professional communities, improve medical facilities, strengthen funding for 

education and provide an economic injection that would significantly improve the 

quality of life for the vast majority of area residents. A solid 80% of residents have 

expressed concerns over safety, but only 35% could name a potential economic 

benefit. Fewer than 20% thought the new facility would improve other local ser- 

vices like education and health care. Nearly three-quarters of residents have a 

favorable opinion of the State Corrections Department, but only one-quarter indi- 

cate that they would be fully supportive of a prison in Green Valley. While only 30% 

are outright opposed to locating the prison here, 45% have significant concerns. 

Should those concerns not be alleviated, the opposition could potentially mobilize 

a legal challenge to the project. 

The primary challenge seems to be public awareness and education. Other efforts 

have shown that giving the community a voice in the process and being completely 

transparent and open about plans and operation have improved community sup- 

port, especially given the economic benefits. Safety will always be an issue, but the 

reputation and safety record of the Department of Corrections as well as procedures 

in place to ensure safety can assure the community that there is low risk associated 

with housing a prison in the community. Local opinion leaders and local media are 

well-informed on relevant issues and are supportive. But if opposition can’t be con- 

verted to support, Green Valley will likely lose the opportunity to improve the stan- 

dard of living for residents by locating the prison there. 
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CORE PROBLEM/OPPORTUNITY 

Raise public awareness of safety and the benefits of the new prison to gain public 

support and neutralize opposition so that the Green Valley prison project can go for- 

ward without costly delay or legal opposition. 

GOAL 

To gain public support for the new prison and neutralize opposition to it. 

OBJECTIVES 
i 

2 

Raise awareness of the proposed prison’s benefits to the local economy from 35% 

to 65% within six months, measured by a contracted survey of the community. 

Raise awareness of the proposed prison’s benefits to community services from 

20% to 50% within six months and to 75% within 12 months measured by con- 

tracted surveys of the community. 

Generate 6,000 unique visits to the campaign website within six months, mea- 

sured by digital website analytics. 

Reduce public concern about safety issues related to the proposed prison 

from 80% to 50% within six months and to 40% within 12 months, measured 

by contracted surveys of the community. 

Increase public support for the proposed prison from 25% who are fully sup- 

portive of a prison to 45% who are fully supportive within six months and to 

65% within 12 months, measured by contracted surveys of the community. 

KEY PUBLICS AND PRIMARY MESSAGES 

1. Town and community leaders. This public includes Green Valley’s elected 

and public safety officials, as well as leaders of community, religious and edu- 

cational organizations. These individuals have earned the trust and respect of 

their community. They are opinion leaders to other publics. They are familiar 

with the Department of Corrections, understand pros and cons of the prison 

issue, and are generally supportive of building the prison in Green Valley. 

Self-interests: welfare of Green Valley economy, welfare of Green Valley res- 

idents, their professional reputations. 

Opinion leaders: employers, patrons, residents, state and county govern- 

ment officials. 

Channels: personal phone numbers and email addresses, state and county 

government departments, local newspaper and radio. 

Primary Messages: 

1. The prison will inject millions of dollars into Green Valley’s economy 

every year. It will attract new businesses to the area, enable local busi- 
nesses to grow and reduce unemployment and underemployment 
without raising taxes. 

2. Locating the prison in Green Valley will also result in improved health 
care facilities, additional funding for schools and community infra- 
structure like parks and roads, and even new housing development. 

3. The safety of the community is a number one priority and has never 
been compromised in any other prison location in the state. 

4, Your voice and your influence in this process is valued. Participate in 
our community meetings to let Green Valley residents know what you 
think about the proposed prison and its benefits to the community. 
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Prison neighbors. This public includes Green Valley residents who live in a 
three-mile radius around the planned prison site. Due to the location of the 
prison on the edge of town, the three-mile radius includes rural farm fami- 
lies whose community roots go back for generations and blue-collar families 
with young children who are newer to Green Valley. This group is concerned 
that the construction and operation of the prison will disrupt their daily lives. 
Many are currently opposed to the prison being built in their backyard. This 
group is typically conservative and supports law enforcement but is unaware 
of the proposed prison’s safety measures. However, this public would benefit 
significantly from the influx of funding for education, medical facilities and 
city infrastructure that would accompany the construction of the prison. 

Self-interests: safety, welfare of their children, economic security, quality of 

life, community. 

Opinion leaders: family, neighbors, community leaders, town officials. 

Channels: house-to-house information dissemination, opinion leaders, word- 

of-mouth, local newspaper and radio, and local government digital media. 

Primary Messages: 

1. The construction and operation of the prison will create jobs in Green 

Valley, giving the community a multimillion dollar economic boost 

every year. 

2. The operation of the prison will generate funding that will improve 

Green Valley’s education system, health care options and town infra- 

structure without raising taxes. 

3. The proposed prison site was selected because of the large amount 

of green space buffering it from the surrounding neighborhoods. The 

prison construction and operation plan will maximize safety and mini- 

mize disruptions. 

4. Your voice in this process is valued. We want to hear your opinions and 

concerns about the proposed prison. Participate in one of our neigh- 

borhood meetings to let us know what’s on your mind. 

Prison fence-sitters. This public includes working-age adults and their fam- 

ilies who live outside the three-mile radius around the proposed prison site. 

This group includes individuals living in the town and in the surrounding 

area. Individuals in this group tend to be younger, with a higher proportion 

between the ages of 20 and 49. Nearly 80% of the individuals in this group are 

married with an average household size of three people. About 83% are home- 

owners. Residents in this group have mixed feelings about the new prison. On 

the one hand, they have significant concerns that the prison will make their 

community unsafe. However, because many live at a distance from the pro- 

posed prison site, these concerns may be easily alleviated. On the other hand, 

they are open to the new job opportunities, economic growth and improved 

local services that would result from the construction and operation of the 

prison. However, most individuals in this group are unaware of the economic 

benefits of the prison and the positive impact the prison could have on local 

services like education and health care. 

Self-interests: safety, family, economic security, job growth, community. 

Opinion leaders: family, business owners, community leaders, religious lead- 

ers, town Officials. 
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Channels: opinion leaders, community meeting places, local newspaper and 

radio, local government digital mediaand social media, and word-of-mouth. 

Primary Messages: 

1. The construction and operation of the prison will create jobs in Green 

Valley, giving the community a multimillion dollar economic boost 

every year. 

2. The operation of the prison will generate funding that will improve 

Green Valley’s education system, health care options and town infra- 

structure without raising your taxes. 

3. The State Department of Corrections will be holding community gath- 

erings to share details with you about the location, plans, construction 

and safety measures of the proposed prison. 

4. Your voice in this process is valued. We want to hear what you think 

about the proposed prison. Participate in one of our community gath- 

erings to let us know what’s on your mind. 

4. Local business owners. Most Green Valley residents work close to home. 

While a significant number of Green Valley residents are self-employed farm- 

ers or work in support of the farming industry, many are employed by local 

businesses that provide jobs in administrative support, food service, retail 

sales and transportation. Demographics of this public are diverse with ages 

ranging from 25 to 65 years. Business owners in Green Valley are hard work- 

ing entrepreneurs who are committed to their businesses and invested in 

the success of the community. Many are members of the Green Valley Area 

Chamber of Commerce and participate in local chapters of community ser- 

vice organizations including Kiwanis and Rotary. This group is cautiously 

optimistic about the prison because of its potential economic benefits, but 

it is concerned about the safety of their business investments and the over- 

all safety of the community. Additionally, some local business owners may 

be concerned about new businesses moving into Green Valley if the prison is 

built. The influx of new business and workers connected with the prison could 

change the dynamics of the local economy. But, other local business owners 

may see the prison as an opportunity to attract new customers and clients, 

particularly those associated with the prison. Individuals in this group can be 

opinion leaders for their employees and customers/clients. 

Self-interests: economic stability and growth, wellbeing of employees, com- 

munity development, personal success and achievement. 

Opinion leaders: city leaders, Chamber and trade association leaders, indus- 
try leaders. 

Channels: Chamber of Commerce, community service organizations, local 

government email and digital channels, opinion leaders, local newspaper 

and radio. 

Primary Messages: 

1. The prison will inject millions of dollars into Green Valley’s economy 
every year. It will expand your customer base, enable your business to 
grow and allow you to hire more workers from the community. 
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2. The State Department of Corrections will be holding meetings with 
local business leaders to share details with you about the location, 
plans, construction and safety measures of the proposed prison, and 
the infrastructural improvements that will accompany the project. 

3. We want to hear what you think about the proposed prison. Participate 
in one of our local business leader meetings to let us know what’s on 
your mind. 

BIG IDEA 

The big idea is to take residents on a virtual tour of a reimagined Green Valley five 
years in the future. 

Big idea strategy: The virtual tour will allow Green Valley residents to imagine 

how their community will benefit from building a prison. The tour will take resi- 

dents through the proposed prison where they will learn about prison operations 

and safety measures. It will also take them through the community where they 

will see how upgraded services, as well as new business and jobs, have improved 

the quality of life. It will demonstrate the improved school and health care facili- 

ties, and upgraded infrastructure (like parks and roads) that the influx of tax dol- 

lars will provide. The tours will frame the building of the prison as a “rebirth” 

story for Green Valley that will appeal to residents and the local media. 

Visual representation: A video and stylized map that “imagines” the economic 

and local service benefits to Green Valley if the prison is built. The map should 

have a focus on better services closer to home, and include a health care facility, 

schools, parks, streets and sidewalks in neighborhoods, and other such amenities 

either missing or in need of upgrade. 

Slogan: Imagine Green Valley, www.imagineGreenValley.info, 

#ImagineGreenValley 

STRATEGIES AND TACTICS 

1. Town and community leaders 

Strategy one: Convince city and community leaders to advocate for build- 

ing the prison because of the improvements it will bring to the community 

through interpersonal communication. 

Tactics: 

* In-person visits with town and community leaders to talk to them 

about the benefits of building the prison in Green Valley. 

¢ Work with town and community leaders to form a citizen advocacy 

group that would help disseminate information door-to-door and 

participate in in-person meetings with residents. 

¢ Capture statements in writing and on video of these opinion leaders 

expressing their support for the prison and their confidence that the 

prison will improve the quality of life in the community. 

o Use these statements on the campaign website www.imagine- 

GreenValley.info and in the virtual tour. 
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° Work with town officials to share these opinion leader state- 

ments, along with information about upcoming meetings and a 

link to the campaign website, on their social media platforms. 

o Work with Chamber of Commerce, Kiwanis and Rotary club 

leaders to share these opinion leader statements, along with 

information about upcoming meetings and a link to the cam- 

paign website, on their social media platforms. 

2. Prison neighbors 
Strategy one: Raise awareness among prison neighbors of the proposed pris- 

on’s improvements to local services and benefits to the local economy through 

information dissemination by local opinion leaders and the citizen advocacy 

group. 

Tactics: 

¢ Launch Imagine Green Valley website at www.imagineGreen Valley. 

info, which uses sector opinion leaders and includes: 

o Landing page with an interactive version of the campaign’s 

Imagine Green Valley map. 

© Page about the economic benefits of building the prison. 

° Page about the education benefits of building the prison. 

o° Page about the health care benefits of building the prison. 

° Page about the infrastructure benefits of building the prison. 

° Page about the location, plans, timeline, construction and opera- 

tion of the prison. 

© Page about the safety procedures that will be implemented at the 

new prison. 

o Page with news about upcoming meetings and events. 

° Page with news coverage about the proposed prison. 

° Moderated community forum that allows residents to make 

comments and ask questions about the proposed prison and 

moderators to respond to comments and questions. 

° 6FAQs. 

¢ In-person visits to each household in the three-mile radius by mem- 

bers of the citizen advocacy group to disseminate pamphlets, answer 

questions and invite them to a neighborhood meeting held in a local 

school providing a visual of how schools would benefit. 

° Pamphlet that helps the residents imagine how the prison will 

improve the local economy providing jobs and increasing fund- 

ing for needed community services like education, health care 
and infrastructure. 

° Pamphlet outlining the reasons for the proposed site of the 

prison, which was chosen because of significant green space sep- 
aration from the surrounding neighborhoods. The pamphlet will 
also describe how the construction plan will minimize disrup- 

tions and the operation plan will maximize safety. 
° Each pamphlet will direct readers to the campaign website www. 

imagineGreenValley.info and other social media resources. 
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Strategy two: Reduce concern among prison neighbors about safety issues 
related to the proposed prison and assure them their voice is heard through 
ongoing opinion surveys, in-person meetings and digital resources. 

Tactics: 

* Hold a series of meetings near the prison site for residents living in 
the three-mile radius. 

° Use trade show-style informational materials and displays to 
educate them about the location, plans, timelines, construc- 
tion, operation and safety procedures of the proposed prison. 
Information will also include statistics about prisons that were 
introduced in other communities in the state. 

* Posters 

* Brochures 

* Flyers 

» Maps 

« Videos or cameos from social media sites of town, police/ 

safety services, Chamber and business leaders 

° Virtual tour of Green Valley five years into the future featur- 

ing imagined improvements in schools, health care facilities, 

economic opportunities, infrastructure like parks, roads and 

sidewalks. 

° Invite public discussion and commeiit. Allow residents to weigh 

the pros and cons of the proposed prison. 

« Allow residents to ask questions of the citizen advocacy group 

members. 

* Capture resident comments through comment cards and 

online comment submission through the campaign website: 

www.imagineGreenValley.info. 

¢ Ongoing community opinion surveys measuring level of awareness 

and understanding of disseminated material and messages (a service- 

learning project for local high school students). 

3. Prison fence-sitters 

Strategy one: Raise awareness among prison fence-sitters of the proposed 

prison’s improvements to local services and benefits to the local economy 

through local news media. 

Tactics: 

e Pitch stories about the benefits of building the prison to local media 

outlets. Include interview ideas for city and community leaders who 

are supportive. Story angles include: 

o The Department of Corrections’s track record for safety. 

o The economic benefit that prisons have brought to other com- 

munities in the state. 

o The impact that building the prison will have on the local econ- 

omy, unemployment and recession. 

o The types of new businesses that the prison would draw to the 

area. 

© The number and types of new jobs that would accompany the 

construction and operation of the prison. 
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o The impact of building the prison on local health care services. 

o The impact of building the prison on local education. 

o The impact of building the prison on local infrastructure. 

© Invitation forcommunity input at community meetings, through 

comment cards and through the website. 

Work with members of the citizen advocacy group to pitch and write 

op-eds for the local paper. 

Work with members of the citizen advocacy group to appear as 

guests on the local news radio program. 

Invite local media to attend community meetings with residents. 

Strategy two: Raise awareness among prison fence-sitters of the proposed 

prison’s improvements to local services and benefits to the local economy 

through information distributed by community organizations. 

Tactics: 

Work with the local school district to send home flyers to parents of 

schoolchildren about the benefits of the proposed prison for educa- 

tion in the area, as well as the dates, times and locations of commu- 

nity meetings to be held in Green Valley. 

© Include endorsements from supportive educational leaders on 

the citizen advocacy group. 

° The flyer will direct readers to the campaign website www.imag- 

ineGreenValley.info and other supportive social media. 

Work with local health care providers to disseminate flyers to their 

patients about the benefits of the proposed prison for health care 

in the area, as well as the dates, times and locations of community 

meetings to be held in Green Valley. 

° Include endorsements from supportive health care leaders on 

the citizen advocacy group. 

° The flyer will direct readers to the campaign website www.imag- 

ineGreenValley.info and other supportive social media. 

Work with the local recreation center to disseminate flyers to their 

patrons about the benefits of the proposed prison for parks, recre- 

ation and other infrastructure improvements in the area, as well as 

the dates, times and locations of community meetings to be held in 

Green Valley. 

° Include endorsements from supportive community leaders on 

the citizen advocacy group. 

° The flyer will direct readers to the campaign website www.imag- 

ineGreenValley.info and other supportive social media. 

Work with Green Valley religious leaders to disseminate flyers to 
their congregations about the social service improvements that 
would come with building the prison, as well as the dates, times and 
locations of community meetings to be held in Green Valley. 
° Include endorsements from supportive religious leaders on the 

citizen advocacy group. 

° The flyer will direct readers to the campaign website www.imag- 
ineGreenValley.info and other supportive social media. 
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* Work with Green Valley municipal leaders to disseminate informa- 
tion in town print and digital media about the benefits of the pro- 
posed prison for public safety services and infrastructure, as well as 
the dates, times and locations of community meetings to be held in 
Green Valley. 

° Include endorsements from supportive municipal leaders on the 
citizen advocacy group. 

© The flyer will direct readers to the campaign website www.imag- 
ineGreenValley.info and other supportive social media. 

Strategy three: Reduce concern among prison fence-sitters about safety issues 

related to the proposed prison and ensure them their voice is heard through 

ongoing opinion surveys and in-person meetings held in local schools. 

Tactics: 

¢ Hold a series of meetings throughout the Green Valley community 

for residents who live outside a three-mile radius around the pro- 

posed prison site. 

© Use trade show-style informational materials and displays to 

educate them about the location, plans, timelines, construc- 

tion, operation and safety procedures of the proposed prison. 

Information will also include statistics about prisons that were 

introduced in other communities in the state. 

* Posters 

* Brochures 

« Flyers 

» Maps 

* Videos or cameos from social media sites of city, police/safety 

services, Chamber and business leaders 

o Virtual tour of Green Valley five years into the future featur- 

ing imagined improvements in schools, health care facilities, 

economic opportunities, infrastructure like parks, roads and 

sidewalks. 

° Invite public discussion and comment. Allow residents to weigh 

the pros and cons of the proposed prison. 

« Allowresidents to ask questions of the citizen advocacy group 

members. 

« Capture resident comments through comment cards and 

online comment submission through the campaign website: 

www.imagineGreenValley.info. 

¢ Ongoing community opinion surveys measuring level of awareness 

and understanding of disseminated material and messages (a service- 

learning project for local high school students). 

4. Local business owners 

Strategy one: Raise awareness among local business owners of the proposed 

prison’s improvements to local services and benefits to the local economy 

through the Chamber of Commerce and Kiwanis and Rotary clubs. 
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Tactics: 

Work with the Chamber of Commerce and the Kiwanis and Rotary 

clubs to disseminate flyers about the benefits of the proposed prison. 

° 

° 

Include endorsements from supportive business owners and 

community leaders on the citizen advocacy group. 

The flyer will direct readers to the campaign website www.imag- 

ineGreenValley.info. 

Work with the Chamber of Commerce and the Kiwanis and Rotary 

clubs to create content for their digital communications channels 

(websites, emails and social media) about the benefits of the pro- 

posed prison for the local economy. The content will direct people 

to the campaign website www.imagineGreenValley.info. 

Schedule atime to make a presentation to the Chamber of Commerce 

and Kiwanis and Rotary club members. 
° Use trade show-style informational materials and displays to 

educate them about the location, plans, timelines, construc- 

tion, operation and safety procedures of the proposed prison. 

Information will also include statistics about prisons that were 

introduced in other communities in the state. 

=" Posters 

* Brochures 

« Flyers 

» Maps 

» Videos or cameos from social media sites of city, police/safety 

services, Chamber and business leaders 

* Provide enough copies of these materials for the business 

owners to share with their employees 

Video tour of Green Valley five years into the future featur- 

ing imagined improvements in schools, health care facilities, 

economic opportunities, infrastructure like parks, roads and 

sidewalks. 

Invite public discussion and comment. Allow business owners to 

weigh the pros and cons of the proposed prison. 

* Capture comments through comment cards and online com- 

ment submission through the campaign website: www.imag- 

ineGreenValley.info. 

CALENDAR AND BUDGET 

For this sample strategic plan, we have only included a six-month calendar and a 
budget for one public. A complete strategic plan for this scenario would include a 
12-month calendar and a budget for all four publics. 
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CALENDAR 

Month: 1 2 3 4 6 

Week: 12,3845 Mie2e3e4sieie 2364s lees eae S44 ule2n 3 e4) 

Key Public: Prison fence-sitters 

Strategy One: Raise awareness of improvements through local news media 

Pitch stories to local media outlets MX csrrrccecennennnencccnecnerecanne (ST te Teatro | aeeemeeeeias \eaicemneaea xX 
T 

Op-eds Noses fosgetione J aap aitaaee., 6 ae X 
Tactics: 

Local radio guests Ne ee ee eee ee x 

Invite media to community meetings Dee are es ee ye Se a X 

Strategy Two: Raise awareness of improvements through information distributed by community organizations. 

Sema@latiiigenheag 9 Cee ee X 

Healthcare provider flyers |X wrrrenneceneeeecpesseeeeenseceee x 

Tactics: Recreation center flyers |. XK wrrnnnnnsssceceopeneeeeeeccecene X 

Churchcongregation flyers J. XK wrreeeceseneenecfeneeeeeeeeeeeee x 

Town digital and social media. |X wreeeceenee penne enn ence eee fence cece cee ec fice cee cna neneceeeenfenccecececnecnennerns [ee eee X 

Strategy Three: Reduce concern among prison fence-sitters about safety issues related to the proposed prison and ensure them their 
voice is heard through ongoing opinion surveys and in-person meetings held in local schools. 

Community meetings » eee ee ee es xX 
Tactics 

Ongoing surveys Api as |e Oe eee ee x 

BUDGET 

F ; , Total Sponsored Actual 
Detail | Quantity Per item cost projected Pair prolectsd 

Key Public: Prison fence-sitters 

Strategy One: Raise awareness of improvements through local news media 

Pitch stories Emails and 

to local media phone calls to $0.00 $0.00 $0.00 $0.00 
outlets local journalists 

Emails and 

Op-eds phone calls to $0.00 $0.00 $0.00 $0.00 

local journalists 
Tactics: 

* Emails and 

Local radia phone calls to $0.00 $0.00 $0.00 $0.00 
euests local journalists 

Invite media Emails and 

to community phone calls to $0.00 $0.00 $0.00 $0.00 
meetings local journalists | 

Strategy subtotal $0.00 $0.00 $0.00 $0.00 
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BUDGET contd. 

Total Sponsored Actual 
Detail Quantity Per item cost projected chats projected 

Strategy Two: Raise awareness of improvements through information distributed by community organizations. 

Sclae Helad as Pork oe 8,000 $0.03 $240.00 $0.00 $240.00 
flyers printing | 

Bleak peslonand 4,000 $0.03 $120.00 $0.00 $120.00 
provider flyers printing 

Mactiog?, (yo coreation ee 6,000 $0.03 $180.00 $0.00 $180.00 
center flyers printing 

CBU Te Or ehes PC 8,000 $0.03 $240.00 $0.00 $240.00 
gation flyers printing 

oer eis tral ane $0.00 $0.00 $0.00 $0.00 
social media [ 

Strategy subtotal $780.00 $0.00 $780.00 

Strategy Three: Reduce concern among prison fence-sitters about safety issues related to the proposed prison and ensure them their 

voice is heard through ongoing opinion surveys and in-person meetings held in local schools. 
T 

Community 

meeting printed Design and Shared by 

materials and printing 3 publics ee oe so Sao 

displays | 

° Community ale T 
Eee Rimeetine virial hea Susreuiny $8,400.00/4 | $2,100.00 $0.00 $2,100.00 

production all publics 
tour 

Ongoing survey Contracted/ Shared 

(participant student w/prison $1,500 x 75% $1,125.00 $0.00 $1,125.00 

incentives) service-learning | neighbors 

Strategy subtotal $3,558.00 $0.00 $3,558.00 

Public total $4,338.00 $0.00 $4,338.00 

EVALUATION CRITERIA AND MEASUREMENT TOOLS 

Objective one: Raise awareness of the proposed prison’s benefits to the local econ- 

omy from 35% to 65% within six months (30 percentage point increase). 

Criterion (outcome): 

Sixty-five percent of Green Valley residents will be able to name at least one eco- 

nomic benefit of building the prison six months after the campaign begins. 

Tool: 

Ongoing community surveys replicating the portion of the initial survey related 
to the prison’s benefits to the local economy using the six months data set to 
determine if the objective was met. 

Objective two: Raise awareness of the proposed prison’s benefits to community ser- 
vices from 20% to 50% within six months (30 percentage point increase) and to 75% 
within 12 months (55 percentage point increase). 
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Criterion (outcome): 

Fifty percent of Green Valley residents will agree that anew prison facility would 
improve local services like education and health care six months after the cam- 
paign begins and 75% will agree at 12 months. 
Tool: 

Ongoing community surveys replicating the portion of the initial survey related 
to the prison’s benefits to local services using the six months and 12 months data 
sets to determine if the objective was met. 

Objective three: Generate 6,000 unique visits to the campaign website within six 
months. 

Criterion (outtake): 

The campaign website will have had 6,000 unique user visits (presumably one 

visit for every adult resident in the Green Valley area) six months after the cam- 

paign begins. 

Tool: 

Use Google Analytics to track the number of unique visitors to the campaign web- 

site during the first six months of the campaign. 

Objective four: Reduce public concern about safety issues related to the proposed 

prison from 80% to 50% within six months (30 percentage point decrease) and to 

40% within 12 months (40 percentage point decrease that is equivalent to a 50% 

improvement). 

Criterion (outcome): 

Only 50% of Green Valley residents will still feel concerned over safety issues 

resulting from the proposed prison six months after the campaign begins and 

only 40% at 12 months. 

Tool: 

Ongoing community surveys replicating the portion of the initial survey related 

to concerns about safety using the six months data set to measure progress toward 

the objective and the 12 months data set to determine if the objective was met. 

Objective five: Increase public support for the proposed prison from 25% who are 

fully supportive of a prison to 45% who are fully supportive within six months and to 

65% within 12 months (40 percentage point increase more than doubling support). 

Criterion (impact): 

Fifty-five percent of Green Valley will be fully supportive of a prison within six 

months and 65% will be supportive within one year after the campaign begins. 

Tool: 

Ongoing community surveys replicating the portion of the initial survey related to 

support for the prison using the six months data set to measure progress toward 

the objective and the 12 months data set to determine if the objective was met. 
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AMPLIFY 

To increase the volume or intensity of something to 

greatly broaden its reach. 

ATTITUDES 

Collections of beliefs organized around an issue or 

event that predispose behavior. 

AUTHENTICITY 

Aligning an organization’s behavior and 

communication with core values that are important 

to its key publics. 

xo B 
BELIEFS 

Inferences we make about ourselves and the world 

around us. 

BENCHMARK 

A standard or point of reference against which 

communications outcomes may be compared or 

assessed. 

BIG IDEA 

A creative idea or theme on which a campaign is 

built. 

BIG IDEA STRATEGY 

A story hook or archetype. 

BRAINSTORMING 

A structured group creative exercise to generate as 

many ideas as possible in a specified amount of 

time. 

C 
CHANNEL 

The conduit or medium through which messages 

are sent to a specific public to accomplish a specific 

purpose. 

CONFIDENCE LEVEL 

The percentage of certainty that the results of 

a survey would be the same if replicated with a 

different sample. 

CONTROLLED CHANNELS 

You dictate the content, timing and placement 

or distribution of messages but messages lose 

credibility. 

CONVERSION 

When a user completes a desired action, usually a 

purchase. 

CPA (COST PER ACTION) 

The cost of converting a website or social media 

user into a customer. 

CPC (COST PER CLICK) 

The cost of getting a person to click on your content. 
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CPM (COST PER MILLE OR THOUSAND) 

The cost of generating 1,000 impressions of your 

content. 

CREATIVITY 

The process of looking outside ourselves and 

our routine to discover new ideas and innovative 

solutions. 

CRISIS MANAGEMENT 

The process of anticipating and preparing 

to mediate problems that could affect an 

organization’s environment and success. 

DEMOGRAPHIC DATA 

Information used to segment publics according to 

tangible characteristics such as age, gender and 

socioeconomic status. 

DIFFUSION OF INNOVATIONS 

The process by which a new technology or idea is 

adopted by a society. 

DISINFORMATION 

Information that is intentionally inaccurate or 

misleading. 

DIVERSITY 

Appreciating differences in culture, gender, race, 

background, lifestyles and experience, allowing 

them to strengthen us rather than divide us. 

E 
EARNED MEDIA 

Communications channels owned by a third party 

who can be persuaded to tell your organization's 

story using their own resources, 

EMOTIONAL APPEAL 

Creating a positive or negative feeling leading to a 

behavioral response (pathos). 

ENGAGEMENT 

An umbrella term for actions that reflect and 

measure audience interaction with your content. 

ESG PERFORMANCE 

How well an organization takes into account 

social and ecological responsibilities while doing 

business. 

ETHICAL CODES 

Written and formalized standards of behavior 

used as guidelines for decision-making. 

ETHICS 

Personal and professional value systems and 

standards that underlie decisions and behavior. 

EVALUATION 

Comparison of measurement data against a 

standard or criterion. 

EVALUATION CRITERIA 

Metrics or standards set to measure success. 

EVALUATIVE RESEARCH 

Research used to determine the effectiveness of 

campaign implementation. 

EXTERNAL ENVIRONMENT 

Economic, political and social developments 

that occur outside an organization but have an 

influence on it. The source of opportunities, 

challenges and risks. 

j 
FOCUS GROUP RESEARCH 

Moderator-led discussions with fewer than 15 

participants providing in-depth information on 

attitudes and behaviors. 

FORMAL RESEARCH 

Data gathering structured according to accepted 

rules of research. 

FORMATIVE RESEARCH 

Research used as a foundation for campaign 

planning. 



FRAME OF REFERENCE 

The collective influence of experiences, knowledge, 
culture and environment that forms our perceptual 
screen. 

FRAMING 

Designing a message to influence how an issue or 

event is perceived. 

GATEKEEPER 

A reporter, editor or social media influencer who 

controls the flow of information that appears on 

their media channel. 

GEN X 

Generation born between 1960 and 1980. 

GEN Y 

Generation born between 1980 and 1999, also 

called millennials. 

GEN Z 

Generation born in 2000 and after. 

GOAL 

The result or desired outcome that solves a 

problem, takes advantage of an opportunity or 

meets a challenge. 

HASHTAG 

A word or short phrase preceded by a hash (#) used 

to search for and group together related posts on 

social media. 

HYPERCONNECTED 

When people are connected to organizations and 

society through multiple channels such as email, 

phone, social media and instant messaging. 
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IDEATION 

The formation of ideas or concepts. 

IMPACT OBJECTIVES 

Objectives that focus on the communications 

Campaign's contribution to the organization or 

society at large. 

INFORMAL RESEARCH 

Less-structured exploratory information gathering. 

INTEGRATED MARKETING 

COMMUNICATION 

The process of unifying communication across 

channels and publics to achieve an organization’s 

goals. 

INTERACTIVITY 

The degree to which the channel or tactic provides 

interaction between the sender of the message 

and the receiver. 

INTERMEDIATE BEHAVIORS 

Actions that build relationships with the 

organization and prepare publics for the ultimate 

desired behavior. 

INTERNAL ENVIRONMENT 

Events or conditions inside an organization that 

influence how it operates. Factors that influence 

internal environment can be categorized as 

strengths or weaknesses. 

INTERVENING PUBLIC 

An influential individual or small group of people 

used to carry a message to a key public. 

ISSUES 

Problems or disputes that arise between 

organizations and publics. Issues can evolve over 

time changing from emergent to current to crisis to 

dormant. 

ISSUE MANAGEMENT 

A long-term approach to identifying and resolving 

issues before they become problems or crises. 
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3 K 
KEY PUBLIC 

Segmented group of people whose support 

and cooperation is essential to the long-term 

survival of an organization or the short-term 

accomplishment of specific objectives. 

KPI (KEY PERFORMANCE INDICATOR) 

An important measure tied to a campaign or social 

media objective and used to evaluate its success. 

L 
LOGICAL APPEAL 

A claim supported by credible evidence (logos). 

MARGIN OF ERROR 

Also known as sampling error, the inherent 

possible percentage variation of sampie data from 

the whole population. 

MEASUREMENT 

What can be observed or counted in a campaign. 

MEASUREMENT TOOL 

Method used to gather data needed to assess 

whether evaluation criteria were met. 

MEDIA RELATIONS 

The function of building relationships with 

reporters, editors and social media influencers so 

that your information becomes more trusted and 

relevant. 

MENTAL SHORTCUTS 

Intuitive decisions that do not rely on conscious 

cognitive processing. 

MISINFORMATION 

Information that is unintentionally inaccurate or 

misleading. 

¥% 
NEWSJACKING 

Injecting your brand or organization into the 

conversation on a trending news story. 

NONSAMPLING ERROR 

Mistakes made in designing and implementing 

a questionnaire that may include definitional 

differences, misunderstandings and 

misrepresentations as well as coding errors and/or 

problems that negatively influence response rates. 

OBJECTIVES 

Specific, measurable statements of what needs to 

be accomplished to reach the goal. 

OPINION LEADER 

A trusted individual to whom one turns for advice 

because of their greater knowledge or experience 

regarding a specific topic. 

OUTCOME OBJECTIVES 

Objectives that focus on the overall effect of a 

communications campaign on key publics. 

OUTPUT OBJECTIVES 

Objectives that focus on the dissemination of 

information and messages to key publics. 

OUTTAKE OBJECTIVES 

Objectives that focus on key publics’ response or 

reaction to your messages. 

OWNED MEDIA 

Communications channels that are created and 

maintained by an organization. 

P 
PAID MEDIA 

Communications channels owned by a third party 

who is willing to sell time or space. 



PARTNERSHIP 

A mutually beneficial short- or long-term 

cooperative relationship to reach common goals. 

PAY FOR PLAY 

Compensating media for content placement, 

product reviews, editorial mentions or other 

promotion. 

PERSUASION 

Disseminating information to appeal for a change 

in attitudes, opinions and/or behavior. 

PERSUASIVE APPEAL 

Appeal to self-interest to enhance persuasion 

and motivate behavior. Most likely involves ethos, 

pathos and logos. 

PESO MODEL 

A categorization of media channels into paid, 

earned, shared and owned. 

PINBOARD 

Pages on Pinterest where users can Save individual 

pins organized by a central topic or theme. 

PLANNING 

The process of using research to chart the step-by- 

step course to solve a problem, take advantage of 

an opportunity or meet a challenge. 

PPC (PAY PER CLICK) 

Paying for social media advertising based on each 

time a user clicks on ad content. 

PRIMARY MESSAGES 

Sound-bite statements that encompass what you 

need the public to do and an appeal to the public’s 

self-interest to act. O 4 O 

A 

PRIMARY RESEARCH 

Firsthand information gathered specifically for 

your Current purpose. 

PRIMING 

Increasing the salience of a public issue through 

strategically timed media coverage. 
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PROFESSIONAL COURTESY 

Exhibiting good manners by being thoughtful and 

considerate of others. 

PROFESSIONALISM 

Characteristics and behavior befitting a 

professional. 

PSYCHOGRAPHIC DATA 

Information used to segment publics according to 

values, attitudes, lifestyles and decision-making 

processes, 

PUBLIC 

A specific group of people who share a common 

interest. 

PUBLIC OPINION 

What most people in a particular public express 

about an issue that affects them. 

PUBLIC RELATIONS 

Strategically managing communication to build 

relationships and influence behavior. 

QUALITATIVE RESEARCH 

Using research methods that provide deeper 

insight into attitudes and motivations but don’t 

provide statistical significance. 

QUANTITATIVE RESEARCH 

Using research methods that yield reliable 

statistical data. 

REACH 

The total number of people who see your content. 

RELATIONSHIP BUILDING 

A return to the roots of human communication 

and persuasion that focuses on personal trust and 

mutual cooperation. 



364 GLOSSARY 

RESEARCH 

Gathering and using information to clarify an issue 

and solve a problem. 

RESEARCH-BASED 

When decision-making is rooted in the acquisition, 

interpretation and application of relevant facts. 

ROI (RETURN ON INVESTMENT) 

Profit earned on an investment divided by the cost 

of that investment. 

SAMPLING ERROR 

Measured as margin of error, it indicates the 

possible percentage variation of the sample data 

from the whole population. 

SCHEDULING 

Finding the premier moment in time for a tactic to 

be used. 

SECONDARY MESSAGES 

Bulleted details that include facts, testimonials, 

examples and all other information or persuasive 

arguments that support a public’s primary 

message. 

SECONDARY RESEARCH 

Information previously assimilated for other 

purposes that can be adapted for your needs. 

SEGMENTATION 

Defining and separating publics by demographics 

and psychographics to ensure more effective 

communication. 

SELECTIVE EXPOSURE 

The function of selecting the communications 

channels one chooses to pay attention to. 

SELECTIVE PERCEPTION 

The subconscious function of selecting from the 

millions of daily stimuli only those messages one 

chooses to perceive. 

SELECTIVE RETENTION 

The function of selecting from the stimuli 

perceived only those messages one chooses to 

retain. 

SELF-INTEREST 

The fundamental motivation for an individual's 

behavior. 

SEQUENCING 

Determining the optimal ordering of tactics over 

time. 

SHARED MEDIA 

Interactive, open access communications channels 

owned and operated by a media technology 

company. 

SLOGAN 

A short, memorable phrase linked to primary 

messages. 

SMS (SHORT MESSAGE/ 

MESSAGING SERVICE) 

Sending short text messages from one cell phone 

to another or from a computer to a cell phone. 

SOCIAL MEDIA 

A collective of online communications channels 

that enables users to create and share content and 

participate in community-based input, interaction 

and collaboration. 

SOURCE CREDIBILITY 

An appeal using an expert or trustworthy source 

(ethos), 

STAKEHOLDER 

A broad group of individuals that has a vested 

interest, or “stake,” in an organization. 

STRATEGIC COMMUNICATIONS 

PLANNING 

An approach to communications planning that 

focuses actions on the accomplishment of 

organizational goals. 
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STRATEGIC FUNCTION 

One that contributes significantly to the 

accomplishment of an organization’s mission and 
goals. 

STRATEGIC MANAGEMENT 

The process of evaluating all proposed actions by 

focusing on organizational goals, usually defined in 

short-term contributions to the bottom line. 

STRATEGIES 

Public-specific approaches specifying the channel 

to send the messages to achieve objectives. 

STRATEGY BRIEF 

An analytical tool that infuses strategic planning 

into the creation of effective tactics. 

SUBJECTIVE NORMS 

Perceived behavioral expectations. 

SWOT ANALYSIS 

A structured analytical tool set up in a 2-by-2 

matrix that examines strengths, weaknesses, 

opportunities and threats. 

I 
TACTICS 

Strategy-specific communications products that 

carry the message to key publics. 

TRACKING PIXEL 

A snippet of code embedded in a website’s HTML 

that captures and tracks user data. 

TRANSPARENCY 

Disclosing truthful information about an 

organization that holds the organization 

accountable and helps publics make decisions. 

TRIGGERING EVENT 

An event that transforms readiness to act into 

actual behavior. 

TRUST 

An emotional judgment of one’s credibility and 

performance on issues of importance. 

O-O o-} 
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TWO-WAY SYMMETRICAL 

COMMUNICATION 

A dialogue between organizations and publics that 

maintains mutually beneficial relationships. 

UNCONTROLLED CHANNELS 

Someone else dictates the content, placement or 

timing of messages but messages gain credibility. 

V 
VALUES 

Core beliefs or beliefs central to an individual’s 

cognitive system. 

VISUAL REPRESENTATION 

A physical or digital example of a big idea. 

W 
WEB ANALYTICS 

The measurement, collection, analysis and 

reporting of internet data for the purpose of 

understanding and optimizing web usage. 
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A 
Active communication behaviors, 87 

Adidas campaign, 242 

Advocacy, 30, 288 

Affiliate programs, 289 

Affordable Care Act, 101 

Agenda-setting theory, 40 

Agility PR Solutions, 63 

AI. See Artificial intelligence (AI) 

AIDA. See Awareness-Interest-Desire-Action 

(AIDA) 

AIR. See Association for Institutional Research (AIR) 

AirAsia, 17 

Ajzen, Icek, 31 

Alexander, Moira, 246 

AMA. See American Marketing Association (AMA) 

AMEC. See Association for the Measurement and 

Evaluation of Communication (AMEC) 

American Advertising Federation, 51, 292 

American Express (Amex), 152 

American Marketing Association (AMA), 51, 292, 337 

American Medical Association, 101 

American Plastics Council, 154 

Amplify, 152 

Anchoring, 36 

Andersen, Jesper, 112 

Aronica, Janet, 212 

Arthur W. Page Society, 292, 338 

Artificial intelligence (AD, 14-15, 63 

Asana, 245 

ASD. See Autism spectrum disorder (ASD) 

Association for Institutional Research (AIR), 338 

Association for the Measurement and Evaluation of 

Communication (AMEC), 204 

Association of Institutional Research, 51 

Attainable objectives, 108 

Attitudes, theory of, 31 

Authenticity, 292 

Autism spectrum disorder (ASD), 187-188 

Awareness-Interest-Desire-Action (AIDA), 264 

Awareness stage, 33 

Awareness strategies. See Informational versus 

motivational strategiess, 249-250 

Background, 83, 85 

assessing relationships, 88, 90-91 

opinion leaders, identifying, 88 

self-interests, identifying, 87-88 

stakeholder research, 85-87 

SWOT analysis, 91 

Bandwagon, 51 

Barcelona Declaration of Measurement Principles, 

262, 263 

Basecamp, 245 

Behavior 

mental shortcuts on, influence of, 35-37 

to segment publics, 37 

shaping attitudes to change, 31-34 

ultimate objective, 36-31 

Behavioral Insights Research Center, 36 

Beliefs, theory of, 31 

Benchmark surveys, 74 
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BeReal, 169 Carter, Stephen, 297 

Bernays, Edward, 30 Cast-iron perceptions, 40 

BetterHelp website, 3 Catmull, Ed, 136 

Big ideas, 139 CCOs. See Chief communication officers (CCOs) 

crafting, 151-153 Center, Allen, 34 

definition, 150-151 Channel, 164 

executing, 156 Chapman, C.C., 177 

generating, 154-156 Chesky, Brian, 136 

at HP, 156-157 Chick-fil-A, 17 : 

slogans, tag lines and hashtags, 153-154 Chief communication officers (CCOs), 292 

strategy, 151-152 Choose Topeka, 115-116 

Big Mac-ish, 202 Chopovsky, Max, 149 

“Big Mac” trademark, 201 Christensen, Clayton, 29 

Birchbox, 17 Christian, 45 

Black Lives Matter, 102 Cialdini, Robert, 48 

Blendtec, 143 Cision, 15, 63, 266 

Booker, Christopher, 151 Citizen Brick, 137 

Boolean logic, 63 Clark, Dorie, 280 

Bowling Green State University, 84 Cleveland Museum of Art, 105, 106 

Brainstorming, 139, 142-143 Cliché, 138 

rules for, 143 Clubhouse, 169 

Brand ambassadors, 289 Coca-Cola Company, 42, 43 

Brandwatch, 63 Codes of ethics, 293, 296 

Bresch, Heather, 101 College of Propaganda, 51 

Bridges, Claire, 137 Collett, Stacy, 91 

Brigham Young University, 21 Comcast, 297 

Bubonic plague campaign, 128 Commercial satellite imagery combats Russian 

Budget, managing by, 246 disinformation, 255-256 

Budgeting, 229-230, 234 Commitment to community, 19 

Burger King, 202 Communications, 262 

Burson, Harold, 79 channels 

Business library, 62 choosing, 167-169 

Buzzsumo, 63 help focus your tactics, 167 

personalization and interactivity of, 170 

evaluation criteria, 266-267 
[ goals, 105 

and Marketing Research Guide, 81, 82-83 

Cactus Jack Foundation, 3 measurement and evaluation, 262-265 

Calendar, managing by, 243-244 measurement tools, 267-269 

Calendaring, 225-227 to calendars and budgets, 269-271 

Calgary International Airport, 144-145 and PR, development of, 12-13 
Callahan, David, 288 Communications research methods 

Callout culture, 192 diversity of tools, 59-60 

Campaign goal, 104 primary research 
Cantril, Hadley, 39 copy and product testing, 66, 68 
Card-stacking, 51 focus groups, 64-66 
Carlson, Tucker, 45 psychographic studies, 68 
Carroll, Dave, 200 social media analytics, 68-69 
Carter, Rebekah, 205 survey research and opinion sampling, 69-75 



research, role of, 58-59 

secondary research 

external organizations, 62-63 

internet and library research, 61-62 

media research, 63-64 

organizational research, 60-61 

Community building, 14 

Con Edison, 4 

Confidence bias, 37 

Confidence level, 72 

Consumer activism, 14 

Content marketing, 212 

investing in owned channels, 213-214 

winning marketing content, 212-213 

Controlled versus uncontrolled channels, 173, 

175-180 

Conversions, 204 

Cook, Scott, 191 

Cooper, Anderson, 45 

Cooperative approach, 19 

Copy testing, 66, 68 

Corporate response, 3-4 

Cosmopolitans, 68 

Cost-conscious objectives, 110 

Cost per action (CPA), 205 

Cost per click (CPC), 13, 205 

Cost per mille (CPM), 205 

Costco, 145 

CPA. See Cost per action (CPA) 

CPC. See Cost per click (CPC) 

CPM. See Cost per mille (CPM) 

Creativity, 136-137 

brainstorming and ideation, 142-143 

breaking habits, 141 

environments and people, 149-150 

essential, 139-140 

give yourself permission, 146-148 

knowing what will stick, 137-139 

observing and seizing opportunities, 143, 145-146 

overcoming fear, 148-149 

and strategy, 140 

Cremades, Alejandro, 281 

Crisis management, 12 

Crul, Sebastiaan, 169 

Crystallizing Public Opinion, 30-31 

Current events, hijacking, 201-202 

Customer loyalty, 204 

Cyberattacks destroy, 15-16 
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Data-driven glamping, 89-90 

Data processing, 73 

“Dead Child” Super Bowl campaign, 140 

Decision-making, 296-299 

Deep look inside, 100 

Dell computers, 203 

Demming, W. Edwards, 262 

Demographic information, 63 

Dictionary of Public Relations Measurement and 

Research, 266 

Diffused stakeholders, 86 

Diffusion of innovations, 45 

Digiday, 13 

Disinformation, 5, 290-291 

Disney, Walt, 135 

Display advertising, 210 

Diversity, embracing, 302-305 

Domino effect, 2 

Dove soap, 151 

Dropbox, 17 

Duarte, Nancy, 119, 281 

Durfee, Adam, 198 

DVI, 284 

Dwyer, Angela, 66 

[ 
Earned media channels, 176 

Edelman, Richard, 5 

Trust Barometer timeline, 6 

Edelman Trust Barometer, 176, 177, 179, 293 

Edison, Thomas, 142 

Educational strategies. See Informational versus 

motivational strategies 

Effective objective, 110 

Effective strategy, formula for writing an, 164 

Efficient objectives, 110 

Elizabeth Smart case, 45 

Email marketing, 212 

Emerson, Ralph Waldo, 287 

Emotional appeal, 48 

Emotional stereotypes, 51 

Enabling stakeholders, 85 

Engagement, 204 

Environmental, social and governance (ESG), 5 

consumer activism, 14 
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EpiPen, 100 

ESG.SeeEnvironmental,socialandgovernance(ESG) 

Ethical codes, 292 

Ethical decision-making, 52 

rules for, 298 

Ethics, 288, 291-292 

codes of ethics and professional standards, 293, 

296 

organizational ethics, 292-293 

personal ethics and decision-making, 296-299 

of persuasion, 49-53 

Ethnocentrism, 303 

Etzioni, Amitai, 296 

Evaluation 

criteria, 266-267 

definition, 262 

Evaluative research, 58 

External environment, 80 

External organizations, 62-63 

j 
Fabre, Jean- Henri, 141 
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