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Lecture 1 (of 13) 

•  Overview of the subject/intro of lecturer 
•  A chat about strategic communication and 

strategic communicators 
•  The role of writing in strategic 

communication 
•  A look at some examples of this type of 

writing 
•  A ‘how to’ on identifying strategic 

communication in the media 
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About this subject 

•  Preparation for a professional role as a 
strategic communication practitioner 

•  Ideas and practice around developing 
written strategic communication skills for 
any professional purpose 

•  The professional context – strategic 
communication 

 



About the lecturer – Karen 
Morath 
•  Lecturer in strategic communication at La 

Trobe University, Melbourne, Australia 
since January 2012 

•  Taught at various other universities and 
TAFE colleges 

•  25 years as a public relations practitioner 
•  10 years running own consultancy 
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About Karen (continued) 

•  Cert Bus Studies (Public Relations), 
Further Cert (Management), BA 
(Journalism), MA (Communication), M Ed 
Policy (International), Cert IV (Training and 
Assessment), Diploma VET Practice 

•  Completing a PhD in Public Relations 
education 

•  Author of PRide and PRejudice – 
Conversations with Australia’s Public 
Relations legends  Page 5 



This is how I looked last time I had my photo 
taken, c. 2004 (note to self – get a new pic) 
You can get in touch via FB, Twitter or 
LinkedIn.  Page 6 



Some ways of thinking about 
strategic communication 
•  Communication is multi-disciplinary 
•  Public Relations, Advertising, Marketing, 

Social Media increasingly inextricably 
linked (Greenland et al) 

•  Strategic Communication (strat comm) 
provides a useful ‘umbrella term’ 

•  Strat comm a function in its own right 
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Some definitions (always) 

•  In principle – ‘Strategic communication is 
planned to address issues and to support 
organisational goals’ but  goes beyond the 
immediate bottom-line profit aims of 
integrated marketing communication/IMC 
(Mahoney) 

•  In practice – ‘Senior management uses 
strategic communication to advance 
organisational goals’ (Mahoney) 
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More definitions 

•  In academia – a new area of research, 
supported by new academic journals and 
building an emerging profession 

•  Key concepts – strat comm is 
‘intentional’, ‘planned’, ‘social’ 

•  ‘Organisations are participants in the 
economic, political, social and 
environmental debates that impact on how 
they go about their business.’ (Mahoney) 
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How do organisations take part 
in those debates/conversations? 
•  Media – newspapers, radio, TV, 

magazines (editorial and advertising) 
•  Websites 
•  Social media – blogs, Twitter, Facebook… 
•  Community events 
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How? 

•  Writing is key – all of these things are 
written 

•  Writing for the written word as well as the 
spoken word 

•  Writing often produces the tactics and 
tools of the strategic communication 

•  Once seen as ‘key messages’ but 
contemporary view in the connected world 
is about a focus on ‘conversations’ and 
‘dialogue’ not ‘messages’ 
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Writing underpins strategic 
communication 
•  Media release 
•  Ad 
•  Tweet 
•  Blog post 
•  Website 
•  Speech 
•  Letter 
•  Annual report 
 

•  Invitation 
•  Newsletter 
•  Feature article 
•  Short film (YouTube 

script) 
•  Brochure 
•  Marketing plan 
•  Poster 
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Writing not all words – the 
impact of visuals and games 
•  Technology delivers pictures and games 

and both are ‘game changers’ for 
strategic communication writers 

•  We will look at content production, content 
marketing and citizen journalism in lecture 
11 
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This subject 

•  The concept of ‘great writing’  
•  What do strategic communicators write, 

why and how? 
•  The art and craft of writing – tone, style, 

spelling and more 
•  Writing for social media (& your own blog) 
•  Writing for print 
•  The professional writing process 
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This subject (continued) 

•  The writer’s tool box – tips and techniques 
•  Understanding and writing media releases 
•  Writing as thought leadership 
•  The visualisation and gamification of 

strategic communication 
•  Speech writing 
•  Blend of theory and technique in a 

contemporary professional context 
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Today 
 •  A look at strategic communication writing 

as it comes out of the factory 
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The strat comm writing factory  
produces… 
•  Brochures/leaflets/flyers 
•  Annual reports 
•  Newsletters 
•  Websites 
•  Blogs 
•  Ads 
•  Media releases 
•  And more 
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Editorial and advertising 

•  EDITORIAL - The section of the media 
controlled by journalists – news, features, 
magazines, columns, etc 

•  ADVERTISING – The section of the media 
controlled by advertising sales executives 
– display ads, classifieds, advertorial, 
advertising supplements and special 
features 
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Next week – ‘Great Writing’ 

•  We will explore the notion of ‘great 
writing’ and its implications for strategic 
communicators 

•  Consider the role of truth, corporate 
speak, sp*n doctors and more 

•  Look at some writing devices including 
story telling and persuasion 
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Example presentation title  Page 27 

Thank You 


