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WILL THE REAL 
STRATEGIC 
COMMUNICATORS 
PLEASE STAND UP? 
 



Lecture 3 (of 13) 

•  Who are strategic communicators? 
•  What do they do? 
•  Where do they work? 
•  What do they write and why? 
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Strategic communicators are 

•  Public relations (PR) practitioners 
•  PR consultants 
•  In ‘comms’ 
•  Corporate affairs 
•  Account director 
•  Public affairs director 
•  Media and marketing manager 
•  Stakeholder engagement advisor 
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Strat commers are… 

•  Senior publicist 
•  External relations officer 
•  Community relations officer 
•  Government affairs and stakeholder 

relations 

                                    www.seek.com.au March 15, 2013 
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Also 

•  Marketing/marcomms 
•  Digital specialist 
•  Web/social media director 
•  Brand journalists – the future for 

disengaged journalists? 
•  Alumni relations 
•  Fundraising/advancement 
•  Advertising 
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Organisational communicators 

•  Strategic communication need not be your 
chosen field for these principles to apply 

•  Everyone who works in an organisation 
needs to be a strategic communicator 

•  Clear and unambiguous written 
communication is joyous, effective and 
influential 

•  Jargon is not ‘clever’ 
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Cannot help myself 

•  An important distinction 
•  This field is communication singular – a 

noun implying the imparting or exchanging 
of information, friends with the verb to 
communicate (Oxford will sort you out) 

•  The field we are not in is communications 
plural – for they are the IT people, the 
communications industry is the 
telecommunications industry 
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Identity crisis of ‘profession’ 

•  Strategic communication is an emerging 
field 

•  Public relations has lacked leadership and 
collegiality and cannot even agree on what 
it should be called, hence comms, public 
affairs, external relations, etc 

•  Dubious professional status 
•  Trend toward integration reduces impact 

of any one function 
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Identity crisis 

•  Impact of technology on nature of work 
•  Damage to reputation and tarnishing of 

understanding of PR as ‘sp*n’ 
•  Corporatisation of function – business title 

to suit, eg ‘strategic’ 
•  Emergence of new umbrella term – 

‘strategic communication’ 
•  Consultancy and in-house functions 
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Agency/consultancy role 

•  Employed consultant or self-employed/
freelance 

•  Work for a range of clients 
•  Specialise (or not), eg healthcare, food 

and wine, issues, advertising, social media 
•  ‘pitch’ and ‘tender’ for business, ‘in 

business’ 
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Agency employers 

•  Largest, Edelman, Chicago based, 66 
offices worldwide, 4500 employees, est 
1952 (source @edelmanpr) 

•  Boutique integrated agency 
•  Kitchen table, infinity and beyond 
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Agency profile 

•  Stephan Oehen, MD Switzerland, 
Grayling, ‘the world’s second largest 
independent PR, public affairs, investor 
relations and events consultancy’ www.grayling.com 
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What his consultancy does  
•  Corporate communication 
•  Marketing communication 
•  Public affairs 
•  Lobbying 
•  Financial relations 
•  Investor relations 
•  Stakeholder and shareholder communication 
•  Strategic PR planning 
•  International PR campaigns 
•  B2B, B2C 
•  Crisis communication 
•  Media training                         www.grayling.com March 15, 2013 
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Who they do it for 

•  Industry 
•  Financial services 
•  IT 
•  Healthcare 
•  Pharmaceutical industry 
•  Airline industry 
•  Management consultancy  
•  Associations 
•  Public sector                  www.grayling.com March 15, 2013 
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In-house role 

•  Work for an organisation – company, 
association, NFP 

•  Develop specialist knowledge of org and 
industry (environmental/boundary 
scanning) 

•  Internal relations 
•  Web/social 
•  Feels more corporate/stable 
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•  Tom Schroder, VP corporate 
communication, Universal Orlando Resort 
and Universal Parks and Resorts 

•  Media relations 
•  Social media 
•  Crisis and issues management 
•  International PR, brand and reputation 

management 

In-house profile 



Why he does what he does 

•  “In a time when your business can be on 
YouTube in seconds and traditional 
advertising and media are rapidly 
changing, businesses need 
communicators who can help them break 
through the noise and have conversations 
with audiences who matter.” www.prsa.org March 15, 2013 
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An example of what he and his 
staff do 
•  Grand opening of The Wizarding World of 

Harry Potter (aka a ‘world wide rave’ – 
Meerman Scott, 2009, pp 8 - 10)  

•  No superbowl ads, no direct mail, no 
blimps 

•  Told (the right) seven people 
•  350 million people heard about the new 

park from reliable source (remember the 
persuasion principles from lecture 2)  
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What do strategic 
communicators write? 
•  Hark back to the strategic communication 

factory in the first lecture 
•  Tools of the trade – print, web and social 
•  More than just writers of materials – story 

tellers, keepers of the (organisational) 
faith, keepers of the peace, moral 
compass 
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Why? 

•  Connected economy 
•  Part of the conversation 
•  Establish dialogue with those that affect or 

are affected (ie stakeholders) 
•  To understand and be understood 
•  To maintain their organisation’s social 

licence to operate 
•  To have relationships 
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Connected economy 

•  Seth Godin says 
•  “now an economy (post industrialist) that 

rewards achievement  and connection 
instead of compliance” 

•  “value we create is directly related to how 
much valuable information we can 
produce, how much trust we can earn…” 

•  “internet is a connection machine” 
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More Seth 

•  “those connections are changing the 
world” 

•  “If your factory burns down but you have 
loyal customers, you’ll be fine” 

•  “lose your customers, even your factory 
isn’t going to help you” 

                                
http://sparksheet.com/welcome-to-the-connection-economy    March 15, 
2013 
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Part of the conversation 

•  Connection 
•  Remember Mahoney quote, lecture one – 
“organisations are participants in the 

economic, political, social and 
environmental debates that impact on how 
they go about their business”  
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Dialogue 
 
•  No longer about key messages or 

messaging but facilitating dialogue, ie 
listening and responding, initiating 
conversation and legitimately being 
receptive to response (consulting/ie being 
consultative) 

•  Social media is a strat comm enabler 

 Page 24 



Understanding 

•  ‘publicity about an organisation is limited 
in its ability to create a positive relationship 
with an audience’ and ‘digital media 
provides…tools to communicate with 
publics and find out more about them and 
can therefore provide input in the strategic 
decision-making process of an 
organisation before management 
decisions are made’ (Grunig in Gordon, p 361) 
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Social licence 

•  The written tools strategic communicators 
produce enable the conversation, the 
dialogue, the understanding, the 
relationships, the connection that enables 
organisations to operate, politicians to 
govern, football teams to have supporters 
and sponsors, etc 
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World peace 

•  “If you actually say that our job is about dialogue, what 
we are doing is actually improving the communication 
between organisations and between individuals. If we do 
that in such a way that it encourages transparency and 
discussion…then the world does become a better place. 
I’m old fashioned enough to believe that they are the 
underpinnings of the tolerant values that create great 
societies.”  

                   
                            Noel Turnbull in Morath (pp 30-31) 
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Next week – tone, style and 
punctuation 
•  Very, very exciting (oh how I love 

apostrophes) 
•  Active and passive voice 
•  The corporate singular 
•  Spelling, punctuation and grammar and 

why they matter 
•  Tone 
•  Style 
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Example presentation title  Page 30 

Thank You 


