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Lecture 6 (of 13) 

•  Print media 
•  Print production 
•  The opportunity of letters 
•  Brochures 
•  Ads 
•  Implications of social media for print media 

and strategic communication 



Ways of thinking about print 

•  Print media – newspapers, magazines, etc 
•  Print production – brochures, newsletters, 

annual reports, etc 
•  Putting it in writing – letters (to customers) 
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Print media 

•  Producing information to be sent to 
journalists in the print media is still a big 
part of what strategic communicators do 

•  Despite the competition from web and 
social media, newspapers and magazines 
continue to shape the way groups of 
people think 

•  Local newspapers take the pulse of and 
respond to community issues 
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Print media 

•  Elle Décor may have an app, a Twitter 
feed and an online version, but it is the 
printed magazine that still affects the way 
its readers think about interior design and 
how they spend their money 

•  If you are an author, you still want to be on 
the New York Times Bestseller List 
irrespective of what is happening on 
Amazon 
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Print production 

•  Print has clout generally. You can touch it, 
file it away, stick it on your fridge 

•  My fridge currently has printed info about 
Crust Pizza, when the rubbish bins are 
emptied, who to call if the power goes out, 
the AFL football fixture and gas cooking 
conversions 

•  Also five 21st birthday invitations and an 
invitation to a 60th birthday 
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All strat comm 

•  My fridge is covered with strategic 
communication writing and the 
practitioners, representing plumbers, the 
local council, a pizza place, etc all made 
the decision to choose a printed tactic 

•  Print is increasingly impactful as social 
media rises. If you can send birthday 
invitations on FB or email, why print and 
mail them? 
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Print production 

•  Print has impact 
•  I call it ‘land’, ie it makes a statement when 

it ‘lands’ on your desk 
•  It is harder to ignore or to not open than 

email 
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Putting it in writing – letters, etc 

•  There is a formality about writing a letter, 
printing it, putting it in an envelope, putting 
a stamp on it and putting it into the post 

•  It has impact (land) 
•  That’s why so many organisations still do 

it, especially banks and utilities 
•  Great strategic communication opportunity 

mostly done really poorly  
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The opportunity of letters 

•  They get opened  
•  They have the status of the sender’s 

organisation – bank, government, utility 
•  People often open them at home  
•  You can reach people and MOVE them 
•  They can be very powerful 
•  You can demonstrate you care 
•  You can really communicate 
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Here’s how it goes wrong 

•  Banks’ letters are ALWAYS too long, 
always about them not you the customer 
and always too formal to be readable  

•  Customers never open a letter from a 
bank expecting good news or to be treated 
well (result, they don’t put themselves 
through it) 

•  Utilities often use computer generated 
letters that are fake signed (impersonal) 

 Page 11 



Here’s how it goes wrong (cont) 

•  Letters often make basic errors 
   eg do not call me Mrs! I am not married. 

This does not start the relationship off well. 
Letters often say things that are not true – 

eg “we have been trying unsuccessfully to 
contact you”. Really? I am at 
www.karenmorath.com Could I make it 
simpler? 
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It does not need to be this way 

•  Letters can be powerful communication 
devices (otherwise, if you are genuine, 
why send them?) 

•  Get facts right, be customer-focussed, 
don’t say things that aren’t true, choose 
tone carefully (it can make all the 
difference) – I recommend informal, 
personal and empathetic as a starting 
point 
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Imagine the power of 

•  Receiving a letter that demonstrates 
someone cares about you and wants to 
help you, that demonstrates that they 
understand you and your circumstances, 
that makes you feel nurtured and 
optimistic, has your personal details 
correct and is signed (with a pen) by a real 
person 
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Strat comm role 

•  Strategic communicators can help their 
organisations achieve their goals by 
writing letters like that and other written 
materials with the same intention 
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Brochures etc 

•  Common printed tactics include brochures, 
backgrounders, fact sheets and media kits 

•  Planning includes – establishing the 
communication objective, choosing the 
appropriate tactic (don’t send a brochure 
when a text will do better), establishing 
budget and timing, thinking about 
distribution (Mahoney) 
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Other decisions 

•  What impact should it have? 
•  Size? 
•  DL for mail, A4 for razzle dazzle 
•  Should it look expensive or would that not 

help? 
•  Is there a house style? ie do all the 

brochures look the same? Is it part of a 
suite? 

 Page 17 



Backgrounders 

•  Usually accompany media releases and 
provide extra info or the ‘background’ to 
the topic of the release 

•  Labelled ‘backgrounder’ 
•  Can be a few pages 
•  Can use subheadings, quotes, URLs if 

helpful (Mahoney) 
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Fact sheets 

•  Usually part of a series 
•  Explain key aspects of things an 

organisation is involved in 
•  Bullet points, literally ‘just facts’ 
•  Can be part of a media kit, accompanying 

a media release and backgrounder 
(Mahoney) 
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Print ads 

•  Still arguably the best way to control the 
message, ie as long as what you want to 
say is legal, you can buy an ad and print 
whatever you want 

•  Print advertising is a fine balance between 
images/pictures and words/copy 

•  Either the art person or the copy person 
can initiate the ad but usually it is a 
collaboration from there 
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Writing ads 

•  Can be part of an integrated strategic 
communication campaign, eg ads, 
publicity and sales promotion all working 
together, or stand alone 

•  Same planning applies – Who are you 
trying to reach and why? What is 
communication objective? What is 
budget? Timeframe? 
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Implications of social media for 
print media and strategic 
communication 
•  It is not over until it is over, and it is not 

over 
•  This presents a great opportunity to 

leverage the impact of print 
•  The strategic communication writer should 

assess communication opportunities on 
merit – matching audience to tactic and 
budget – and develop written campaigns 
accordingly 
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Next week 

•  From brief to publication – the professional 
writing process 

•  Writing for the boss 
•  The real audience 
•  Sources of information 
•  Drafting, approvals, protocols 
•  Writing by committee 
•  Publishable standards 
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Thank You 


