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Perspective

¥ Ohe best CEOs knowE their cash situation.
They know which items are profitable and
which are not. They understand the
Importance of keeping products moving off the
shelf and they know their customers. What
your CEO wants you to know is how these
fundamentals of business work in your
company.O

¥ Ram Charran, QVhat the CEO Wants You to KnowO
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Good Books :

¥ Clients for Life
¥ Andrew Sobel

¥ What the CEO Wants You to Know

¥ Ram Charan

¥ Good to Great
¥ Jim Collins

¥ The Tipping Point

¥ Malcolm Gladwell

¥ Exectution
¥ Larry Bossidy and Ram Charan
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Purpose

¥ To provide you with a system to
evaluate the business needs and
apply the most effective public
relations strategy and tactics.
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A

Agenda

Introductions

A look at the Marketplace

The Trusted Advisor

GMP2

Execution: The Strategic EDGE?
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Introductions

© 2007 Consensus Public Relations



Consensus Communications

Consider these questionsE

¥ What are the key Issues facing your
executives/organizations?

¥ What goals do you have In the critical
relationships within your organization?

¥ What are you trying to achieve In
helping meet objectives?

¥ What are the roadblocks in your way?
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My Perspective

¥ A passion for this industry and the

practice of Public Relations
¥ Communication and influence

¥ A foundation of business acumen
¥ Working to win

¥ Becoming the Trusted Advisor
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The Trusted Advisor

¥ The @xpert for hireOmoves to a Qteady
supplierOof service and then becomes

a rusted advisor.O
E Andrew Sobel, Clients for Life

¥ Trusted advisors do not chose the role,
they are chosen.

E Irving H. Buchen, O’he Power of InfluenceO
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The Road to Trusted Advisor

X Factoi')‘

Trusted Adviso

Strategist

Manager / \
/ \
\Tactician

/Entry Level \
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Today@® Business Climate

Ohe StormO

¥ High degree of distrust
P Corporate
P Non-profit

¥ The marketplace Is becoming more
hostile

¥ There are so many more constituents
and special interests in marketplace and
cyberspace
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The Perspective of the CEO

¥ CEO2CEO Summit -2006

¥ Peer-to-peer discussion

¥ Building Brands:

E Building relationships in a world where media
channels are virtually infinite.

E Must appeal to customers, shareholders,
employees and regulators

E Reality must align with positioningO
¥ Corporate Governance:

E QVhat can the CEO do to foster better
governance under less ideal conditions?
Corporate culture is a good first stepO
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The Perspective of the CEO

¥ PR Week 2007 CEO Survey

¥ @ know that you should be thinking long term, but cash
flow is very much on my mind B how much it will cost to
do this or that venture.O
¥ The top five reasons for using PR:
E Increasing Sales
E Safeguarding Image
E Enhancing Corporate Reputation
E Raising Brand Awareness
E Monitoring Corporate Reputation
¥ CEOs identify the following as their role:
E Developing current client relationships
E Bringing in new business
E Managing reputation
E Setting vision
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The Perspective of the CEO

¥ Price Waterhouse Coopers

¥ 10" Annual Global CEO Survey

¥ & knowledge, culture and the degree to which
stakeholders collaborate B both to generate return and
mitigate riskE are cited on the QourneyQtoward
globalizationE O

¥ & confidence is tempered by the realities and risks of
the challengeE working within diverse cultures, sharing
and building knowledge, nurturing management
talentE responding to competitionE O

¥ Guccessful organizations value collaboration highly as
a business strategy.O
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Management OrendsOto Keep in Mind

¥ Balanced scorecard

¥ Benchmarking

¥ Continuous Improvement

¥ Core Competencies

¥ Customer Relationship Management
¥ Learning Organization

¥ Mass Customization

¥ Mission and Vision Statement

¥ Reengineering

¥ Total Quality Management

E Entrepreneur Magazine, May 2002
E 10 Movements Withstanding the Test of Time
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Non-Financial Indicators
Pat Jackson

¥ Enhance Brand Awareness
¥ Foster Employee Engagement

¥ Enhance Management
Connection

¥ Build Customer Loyalty
¥ Build Community Loyalty
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Understanding the GVIP
IN your organization

The model of how business
should workE

© 2007 Consensus Public Relations



Consensus Communications

GMP Srategic Responsibilities?
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G M EStrategic Responsibilities?
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G M EStrategic Responsibilities?

£
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GMP A\

YGROW

PWhat are the functions that facilitate
GROWTH in the organization?

D How can you contribute to the
organization@ GROWTH?

b What are the key measurements?
¥ Outputs
¥ Outcomes
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GMP
YGROW

P Marketing, advertising, promotions,
publicity and other tools must work in
concert for businesses to meet their
objectives. Consensus works as lead
counsel to coordinate and evaluate
research, develop messages, and
determine the balance of marketing
tools/channels for targeting communication
efforts.O
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GMP
YGROW
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Brand Management
Corporate Identity
Creative Design
Market Planning
Market Research
Media Relations

Media Training
Message Management
Messaging Workshops
Policy Advocacy
Product / Service Launch
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G M EStrategic Responsibilities?
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GMP
¥MAIN AIN

P How does the organization MAINTAIN its
Interests?

b What role does the Public Relations
function play in supporting these activities?

b What are the key measurements?
¥ Outputs
¥ Outcomes
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GMP
¥MAIN AIN

P Onside and out, it is essential that your organization focus
on key relationships that ensure your business maintains its
position in the marketplace. Communities provide an
organization with a dicense(Oio conduct business. That
approval may not be an official document, but it is enforced
through the support an organization receives for its
Initiatives and how it is treated when facing difficult
situations. Consensus helps organizations target key
relationships and manage communication programs to build
bridges and strong relationships to move forward, or defend
positions as needed.O
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GMP A\

¥MAIN AIN

b Change Management

b Community Relations

b Constituent Building
DEmployee/internal Communications
b Government Relations

b Stakeholder Management
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Community Relations Model

Linking to the Gpheres of InfluenceO

Education
Local / State
Local Government

Hospitals
Employees /

Your
Neighborhood Business NEIEEs

Major Business &
Community Associations
Partnership

Faith &
Service
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G M EStrategic Responsibilities?

2
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/¢

PROTECT
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GMP A\

¥YROTECT

P How is the organization PROTECTING its
Interests?

PWhat is our role iIn PROTECTING the
organizations interests?

b What are the key measurements?
¥ Outputs
¥ Outcomes
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GMP
Y¥YROTECT

P @Vhen an organization is threatened by an
external or internal issue that stands to ruin
relationships and damage business,
Consensus puts together the plans and
programs to manage communication
effectively. Whether in the public eye, or
behind the scenes, we can develop the
appropriate strategy.O
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GMP A\

¥YROTECT

b Crisis Management

b Executive Training and Coaching
Pblssues Management

P Litigation Support
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Risk and Issue Assessment

100%
Paranoid Ultimate
Commitment Alarmist Warrior
of
Resources
The Etérnal Dead Man
ptimist Walking

©Consensus Communications

Intensity of issues
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Issues Management/Integrated
Communications Model

THE
PLAN

ldentify &
Prioritize
Audiences

Budget
Earned Paid
Media || Schedule Media
Research

The Organization
The Marketplace

¥

© 2007 Consensus Public Relations




Consensus Communications

G M EStrategic Responsibilities?
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EXCUTE

The Strategic EDGE?

Model
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The Strategic D2 Model

’ ENGAGE l
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The Strategic E[E Model O

¥ ENGAGE

¥ Establish the business connectivity

¥ DEVELOP
¥ GUIDE
¥ EVALUATE
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B
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USIESS OBJECTIVES:
nderstanding and Execution
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Questions
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