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What’s the best way for internal 
communicators to align employees with business goals 

and objectives? First and foremost, forget 
about communications. OK, 
not entirely, but for best results, 
says Chris Anderson, principal 
at Strategy 2 Communications 
(S2C), alignment initiatives 

that result in bottom-line per-
formance improvements must 
be backed—and spearheaded 
by—the business side.

WHY ALIGN?It goes without saying that the ability to effectively translate business strategy to 
employees—and get them to 
buy into that strategy—is the 
holy grail for PR practitio-ners and executive leadership 

alike. Why is it so important? 

Because as the volume of infor-
mation gets accelerated via technology, flowing downward 

within an organization, an understanding of strategy, at all 
levels, is crucial, says Anderson. 

However, achieving employee understanding and buy-in of the strategy is 
fleeting, says Anderson, for three reasons:

•	 While	the	CEO	and	executive	
team spend a great deal of 

time on strategy with other top executives, that infor-mation often doesn’t filter down. Too many times, says 
Anderson, he’s heard from a	CEO:	“Those	people	don’t	

need to know anything about 
strategy—they just need to do their jobs.”•	 Technology	and	access	to	information have created discerning—some would say skeptical—workers who 
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Clear Vision, Dialogue Help Align 
Employee Actions to Business Goals 
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Seven Things You WillLearn in This Week’sIssue of PR News  1. With the high volume of infor-
mation filtering throughout a 
company, the understanding of 
business strategy is crucial at all 
employee levels. (p. 1)2. A male leader’s body lan-

guage often sends the signals of 
power, credibility and status—
but not always. (p. 1)3. A June 2011 IABC survey 

finds that poor morale is the 
biggest hindrance to employee 
engagement. (p. 2)4. Of webinar attendees, 56% 

say the low cost was a biggest 
draw. (p. 3)

5. For a fundraising effort, 
research showed that “respi-
tality” was not well-understood 
among the public. (p. 4)6. Key nonverbal cue: Women 

are more comfortable when 
being approached from the 
front. (p. 7)

7. Lady Gaga may wear raw 
meat, but she’s also a thought 
leader extraordinaire. (p. 8)

(DID YOU KNOW?)

June 20, 2011                prnewsonline.com 
Issue 25 Vol. 67     Contents
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He Leads-She Leads: Gender Plays Big 
Role in the Body Language of Leaders
There are two sets of signals 
that followers look for in their 
leaders: warmth (empathy, lik-
ability, caring) and authority 
(power, credibility, status). As an executive coach, I have 

helped many leaders of both 
sexes who do not fit the stereo-
types. I’ve also observed that 
gender differences in body lan-
guage most often do align with 
these two groupings. Women 
are usually the champions in warmth and empathy, but 

men display more power and 
authority cues.There are situations in which your leader’s current nonverbal behavior is very effective—and other situations 

where they could benefit by 
having the flexibility to change 
the signals they are sending. 

(Often men’s body language, 
instead of conveying confidence 
and competence, is perceived as 
cold and uncaring; women may 
undermine their authority by 
unknowingly using deference 
and submission signals.) Here 
are some tips on how to alter, 
accommodate or modify your 
leader’s body language to help 
him or her be more effective.If your leader is a woman seeking to project authority 

and credibility:
•  Keep the voice down. Women’s voices often rise at 

the ends of sentences as if they’re asking a question or asking for approval. When stating an opinion, the leader 
should use the authoritative 

arc, in which the voice starts 
on one note, rises in pitch through the sentence and drops back down at the end.

•	Claim space. Females can compensate for men’s larger 
and taller stature by standing 
straight, broadening their stance, spreading out their paperwork and even put-ting their hands on their hips in order to take up more physical space. I’ve also advised women to stand 

when presenting their ideas, 
rather than staying seated at 
a conference table. This gives 
a height and nonverbal status 
advantage.•	Smile selectively. Although smiling can be a powerful and positive nonverbal 
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Media Training

Prof. Development

In 2010, PR agency Ketchum 

created Mindfire, a crowd-
sourcing community for college 

graduate and undergraduate 

students with proven creativity, 

communications and digital 

skills. More than 300 students 

from 22 universities are pre-

sented with real creative chal-

lenges facing Ketchum and its 

clients, which they can work on 

individually or together during 

breaks in their schoolwork.
Eager to give students 

practical work opportunities 

with large global corporations, 

professors from universities in 

North America, Europe and 

Asia help recruit creative stu-

dents to join Mindfire in order 

to advance their knowledge 

outside the classroom. In turn, 

Ketchum gets to mine fresh 

ideas from the brightest com-

munications students—ideas 

that could contribute to success 

with clients.
RIPE PIPELINEBut there is an unexpected ben-

efit to Mindfire for Ketchum: 

It’s becoming a talent pipeline, 

at a time when the number of 

applicants for summer posi-
tions far exceeded openings. 

“We received nearly 700 appli-

cations for less than 10 summer 

fellowship spots,” says Karen 

Strauss, partner and chief inno-

vation officer at Ketchum and a 

co-developer of Mindfire. Two 

of those spots went to Mindfire 

participants.It’s innovative programs 
like Ketchum’s Mindfire that 

are helping to spot the best and 

the brightest talent—which 
is important as PR executives 

carefully weigh candidates in 

a still struggling economy. Yet 

public relations appears to be Page 6 ▶

Climbing the Message Analytics Ladder:   

A Step-by-Step Guide to Measurement

A publishing revolution is 
under way. Barriers to pro-

ducing and publishing con-
tent have been lowered, and 

anyone with a Twitter account 

or blog—heck, anyone with 

Internet access—can impact 

your brand’s reputation. As 
a result, an unprecedented 

amount of content is being cre-

ated, posted and shared by the 

masses. 
On an average day, more 

than 55 million updates are 
shared on Facebook, more 

than 27 million tweets are sent 

and more than three years of 

video content is uploaded to 

YouTube. These trends reflect a 

publishing revolution involving 

the mass creation and dissemi-

nation of information. New 

modes of content creation have 

in turn spawned new ways to 

distribute and consume that 

information—methods that are 

disrupting traditional models 

of information publishing and 

media monitoring. As a PR 
professional, your focus on 

monitoring press coverage and 

engaging journalists needs to 

expand to the social Web and 

its millions of contributors.
The rise of social media has 

significant implications for PR 

measurement. Technology has 

introduced new instruments of 

communication and measure-

ment but has also forced us to 

reevaluate the importance and 

necessity of traditional pro-
cesses. But before you feel like 

you’re lost in a sea of tweets 

without a paddle, know that 

starting with a few measure-

ment fundamentals will help 

you lay the groundwork for 
diving deeper in the future. So 

how do you measure a revolu-

tion? One step at a time.Message Analytics Ladder

The workflow of the PR pro-

fessional at a high level can 
be divided into two major 

activities—getting your mes-

sage out and measuring results. 

Information is disseminated 

today in a number of for-
mats (e.g., press releases, blog 

posts, tweets, phone calls 
and e-mails). As distribution 

evolves, so, too, do the tools 

required to monitor these 
various channels. Media moni-

toring and measurement—what 

I call “message analytics”—

Community-Minded PR Hiring 

Bucks Unemployment Trend
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Seven Things You Will
Learn in This Week’s
Issue of PR News  

1. Ketchum’s Mindfire crowd-

sourcing platform mines ideas 

from college PR majors. (p. 1) 

2. An FTC case against Legacy 

Learning Systems should give 

PR pros pause when hiring paid 

online brand advocates. (p. 2)
3. More than half of communica-

tions execs polled say they will 

have a global comms function in 

the next five years. (p. 3)
4. As Twitter chatter around 

Steve Jobs’ June 6 appear-

ance at Apple’s Developers 

Conference rose, the stock 

steadily dropped. (p. 3)
5. A night of comedy helped 

Gilda’s Club of Northern New 

Jersey raise enough funds to 

stay afloat. (p. 4)6. A study found that a third of 

PR pros don’t measure qualita-

tive outcomes of their cam-

paigns. (p. 7)7. Giving up some management 

control can empower a team to 

greater success. (p. 8)

(DID YOU KNOW?)

June 13, 2011                
prnewsonline.com 

Issue 24 Vol. 67     Contents
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At PR News we often turn to 

experts for tactical advice on 

the different PR disciplines 

such as media relations, 

employee communications, 

crisis management, social 

media, etc. Their knowledge 

of the nuts and bolts of PR is 

impressive, for sure. However, 

sometimes the strategic side 

gets lost in the “let’s get things 

done” world of PR, which 

can be a dangerous thing 

both on agency and in-house 

sides, says Roger Friedensen, 

president and CEO of Forge 

Communications, based in 

Raleigh, N.C. Friedensen says that while 

anyone can learn how to write, 

build a Facebook page and 

pitch reporters, it’s more dif-

ficult to grow into a true stra-

tegic consultant who can win 

a client’s confidence or solve 

problems that directly con-

tribute to building a business. 

“The way you grow an 

agency and gain the confidence 

of the C-suite is to be a good 

counselor first, and a good tac-

tician second,” says Friedensen.

GOOD GUIDANCE

Developing PR counselors is 

a topic that Friedensen and 

Gail Rosenberg, assistant 

VP of public relations at the 

Carolinas HealthCare System, 

know quite a bit about. Both 

worked at Epley Associates, a 

now-defunct PR agency that 

for 37 years was helmed by Joe 

Epley, who strongly subscribed 

to the counselor versus tacti-

cian concept. “As far as I’m concerned, 

there are many talented tacti-

cians,” says Rosenberg. But, 

she says, there are relatively 

few deeply thoughtful stra-
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Treat Your Brand Ambassadors Right on 

Facebook by Using the Groups Feature

Are you looking to better target 

and manage key followers on 

Facebook? How about creating 

a more “exclusive” community 

that focuses on a particular 

key industry topic? Or, are you 

keen on monitoring existing 

communities within Facebook 

to mine more followers for your 

own client or organization?  

Then putting the Facebook 

Groups feature into play may 

be a good move. But just be 

aware of some idiosyncrasies.

Paul Dalessio, VP at 

Fleishman-Hillard, recognizes 

the usefulness of using the 

Groups feature to further a 

brand. From his experience, the 

deployment of Groups pages is 

most effective with consumer 

groups—moms and baby prod-

ucts, for instance. Dalessio also 

sees Groups success in the tech 

sector. “There are so many 

people out there passionate 

about phones and wireless 

technology,” says Dalessio. The 

key is to take advantage of your 

community’s passion, regularly 

engage with them and have 

them share your information 

with their friends.
Dalessio, who spoke about 

Groups and other Facebook 

features at the PR News 

Facebook Conference in NYC 

on May 24, has a warning: 

Once you set up your Groups 

page, don’t ignore it.THE OPTIONS
To get a Groups page going, 

you should look at the three 

available options first.

•	 Secret: Only members can 

see the group and what 

members post.
•	 Closed: Everyone can see the 

group. Only members see 

posts.•	 Open (public): Everyone 

can see the group and what 

members post.What you choose will 

depend on your goals and 

the sector that you’re in, says 

Dalessio. But choosing the 

“closed” option might be 

inviting, because you would 

be providing an incentive to 

people to become real ambassa-

dors and join an exclusive club. 

THE INVITATION
And just how should you invite 

members to your exclusive 

For Optimal PR Punch, Be a 

Counselor First, Tactician Second
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Seven Things You Will

Learn in This Week’s

Issue of PR News  

1. PR pros who worked with Joe 

Epley at Epley Associates have 

a deep understanding the coun-

selor vs. tactician concept. (p. 1) 

2. Choosing the correct key-

words is critical in identifying a 

brand’s true influencers. (p. 2)

3. More than 70% of event com-

municators have not earmarked 

money toward virtual events. 

(p. 3)
4. The use of automated, real-

time analytics does not often 

contribute to strategic PR deci-

sions. (p. 3)5. A series of interactive press 

releases touting a math and sci-

ence competition helped lead 

to a 28% rise in audience reach 

from 2009 to 2010. 
6.  Traits of a good PR coun-

selor include attentiveness and 

a desire to help others. (p. 6) 

7. One drawback to using 

Facebook Groups is its limited 

engagement metrics. (p. 7)

(DID YOU KNOW?)
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prnewsonline.com 

Issue 22 Vol. 67
    Contents

▶
▶How To  Identify Key Trends and Influencers 

2

▶Myth of the Month  The Need for Real-Time Data 3

▶Case Study  Science Competition Soars 
4

▶Management POV  Organizational Milestones 
8

More premium content at PR News’ Subscriber Resource Center

prnewsonline.com



2  | Index of PR News Premium Content: November 2011	 prnewsonline.com
Don’t have access to PR News premium content? Call 888-707-5814 today to subscribe.

•	Need a Powerful Army of Advocates? Think ‘Inside’ 
the Box (11/21/11) 

•	When the Unthinkable Happens: Nine Steps to 
Dealing With Workplace Violence (11/7/11) 

Investor Communications: 
•	Management POV: Communications and the 
Revolving Executive Door (11/21/11) 

Event PR:
•	Case Study: Intel Amplifies Tech Brand Messaging, 
Gains Third-Party Credibility via Intel Advisors 
Influencer Group (11/14/11) 

Human Resources:
•	Management POV: Communications and the 
Revolving Executive Door (11/21/11) 

•	Need a Powerful Army of Advocates? Think ‘Inside’ 
the Box (11/21/11)

Internal Communications:
•	Management POV: Communications and the 
Revolving Executive Door (11/21/11) 

•	Need a Powerful Army of Advocates? Think ‘Inside’ 
the Box (11/21/11) 

Investor Relations:
•	Business Brand Content Curators Artfully Elevate 
the Corporate Message (10/31/11) 

•	How to Create Visually Striking Infographics 
(9/12/11) 

•	 Ticker Shock: Five Strategies That Move the Stock 
Price Needle (8/1/11)  

Management & Strategy:
•	Management POV: Communications and the 
Revolving Executive Door (11/21/11)  

Measurement:
•	Get Your Twitter Efforts Under Control: ‘Killer’ 
Twitter Tools to Die For (11/21/11) 

•	Agency-Client Measurement Bond: Metrics 
Success a Two-Way Street (11/14/11) 

•	Charting the Industry: The ‘Highs’ and ‘Lows’ of 
Social ROI (11/7/11)  

Media Relations:
•	Management POV: Communications and the 
Revolving Executive Door (11/21/11) 

•	How to Make a High-Tech Topic Go Mainstream 
(11/21/11)  

•	Need a Powerful Army of Advocates? Think ‘Inside’ 
the Box (11/21/11) 

•	 Tip Sheet: Content Fusion Keeps News Releases 
Alive (11/14/11) 

•	 Image Patrol: Penn State vs. Herman Cain: Start 
Rewriting Your Crisis Plan (11/14/11) 

•	Case Study: A Needle in a Haystack: PR Outreach 
Drives Global Search for Progeria Sufferers in 
Race for a Cure (11/7/11)  

Media Training:
•	Need a Powerful Army of Advocates? Think ‘Inside’ 
the Box (11/21/11) 

•	 Image Patrol: Penn State vs. Herman Cain: Start 
Rewriting Your Crisis Plan (11/14/11) 

•	When the Unthinkable Happens: Nine Steps to 
Dealing With Workplace Violence (11/7/11) 
Nonprofit PR:
•	Case Study: Tips-Based Personal Engagement 
Breathes Life Into American Heart Association’s 
Ideal Health Campaign (11/21/11) 

•	Case Study: A Needle in a Haystack: PR Outreach 
Drives Global Search for Progeria Sufferers in 
Race for a Cure (11/7/11) 

Professional Development:
•	Need a Powerful Army of Advocates? Think ‘Inside’ 
the Box (11/21/11) 

Reputation Management:
•	Management POV: Communications and the 
Revolving Executive Door  (11/21/11)  

•	 Image Patrol: Penn State vs. Herman Cain: Start 
Rewriting Your Crisis Plan (11/14/11) 

Social Media:
•	Case Study: Tips-Based Personal Engagement 
Breathes Life Into American Heart Association’s 
Ideal Health Campaign (11/21/11) 

•	 Tip Sheet: Content Fusion Keeps News Releases 
Alive (11/14/11) 

•	Case Study: Intel Amplifies Tech Brand Messaging, 
Gains Third-Party Credibility via Intel Advisors 
Influencer Group (11/14/11)

•	Charting the Industry: The ‘Highs’ and ‘Lows’ of 
Social ROI (11/7/11) 

•	Social Media Report Card: NFL and NBA Players 
Unions Get Social (11/7/11)  


