


Expanding skillsets based on
traditional roles in marketing,
PR and strategic comms

Measurable Objectives Content Strategy (Paid,
Owned, Earned)

Channel Expertise Grassroots and
Partners
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17’0 ABCUT PROVING IT, TOO.




5. Be adaptive to change via a spirit of lifelong learning

N\



Communicator Roles in 1994

Media relations
Satellite Media Tours
Q/Fax machines

Strategic messaging

Press releases

Bylines and Editorials

Clip books_

Matte releases:|/C>
Researchers

Telemarketing
%_Press kits
Grassroots organizing O\

Bacon’s media books

_Direct mail

_Speech writing

Annual reports



Communicator Roles in 2014

Storytellers

Branding experts

Creative directors

Analytics experts

Editors:|/C>

Media planners
SEO experts
Q/Platform experts

Audience builders

[ Customer Service Reps

Reputation strategists
Writers O\_

Creative technologists

User experience design

_Graphic designers



“Every really good creative
person...whom | have ever known has
always had two noticeable
characteristics.

First, there was no subject under the
sun in which he could not easily get
iInterested — from, say, Egyptian burial
customs to modern art. Every facet of
life had fascination for him.

Second, he was an extensive browser
In all sorts of fields of information.

For it is with the advertising man as
with the cow: no browsing, no milk.”

-James Webb Young


http://penandoink.com/2012/10/31/a-technique-for-producing-ideas/

6. Possess a comprehensive knowledge of Content Strategy

N\



Can you clearly explain and activate a content strategy?



Content masters
Make content
a sustained

part of marketing
and PR operations

business impact

Content as a
sustained,

managed
operation

Content supporting social media

Content supporting campaigns

Content to support PR and marketing tactics

specialization



Media operations is now a management priority

—

Over

90%

of marketers believe that content
marketing will become more important
over the next 12 months.
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/. Be amaster of the most important communications tool
conceivable to modern man: PowerPoint

N\
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“PowerPoint Is the
Rodney Dangerfield
of software.

It gets no respect.”

-Ken Goldberg, Berkeley
Engineering professor
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@slidqshgrq
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In the Name of ALLAH, the Most
Compassionate, the Most Merciful

Why Enrichment is an
Inalienable and Chartered
Right under the NPT?
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“PowerPoint could be the most powerful tool on
your computer. But it's not.

Countless innovations fail because their

champions use PowerPoint the way Microsoft
wants them to, instead of the right way.”

-Seth Godin



3 Things Every PPT Should Have:

N\

1. Story arc
2. BIG visuals

3. Context, not Content



8. #UNPLUG



« 52% have taken or
considered taking a "vacation"
from social networking in the
past year

 56% experience anxiety as a
result of missing an important
event or status update if they
don't monitor their social
networks

Source:


http://www.mylife.com/blog/social-media-survey-says-were-overwhelmed/

“Idleness is not just a vacation, an
Indulgence or a vice; it is as indispensable
to the brain as vitamin D is to the body, and
deprived of it we suffer a mental affliction as
disfiguring as rickets.

The space and quiet that idleness provides
IS a necessary condition for standing back
from life and seeing it whole, for making
unexpected connections and waiting for the
wild summer lightning strikes of inspiration
— it Is, paradoxically, necessary to getting
any work done.”

The New York Times


http://opinionator.blogs.nytimes.com/2012/06/30/the-busy-trap/?_r=0
http://opinionator.blogs.nytimes.com/2012/06/30/the-busy-trap/?_r=0
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Source: Working Hard or Hardly Working by Greg Swan, Minnesota Business
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