Contemporary public
relations: legitimacy and
professional practice In
today’'s context
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Our menu for this morning

e Context
e Legitimising our practice
— Communicative organisations

— Catalyst
— Challenge
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Driving factors in our world

e Compression

o e Complexity
WORLD - Aam-

ECONOMIC Ao K Connectivity
/ | e Co-dependence
e Context
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Issues for our organisations
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TRUSTIN NGOS ON THE RISE, WITH MAJORITY OF MARKETS AT OR ABOVE 60% TRUST ;4
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What's the issue?

THERE IS VERY LITTLE TRUST IN EITHER BUSINESS LEADERS OR THEIR GOVERNMENT %
COUNTERPARTS ON KEY METRICS -
TRUSTIN BUSINESS AND GOVERNMENT LEADERS TO DO THE FOLLOWING
BUSINESS LEADERS 2013 —
2014 —
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A view from the WEF

Top 10 tronds 2014

Top 10 tronds 2034

Top trends for 2014, ranked by giodal significance

Top 10 ©
What are the top trends facing

the world in 2014? And what

should we do about them?

Top trends for 2014 by region

An-—-_.

1. Rising societal tensions in the
Middle East and North Africa
2. Widening income disparities 4.02
3. Persistent structural
unemployment
4. Intensifying cyber threats 3.93
5. Inaction on climate change
6. The diminishing confidence 3.79
in economic policies
7. Alack of values in leadership 3.76
8. The expanding middle class in Asia 3.75
9. The growing importance
of megacities
10. The rapid spread of 3.35
misinformation online
How significant wil the glodal tronds Become In the naxt 18 months?




Driving factors for our
profession

e The need to be
strategic

e The pressures of
the ‘new’
operational
context
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Big and little trends
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The big trends
A profession that is strong, but...

* 12% increase
« 1m practitioners in China
 New and emerging areas

* More practitioners at
senior levels

Communication with

i- Increased complexi
» Increased pressure Bt
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The smaller trends

Changes in e Brand journalism
Communication e Personalisation

e Channels o Partnership

e Multi- mgdal _ hift in content

e Mobile & easurement and
e Visual metrics
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Challenges % f
“THE SINGLEBIGGEST PRUBLEM IN

. _COMMUNICATIONS THE ILLUSION THAT T HAS
e Partnership and = THKENPLACE"

power
e The digital divide
e Transparency
e Crisis communication

> o
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What do we conclude from
this?

Organisations are defined
and constituted by
communication not just
enabled by it...




Grasping the opportunity to
lead...
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What CEOs expect

e Forward intelligence

e Externally and
internally connected

e Problem-solvers

e Coaches and
advisors

e A new, authentic
narrative

e Technical
competence

So, senior
practitioners need
to be ‘consultants’
working at all levels
understanding and
solving problems
that affect
relationships and
reputation
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Leadership with communication
at its heart - thanks to A.G Lafley

* Defining the meaningful
outside
« Deciding how you do

business

- Balancing present and future

¢ Sha plng Values and Communication with

conscience
21-23 September 2014

Madrid, Spain

standards T dircom




Why this is so important:
how value is measured

100
. Physical and financial assets
. Other factors

510 B

60 """

40"

2077

0
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The role of public relations:
The 4 X 4 model
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Four levels of contribution

/ Corporate \
Stakeholder/value
chain/network

Functional
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At the societal level....

Purpose: Social PR contribution
orientation _ e maintains legitimacy

e what is our role in e assists strategy
society? development

e what are our e puts performance into
obligations? berspective

e what are the e builds brand identity
implications for our VA oVidescthe

auone les t
organisation: organisational sense-

check
Values based:
stakeholder oriented

ommunication with
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Key issue Is purpose...
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http://www.youtube.com/watch?v=l5Tw0PGcyN0

At corporate level....

Financial orientation PR contribution

e What is the shape of « Informed decision-
our business? making: listening

e How shall we deploy Coaching management
our resources? on their comms

I ! _ " responsibilities
nf%;%irze%”aegdte ' e Preserving and building

capability an authentic
organisational character
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Articulating the unique
contribution to value

Identity/brand
Reputation
Relationships
Culture

ROI in comms
terms

A ‘balanced
scorecard’?

Identity

Culture
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At stakeholder/value chain
level....

Stakeholder and financial PR contribution

orientation e Identifying stakeholder
e Who is or should be needs
part of the closer .
stakeholder * Negotiating
community? collaborations
e Who is in our value e Upholding values
chain? e Monitoring performance
e Managing multiple-
Relationship oriented stakeholders
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At functional level....

Societal, organisational and

stakeholder/service user ~OMMS C_ontribution
focused e Strategic programmes

e What are the operational ® Using recognised
imperatives? business planning

_ disciplines
* How do we implement e Reactive, proactive
efficient and effective

and interactive
E;ﬁgzggis and e Evaluated

Operational competence T ——

conscience
21-23 September 2014
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The four DNA strands

A&

Corporate

440D

INT1ddNOD

dNVvdd
IHE&QGVEI'I

114 ® ONINNV1d

keholder/ valu
chain

Functional
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The core role in four parts

ORIENTER
societal
CATALYST
NAVIGATOR stakeholder
corporate /value chain
IMPLEMENTER
functional




The catalyst.....
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What do I mean

« someone who makes things
happen...... but in a particular way

- supports/defends values and relationships
e examines touch points with stakeholders
e operates in other leaders’ territory
 highlights failing systems and processes

assesses expectations versus
experience
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Why?

a hew business paradigm is emerging
governance is at its core

covert versus overt accountability
new issues and risks to be managed
determines your license to operate

a different world for CEOs and boards

_OH wow!
v PARADIGM

; SHIFT! conscience
e 2123 Sephember 2014
| J o Madrid, Spain
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Implications

« an ideological leader

e a contextual leader

(Hamrefors, 2010)

FEAR NOT.
I, SECRET
CHANGE

AGENT MAN,
AM HERE! /

Communication with
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Building legitimacy from the
inside, out

W >

global allionce

A new global mandate for PR

A new opportunity for PR ® o | World
. ‘. PUinc Relations . :\A:li?)x::eg;:fl;:f?;:und Exhibition Centre

professionals 0e® rorum

global alliance

it < 73
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The

Melbourne —
CHARACTER
Mandate « DNA & Values

* Leadership & Culture
.« Influencing reputation
& brand

The
Communicative

Organisation
2012
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Organisational character

Understanding and Communicating PR Role-
Organisational Character Questioning/ testing/ re-

asserting/re-legitimising

purpose

PR Role: Shaping Organisational Character
Check that values are

being lived by the
organisation and have
external support

PR Role:
Help communicate
mission, model

character and
values and inspire
support
Values Leadership
Missiun
The Why
C ulture PR Role:
Enhancing,
PR Role: maintaining and/or
Ensuring structures, mg::‘t;:ﬂ;i .
processes, behaviour and . . . -
ways of working reflect Shaping Organisational Character authiirt-g;mand

values. Creating initiatives
and programmes that bring
this to life
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On character

&6 Character is like a tree and
reputation like its shadow.
The shadow is what we think
of it; the tree is the real

thing. 99

Abraham Lincoln




Culture of Listening and
engagement

Building a culture of listening and engagement

Public Relations and communication professionals have a mandate to:

Develop research methodologies to measure an organisation’s capacity to listen, and apply
these metrics before and after the pursuit of strategy and during any major action.

Identify and activate channels to enable organisational listening.

Identify all stakeholder groups affected by the pursuit of an organisation’s strategy, both now
and in the future.

Identify all stakeholder groups that affect the pursuit of the organisation’s strategy, both now
and in the future.

Identify these stakeholder groups’ expectations and consider them both in the organisation’s
strategy and before taking any action.

Ensure sound reasons are communicated to stakeholders in cases where their expectations
cannot be met.

Prove that the organisation is genuinely listening as it takes actions in pursuit of its strategy.

Evaluate the effectiveness of the organisation’s listening.

Communication with
conscience
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Instilling responsible
behaviours

e societal

e organisational — |
e professional

e personal

Social

The organization

INTEGRATED REPORTING <IR )
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The 4 P’'s of commmunicative
leadership

e Purpose
e Principles
e People

e Process

you behave is the
key to legitimacy
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EE At first, they told us, ‘here’s
the message, go deliver it’".

Then it became, ‘what should
the message be?’

Now, ‘it’s what should
we do? 37

Harold Burson




At the end of the day.....

The ultimate core
competence which
communicative
leadership can bring

e |egitimacy
e influence
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conscience

21-23 September 2014
Meodrid, Spoin

dircom



The Challenge......

Are we up tO the taSk? Communication with

conscience
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