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“ABCs of Strategic
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Commercial Persuasion
Or
Public Relations

“The establishing of reciprocal
understanding between an individual

and a group.”
Edward Bernays
&0 UNIVERSITY

MAC Triad

W
/PFN
A——C

M=Message A=Audience C=Channel
P=Purpose T=Timing
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e Informization

— Disseminating information (message) to
target audience through the proper channel
at the best possible time.
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Synergy

www.synergysportswear.com
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Synergy

WWwW.syYynergyspo rtswear.com
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» Advertising e Product itself*

» (Sales) Promotion* e Packaging*

* Public Relations* e Policy*

e Direct Marketing ¢ Politics*

e Cause Marketing « Mind Share

* Sponsorship (Partnering) (Brainstorming —
Marketing

Intellectual Property)
e Brand Identity
e Interactive

e Positioning (Place)*
e Personal Selling*
e Price*

* Litwin’s 9 P’s of Marketing
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m
Techniques to Succeed:
b Cracked Egg Persuasion Model

8. Mass Sentiment ?

1. Mass Sentiment

7.Social ,mn 2 Incident
Action Debate snd Issue
Based Decision
an
\ . Publics
Pro/Con
4.Debate

6. Public Opinion
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In the Eye of the Storm:
Lessons in Leadership

A real life example of Leadership

From Les Hirsch — CEO
Touro Infirmary
New Orleans, Louisiana

ﬁWILMINGTON
UNIVERSITY

IN THE EYE OF THE STORM: LESSONS IN LEADERSHIP FROM HURRICANE KATRINA

Leadership

Requires Courage, Tenacity, Perseverance and Mental
Toughness

Must Make Difficult Decisions

Must be Inspirational and Create Hope, Optimism and
Enthusiasm for the Future

Never, Never, Never Give Up
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IN THE EYE OF THE STORM: LESSONS IN LEADERSHIP FROM HURRICANE KATRINA

Friday:
September 2, 2005

“Retreat,...Hell...We're Just Advancing in
Another Direction”

* Quote From a US Army General in Korean War after being asked about withdrawal
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IN THE EYE OF THE STORM: LESSONS IN LEADERSHIP FROM HURRICANE KATRINA

Know Your Destination...
and All Roads Will Lead To It...

Failure Is Not An Option
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IN THE EYE OF THE STORM: LESSONS IN LEADERSHIP FROM HURRICANE KATRINA

Know Your Destination...

Hit the ground running...and...be sure you
are going in the right direction!!!

But remember — It’s the journey, not the
destination.
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IN THE EYE OF THE STORM: LESSONS IN LEADERSHIP FROM HURRICANE KATRINA

It Always Takes A Great Team

Because...Failure Is Not An Option
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PR Play 1-1
Bernays’ Public Relations Functions
~ Tointerpret the ciient to the public, which means promeling the cient
~ To interpret the puslic to the client, which means operating the
company in such a way as to gain the approval of the public
- To act as a public service
- T new ideas and progress
~ To build a puslic conscience
‘Eoward Samays -
Cysazng P Opinon - 1923
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PR Play 1-3
On The Importance of Truth:
“If you lose sy for 1 will be ling. If you
lose one shred of the company's reputation, | will be nuthless.”
Waren Surst - Salsmon Srotners.
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Honesty and inegrty are the

only way."

J30K ViEICh — Former Genera
‘Electe® Chaimian and CEC
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Corporate Public Relations Department

Vice President of
Public Relations

Manager of Planmng Manager of Public Manager of Manager of Foreign Manager of Commm-
and Research Goverment Relations Pelations ‘nications

Relations Operations Services

Research Amalysts | | Area and Media Re- | | Weshington D.C. and | | Country and Area Directors of Publica-
and Planners lations Directors State Directors Directors tions and Andiovisual
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Line and Staff Organization Chart
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University Public Relations Department
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