
MESSAGES
(what)

Identify consistent core 
narrative to reinforce every 

communications effort. Craft 
specific messages targeted to 

specific audiences.

Relationship
(initiate, 
maintain, 
enhance)

Information
(facts, assistance, 
accomplishments)

Reputation
(identity, 
branding, 
standing)

• Performance-based 
government

• Accountability
• Efficient and effective
• Humanize; stories about 

people
• Dedicated civil servants
• Independence
• Serve the people
• Non-partisan

WORDS (THAT) MATTER

Context



Strategic Message Types

Inform Facilitate Persuade Threat/ 
Reward Cooperate

“Just the 
Facts”

Resources or 
information 

to act

Appeal to 
values or 
emotions

Control an 
outcome that 
is positive or 

negative

Open 
exchange of 
information



• The Inspector General mission and 
history

• Reasons for independent oversight
• Process (investigative, judicial, audit, 

etc.)
• Risk Management
• Prevention
• Instructions: what to do OR what NOT 

to do
• Where to go for further information
• What’s next—when’s the next press 

conference/info, etc…

• Address people’s fears/concerns
o Uncertainty
o Misinformation
o Reliance on authoritative guidance

• Leadership
o Why our work matters
o Who our people are
o Organizational values
o Mission 

• Empathy
o With victims/survivors/those impacted
o Resources for the community
o Who to call if you have questions

Never “No Comment”—We Can ALWAYS Talk About Something



Who 
we 
are

What 
we 
do

Why 
we 

do it





Informing 
Messaging

Influencing 
Messaging

Educational 
Messaging

Attitude Emotion Behavior
Think Feel Act



Stories Symbols Rituals

Icons Images Words



Applicant    Caseworker

“expediter”

Public Assistance 
Benefits Extortion Scheme

Characters Conflict

Conclusion

Former Government Employee and Co-Conspirator Plead Guilty to Hobbs Act Extortion

https://www.justice.gov/usao-dc/pr/former-federal-government-employee-and-co-conspirator-plead-guilty-hobbs-act-extortion


CHANNELS
(where)

Paid, Earned, Owned, & Shared
--Social media, web, traditional 

media interviews, articles, 
video/podcasts, etc.

• Website
• Email lists
• USA Today
• Associated Press
• Local news/media
• Patch.com
• Twitter
• FaceBook
• LinkedIn
• Associations
• Blogs
• ……………………
• ……………………
• ……………………

Tools Outlets
• Press release
• News conference
• Radio/TV shows
• Podcasts
• Social media
• Video releases
• Webinars
• Conferences
• Op-Eds/editorials
• Newsletters
• Magazine articles
• Speeches
• Reports
• Brochures 



https://www.axiapr.com/hs-fs/hubfs/PESO%20copy.png?width=1536&name=PESO%20copy.png



Multi-Media & Social Media



TIMING
(when)

Consistent & timely schedule of 
releases; tie-ins with other events; 

appropriate coordination with 
other agencies.

• Event/Opportunity
• Date
• Topic
• Forum/Outlet
• Audience segment
• Message
• Speaker(s)
• Social media re-use
• Aware: monitor trends 

& current events

Tie-in’s
 (“National 

Day/Month of…”)

Reinforce core messaging



MESSENGERS
(how)

Leadership involvement for 
key messaging; roles of all 
OI members in messaging 

and communications. 
Engaged & credible.

• Who speaks?
• What is the core 

message?
• Who is the audience?
• How are they conveying 

the message?

Every OIG employee must be 
trained in communications; 
each is a representative.



Issues 
Management

P
R
E
S
S
U
R
E

T I M E

Early    Emerging Active Intense Crisis    Dormant

• Unsettled matter ripe 
for decision by public

• Topic of public concern
• Organizational decision or 

operation
• May involve conflicting 

opinions of issue
• Scan, Monitor, 

Prioritize, Act, Assess

“An issue ignored is a crisis invited.” –Henry Kissinger



Crisis Communications Plan

• Assess the situation (& scan media)
• Gather preliminary facts
• Ability to get to location fast
• Coordinate with other agencies
• Social media is imperative

Initial 
Response

•Assess public reactions/emotions
•Preliminary statement (essential)
•Assure: mission, safety, call to action, 
concern, gratitude, & expectations
•Future briefings/information releases

Basic 
messaging

• Investigation on-going; periodic updates
• Ensure appropriate follow-through
• Capture all media generated
• Review and identify lessons learned
• Conduct an after-action review

Follow-up 
& Review

PHOTO by Steven L. Shepard, Presidio of Monterey Public Affairs via Flickr.

if you’re not talking 
to the media, 

somebody else is. 



Crisis Communications Keys

Adapted from Seitel, F.P. (2007). The Practice of Public Relations. 10th Ed. Prentice-Hall. P. 412

•Speak first—speak often
•Don’t speculate
•Don’t go ‘off the record’
•Stay on the known facts
•Be open and concerned 
(not defensive)

•Never lie

•Make your point and 
repeat it, repeatedly

•Don’t wage war with 
the media or others

•Establish yourself as 
the most authoritative 
source for information

•Stay calm, be truthful



Use all available tools
Create a relationship
Mobilize the audience to action 
Build trust and confidence 
Focus on stories, images, and outcomes

MAKING STRATEGIC COMMUNICATIONS WORK



Leadership = Communication
1. Write or revise your 

StratComm plan
2. Conduct a crisis 

communication TTX exercise
3. Join with peers for training, 

support, and information 
sharing



THANK YOU!!!

Keep the 
conversation 

going!

StratComm Resources, Links, 
Publications, Associations…
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