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What is Your Favorite Movie?

What makes it so compelling?



What makes it a compelling story?

Characters Conflict

Conclusion



Why does an OIG need a strategic 
communications function?
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Strategic communications must work towards harmonizing the long-term relationships between people and 
organizations through:

Honest, clear, and 
credible 

communication

Transparency and 
consistency of 
action/word

Fairness of action for 
confidence and 
building trust

Continuous dialogue 
(two-way) for gain 

insight 

Research and evaluate 
to make needed 

adjustments

Adapted from Prof. Marvin Sharpe, quoted in Seitel, F.P. (2007). The Practice of Public Relations. 10th Ed. Prentice-Hall. Pp. 5-6



Strategic Communication is 
foundational for us to exert 
influence and advance our 

oversight mission.



Definitions

Strategy—General, broad 
patterns to accomplish mission 
and organizational objectives

Organizational Communication—
Function and process of managing 
public relations, media, social, 
and internal communications



Strategic 
Communication

Leadership’s Organizational 
Communication Philosophy

Research, Planning, Evaluation 
of StratComm Efforts

INTEGRATION – CONSISTENCY – COORDINATION

Internal (Employee) 
& Family 

Communications

Traditional Media  
Relations & 

Public Affairs

Social Media, 
Listening, & Online 

Engagement

Crisis 
Communications

Issues 
Management
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Strategic = Integrated Communication

Unity & wholeness of communication

Consistency of message

Repetition of core messages across 
diverse platforms & messengers

Continuous; never-ending





DEVELOPING A STRATEGIC COMMUNICATION PLAN 

Integrate
Align

Reinforce

“…planning is everything.”

Write Try Revise



Mission, Vision, Values
Priorities, Strategy, Strengths

• Raise awareness (internally and externally)
• Proactively inform and educate
• Instill confidence

Objectives & Goals

AUDIENCES
(who)

MESSAGES
(what)

CHANNELS
(where)

TIMING
(when)

MESSENGERS
(how)

Identify unique (multiple) 
internal & external 

stakeholders invested in 
work/mission.

Identify consistent core 
narrative to reinforce every 

communications effort. Craft 
specific messages targeted 

to specific audiences.

PESO: Paid, Earned, 
Owned, and Shared
--Social media, web, 

traditional media interviews, 
articles, video/podcasts, etc.

Consistent & timely 
schedule of releases; tie-

ins with other events; 
appropriate coordination 

with other agencies.

P l a n n i n g  –  R e s o u r c e s  –  S k i l l s  –  T r a i n i n g  –  B u d g e t  –  M e a s u r e m e n t  –  E v a l u a t i o n

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

communications. 
Engaged & credible.

StratComm 
Plan
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P l a n n i n g  –  R e s o u r c e s  –  S k i l l s  –  T r a i n i n g  –  B u d g e t  –  M e a s u r e m e n t  –  E v a l u a t i o n

Research
• Assess attitudes about the OIG
• Who are the key demographics to reach?

Objectives
• Set clear goals and end-state

Strategies
• How to reach the goals/end-state

Implementation
• Run the communications, work the plan 

Evaluate
• How is the communications working? What needs to be 

changed?



AUDIENCES
(who) One size DOES NOT fit all…

--Publics Segmentation--



EXTERNAL 
AUDIENCES

AUDIENCES
(who)

Identify unique (multiple) internal & external stakeholders 
invested in agency’s work/mission.

INTERNAL 
AUDIENCES

• Opposition
• Neighborhood groups
• Activists
• Youth
• Parents
• Business community
• Faith-based sector
• Non-profit
• Education
• Elected officials
• Staff of departments
• Courts
• Prosecutors
• Defense attorneys
• Unions
• Media
• ………………………….

Personalize: Make relevant…WII-FM?





AUDIENCES
(who)

A user persona is a fictional representation of a type of user with 
whom you want to communicate. A user persona is not a real 
person – but it represents the needs and attributes of real people

• Demographics
• Personality
• Personal values
• Interest/hobbies
• Attitudes
• Preferences
• Traditional/social media consumption



Internal (Employee) 
& Family 

Communications

Sufficient Useful

Open Supportive

Taken 
Seriously

Do I have enough information about the ORGANIZATION and MY ROLE?

Employees are the best ambassadors for the organization



• What promise do we 
wish to keep in the 
work delivered?

• How does our work 
enhance people’s 
lives?

Strategic Message Concepts

Consistency Repetition
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