Strategic Communication In Business
And The Professions

Authors Coombs and Harker provide step-by-step
guidance on how the strategic communication
process—an integration of marketing communication,
public relations, and advertising—can be applied to
sports communication for individual athletes, teams,
and leagues. The book is founded on the premise
that the strategic communication process in sport
communication is grounded in understanding the
fans and sources of revenue. Looking at sports
globally, it offers readers the traditional multi-step,
linear approach to strategic communication message
development along with the transmedia narrative
transportation method, a non-linear approach that
centers on narratives to engage target audiences
and urge them to contribute their own material to
messaging. With case studies and practical
examples, it also highlights additional issues such as
race and gender, social media, ethics, and athlete
health. It is an ideal text for undergraduate and
graduate courses in public relations or strategic
communication and sport communication. An online
instructor’'s manual accompanies the text, including
lecture slides; a sample strategic sports
communication plan; a test bank; links to key web
sites that discuss sports and sports communication

concerns; links to case st/udies with class discussion
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prompts; sample assignments; a sample course
syllabus; and suggestions for further reading.

“The business environment is so uncertain that no
can afford to miss a step. Some forces are out of out
control-recessions, cutbacks, layoffs. But being the
best we can be at our job is not. We have total
control over that.” --From the Introduction of The Six
Fundamentals of Success Everyone has his or her
own style at work. But if you look at the people who
are successful, you'll see similarities. They always
do the most important things first--they know how to
prioritize. They can sum up how their company
stands out from the pack in only a few minutes. They
work with a sense of urgency, every day. These are
the kinds of qualities and habits that never go out of
style. Moreover, they are crucial to any successful
career and life. By pursuing them regularly, you and
your company are more likely to get ahead. In The
Six Fundamentals of Success, CEO and business
consultant Stuart Levine spells out exactly how to
practice the constants of business success--whether
it's satisfying customers, developing strong
relationships, or communicating clearly--through six
fundamental principles, gained from decades of
experience working with top executives. But it's the
way Levine zeroes in on these fundamentals--add
value, communicate well, deliver results, act with
integrity, invest in relationships, and gain

perspective--and brings them to life through dozens
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of pithy, to-the-point rules that makes the book so
practical and useful. With no-nonsense lessons like
“Face time counts,” “Do breakfast,” and “Share the
good news--and the bad,” Levine offers concrete
examples of how to behave, respond, and motivate
others. Aimed at business people and entrepreneurs
at all levels, whether they work in companies large or
small, The Six Fundamentals of Success provides
the smart, action-oriented guidance people need in
today’s challenging climate.

"This book explores the theoretical and practical
aspects of managing and solving conflicts and
introduces updated approaches for refining
communication and leadership skills. Featuring
coverage on a broad range of topics such as
emotional intelligence, organizational crises, and
virtual team management"--

The most successful communication professionals
today are no longer just communication experts.
They are also masters of business. To serve as
trusted advisors to the C-suite and to collaborate
across the enterprise means having a strong
grounding in business acumen. Mastering Business
provides strategic communications and public
relations students and professionals with expert
insights and advice into the various major business
functions and departments from an assemblage of
top strategic communication leaders representing

some of the world's leading brands. In a collection of
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more than 20 essays from current and former Chief
Communications Officers (CCOs), the authors show
us the business areas that communicators help
convene, integrate and translate across their
enterprises and to external stakeholders. Each
essay features a Career Spotlight by the CCO and a
C-suite View response from a colleague and
business leader, including top CEOSs, presidents and
CFOs. Collectively, this book provides readers with a
rare view of the leadership roles played by top
strategic communicators inside some of the most
well-known brands and organizations.

Strategic Communication: Principles and Practice
guides students through the principles for planning,
writing, and implementing strategic communication
plans. It approaches strategic communication from
how an organisation communicates across
organisational endeavours. The emphasis is on the
strategic application of communication and how an
organisation functions to advance its mission.

Let's Talk Society — and the society we ?re talking
about is in transition to a green and sustainable
society, an inclusive society, and an innovative and
reflective society. What is our role as communication
professionals in all of this? How can we foster public
debate? This book addresses these challenges and
offers some answers.

Designed to support the paradigm shift in media and

communication, this book presents the basic tenets
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of strategic communication and its foundational
disciplines of advertising, public relations, and
marketing communications. Drawing on the latest
research in the field, the text introduces students to
the theories of strategic communication while at the
same time outlining how to apply them to everyday
practice. To facilitate learning and tie concepts to
practice, each chapter includes introductory focus
guestions, a contemporary global case study, a
career profile of a current practitioner, end-of-chapter
discussion questions, and features that highlight how
research methods can be applied to strategic
communication practice. Principles of Strategic
Communication is ideal as a core text for
undergraduate students in strategic communication
courses within media, communication, marketing,
and advertising programs. The accompanying online
support material features chapter summaries, useful
links to examples of strategic communication in
action, suggested further reading, and practice test
guestions. Instructors will find an instructor’s
resource manual that includes sample syllabi, class
activities, lecture topics, and a test bank. Please visit
www.routledge.com/9780367426316.

Today almost everyone in the developed world
spends time online and anyone involved in strategic
communication must think digitally. The magnitude
of change may be up for debate but the trend is

unstoppable, dramatically reconfiguring business
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models, organisational structures and even the
practice of democracy. Strategic Communication,
Social Media and Democracy provides a wholly new
framework for understanding this reality, a reality
that is transforming the way both practitioners and
theoreticians navigate this fast-moving environment.
Firmly rooted in empirical research, and resisting the
lure of over-optimistic communication dreams, it
explores both the potential that social media offers
for changing the relationships between organisations
and stakeholders, and critically analyses what has
been achieved so far. This innovative text will be of
great interest to researchers, educators and
advanced students in strategic communications,
public relations, corporate communication, new
media, social media and communication
management.

This volume in the Contemporary Military, Strategic, and
Security Issues series presents a concise introduction to the
evolution, key concepts, discourse, and future options for
improved strategic communication in today's U.S.
government. * Key document excerpts from legislation,
proposed legislation, doctrine, reform proposals, and policy
documents * A glossary of terms * An annotated bibliography
of proposals and recommendations for strategic
communication/public diplomacy reform

This book serves as a reader exploring the scholarly inquiry,
professional education, and practice of Russian public
relations and advertising in multiple contexts. It examines
significant parts of what can be encompassed under the

umbrella of strategic communications, including public
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relations and advertising, rather than investigating all areas of
communication in Russia. Within the context of Russia’s
history, culture, and ideology, the book begins by tracing the
development of communication as a field, as a discipline, and
as a social institution in Russia. It then samples current
studies in Russian strategic communications, examining this
professional specialization’s current state and likely future
directions. The book’s authors are mostly Russians who are
experts in their specializations. Chapters are predicated upon
the premise that this is an exciting time of great opportunity
for Russian strategic communications. However, in Russia,
exploiting such opportunities for strategic communications
scholarship, education, and professional practice presents
challenges within the context of that nation’s cultural,
historical, and ideological heritage that presently may be
unique. The book concludes with a prognosis of the future of
Russian strategic communications. The book is
recommended reading for a worldwide audience of strategic
communications scholars, educators, students, and
practitioners. Such readers will find the book of interest and of
unigue value as the book will help them to better understand,
appreciate, and respect Russian strategic communications,
its genesis, and present state.

Communicating successfully is crucial if an organization is to
survive and recover from a crisis. Focusing on the airline
industry and some of the most recent headline-making
disasters, Dr. Ray looks at organizational crises, the
communications strategies employed by organizations when
responding to crises, and the factors that influence the
effectiveness for this strategic communication. Her three-
stage model of crisis stages provides a comprehensive
understanding of the significant factors that affect the success
of communicating in crisis situations. She shows how
strategic communication Figgg%% understood and developed



from a broad frame of reference, and how specific
communication choices must emerge from specific situations.
Corporate communications specialists at all levels in the
private and public sectors both, plus executives with other
management responsibilities, will find Dr. Ray's book
informative, useful, and fascinating reading.

What is internal communication? What role does it play in
contemporary organizations? What are the consequences of
malfunctioning internal communication? There are many
aspects of internal communication — work related, social,
formal, informal, vertical, horizontal, between coworkers,
between coworkers and managers, communication before
and under organizational changes, internal crisis
communications and so forth. We think of different forms of
communication channels such as intranet, staff magazines,
electronic billboards and internal television. This book
interconnects these different parts and emphasizes the
strategic value and importance of internal communication. We
understand internal communication as an unused capital with
a large potential for organizational success. Further, we
understand internal communication as a basic prerequisite of
organizations that is performed by all members of an
organization — managers, coworkers and communication
professionals. Traditionally, there has been too much
emphasis on the work and function of communication
professionals when internal communication is discussed, but
most of the communication value is actually produced by
managers and coworkers. However, communication
professionals are the communication experts in organizations
that strategically facilitate the organization. This book is
based on a cooperation between Susanne Dahlman, senior
communication consultant, and Mats Heide, Professor in
Strategic Communication at Lund University. Hence, this
book has a unique appro%chBt/Qsat covers both practical and



academic aspects of internal communication. This book is a
response to the demand for a book that covers the strategic
aspects of internal communication in practice, and as such is
ideal reading for both practitioners and advanced students.

A guide to strategic communication that can be applied
across a range of subfields at all three levels—grand strategic,
strategic, and tactical communication Communication is a
core function of every human organization so when you work
with communication you are working with the very core of the
organization. Written for students, academics, and
professionals, Strategic Communication Theory and Practice:
The Cocreational Model argues for a single unified field of
strategic communication based in the three large core
subfields of public relations, marketing communication, and
health communication, as well as strategic communicators
working in many other subfields such as political
communication, issues management, crisis communication,
risk communication, environmental and science
communication, social movements, counter terrorism
communication, public diplomacy, public safety and disaster
management, and others. Strategic Communication Theory
and Practice is built around a cocreational model that shifts
the focus from organizational needs and the messages
crafted to achieve them, to a publics-centered view placing
publics and their ability to cocreate new meanings squarely in
the center of strategic communication theory and practice.
The author—a noted expert in the field—outlines the theories,
campaign strategies, common issues, and cutting edge
challenges facing strategic communication, including the role
of social media, ethics, and intercultural strategic
communication. As the author explains, the term "strategic
communication” properly refers only to the planned
campaigns that grow out of research and understanding what

publics think and want. Tpaigse\gl/i;[gl resource answers the



questions of whether, and how, strategic-level skills can be
used across fields, as it: Explores the role of theory and the
cocreational meta-theory in strategic communication Outlines
ethical practices and problems in the field Includes
information on basic campaign strategies Offers the most
recent information on risk communication, preparedness and
terrorism communication, and employment in strategic
communication Redefines major concepts, such as publics,
from a cocreational perspective

Strategic Communication at Work provides the reader with a
practical approach to engaging in all types of
communication--one-on-one, small group, and large group--to
achieve intended results. The framework presented enables
readers to make informed decisions that increase the
effectiveness of their communication and enhance their
credibility. Lennard presents the IMPACT
Paradigm--Intending, Messaging, Presence, Attending,
Connecting, and Together--in the first part of the book
explaining the benefits of using a single framework for all
strategic communication. The second part illustrates how to
apply these principles and approach interactions with a
purposeful mindset, express ideas congruently, and connect
with others. The third part offers curated exercises for
practicing communication skills, along with specific ways to
integrate the paradigm into everyday communication
interactions. The text's clear and practical approach will
appeal to graduate students of business communication, as
well as instructors and professionals interested in improving
their communication skills.

Communication and relationships sit at the centre of our
hyper-connected lives, and their effective management is a
strategic necessity for all organisations today. As the
communication and public relations industries continue to
grow globally, they offer gagyﬂ)%%nic career for those with the



right skills and knowledge. Jane Johnston and Leanne
Glenny show how strategic communication and public
relations plug into the social, economic and political world,
creating crucial links between organisations and people. They
explain how communication professionals build partnerships,
motivate and engage stakeholders, manage content, media
and planning, develop reputations, and troubleshoot crisis
communication. Strategic Communication is a complete
introduction to the fundamentals of communication and public
relations for the next decade. It presents innovative and
creative approaches to deliver 100 tools and tactics, over 30
theories and models, and three levels of strategy that
underpin successful communication. The authors include
examples from around the world, from private sector, public
sector and not for profit organisations.

Strategic Corporate Communication in the Digital Age
explores how contemporary communication approaches are
crossing boundaries as innovative media formats and digital
transformations offer new challenges and opportunities to
academia and practitioners.

Strategic Communication at Work provides the reader
with a practical approach to engaging in all types of
communication—one-on-one, small group, and large
group—to achieve intended results. The framework
presented enables readers to make informed decisions
that increase the effectiveness of their communication
and enhance their credibility. Lennard presents the
IMPACT Paradigm—Intending, Messaging, Presence,
Attending, Connecting, and Together—in the first part of
the book explaining the benefits of using a single
framework for all strategic communication. The second
part illustrates how to apply these principles and
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approach interactions with a purposeful mindset, express
ideas congruently, and connect with others. The third
part offers curated exercises for practicing
communication skills, along with specific ways to
integrate the paradigm into everyday communication
interactions. The text’s clear and practical approach will
appeal to graduate students of business communication,
as well as instructors and professionals interested in
Improving their communication skills.

Strategic Communication for Organizations elucidates
the emerging research on strategic communication,
particularly as it operates in a variety of organizational
settings. This book, appropriate for both students and
practitioners, emphasizes how theory and research from
the field of communication studies can be used to
support and advance organizations of all types across a
variety of business sectors. Grounded in scholarship and
organizational cases, this textbook: focuses on message
design provides introductory yet comprehensive
coverage of how strategy and message design enable
effective organizational and corporate communication
explores how theory and research can be synthesized to
inform modern communication-based campaigns
Strategic Communication for Organizations will help
readers discuss how to develop, implement, and
evaluate messages that are consistent with an
organization’s needs, mission, and vision, effectively
reaching and influencing internal and external audiences.
Engaging Employees through Strategic Communication
provides a detailed overview of employee

communication and its evolution as a tool to drive
Page 12/25



employee engagement and successful change
management. Approaching the subject with the
philosophy that internal audiences are essential to the
success of any strategic communication plan and
business strategy—patrticularly as they relate to driving
change—Mark Dollins and Jon Stemmle give readers a
working knowledge of employee communication
strategies, skills, and tactics in ways that prepare
students for careers in this rapidly expanding field.
Providing the tools necessary to evaluate the impact of
successful employee communication campaigns, they
put theory and cutting-edge research into action with
practical examples and case studies sourced from award-
winning entries judged as best-in-class by the
International Association of Business Communicators
(IABC), the Public Relations Society of America (PRSA),
PRWeek, and PRNews. The book is ideal for
undergraduate and graduate students in internal,
corporate, or employee communication courses and will
be a useful reference for practitioners who want to
understand how to carry out effective employee
communication engagement and change-management
campaigns.

Changes in the global economy bring new dynamics,
concepts, and implications that require digitalization and
adaptation. The new “normal” has changed, and
companies must adopt such strategies if they want to
survive in the ever-changing business environments.
Business Management and Communication
Perspectives in Industry 4.0 is a pivotal reference source

that provides vital research on the planning,
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implementing, and evaluating of strategies for the new
industry standards. While highlighting topics such as
artificial intelligence, digital leadership, and management
science, this publication theorizes about tomorrow’s
business and communication environments based on the
past and present of the concepts. This book is ideally
designed for managers, researchers, educators,
students, professionals, and policymakers seeking
current research on blending managerial and
communicational concepts with a multidisciplinary
approach.

This is a seminal book for anyone who wants to
understand, shape or study the communication
surrounding sustainability in their interactions with
colleagues, employees, supply chain partners and
external stakeholders. It develops essential insights on
the basis of an extensive review of relevant theories and
research drawn from multiple disciplines. Interview data
gathered from organization members who are currently
communicating about sustainability in their cities,
universities, nongovernmental organizations, small
businesses and large for-profit organizations provide
valuable insights from a practitioner’s perspective. The
interviewees represent organizations such as the
Portland Trailblazers, Tyson Foods, the City and County
of Denver and the Natural Resources Defense Council.
Theory, research and interview comments combine in a
reader-friendly way to provide practical insights and
stimulate future research.

This book examines the state of strategic communication

as a discipline and how it has emerged as a unique area
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of scholarship in the beginning of the 21st century.
Strategic communication encompasses all
communication that is substantial for the survival and
sustained success of entities like corporations,
governments, non-profits, social movements, and
celebrities. A major aspect of the field is the purposeful
use of communication by an organization to engage in
conversations of strategic significance to its goals. The
contributions in this book provide unique insights, make
compelling arguments, and highlight promising areas of
scholarship in strategic communication. Presented in
four parts, the chapters explore the emergence of
strategic communication, its conceptual foundations, its
expanding body of knowledge, and the foundation for
further development and new directions in the field. Of
interest to those studying communication from the
perspectives of communication science, management
theory, organizational studies, or business
administration, this volume will also be useful for readers
who are new to strategic communication, and who are
interested in the field for its new avenues of research.
This book was originally published as a special issue of
the International Journal of Strategic Communication.
This book traces a century of militarised communication
that began in the United States in April, 1917, with the
institution of the Committee on Public Information (CPI),
headed by George Creel and tasked with persuading a
divided US public to enter World War I. Creel achieved
an historic feat of communication: a nationalising mass
mediation event well before any instantaneous mass

media technologies were available. The CPI's
Page 15/25



techniques and strategies have underpinned marketing,
public relations, and public diplomacy practices ever
since. The book argues that the CPI's influence extends
unbroken into the present day, as it provided the
communicative and attitudinal bases for a new form of
political economy, a form of corporatism, that would
come to its fullest flower in the “globalisation” project of
the mid-1990s.

Strategic Communication (Second Edition) deals with the
principles behind strategic communication planning. It
covers the professional practice steps involved in
researching, planning, writing and implementing a
communication strategy. This book links strategic
communication campaign planningto business activities
around short, medium and long-term needs and to how
organisations deal with issues. The framework followed
in Strategic Communication can be used for strategic
planning in a range of specialisations including corporate
communication; community relations; financial and
investor relations; government relations and lobbying;
internal communication; marketing communication and
publicrelations. Readers will build their own strategic
communication plan when working through the book, as
each chapter covers how to plan a specific element of a
communication strategy, exploring key principles and
relevant theories. The second edition has been
thoroughly updated to include contemporary cases and
examples, additional theoretical and campaign planning
material and is complemented by a range of features to
support and reinforce learning.

The rise of digital media and the public's demand for
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transparency has elevated the importance of communication
for every business. To have a voice or seat at the table and
maximize their full value, a strategic communicator must be
able to speak the language and understand business goals,
issues, and trends. The challenge is that many
communicators don't hold an MBA and didn't study business
in college. Business Essentials for Strategic Communicators
provides communication professionals and students with the
essential "Business 101" knowledge they need to navigate
the business world with the best of them. Readers will learn
the essentials of financial statements and terminology, the
stock market, public companies, and more — all with an eye
on how this knowledge helps them do their jobs better as
communication professionals.

This book brings together a broad and diverse range of new
and radical approaches to public relations focussing on the
increasingly vital role that visual, sensory and physical
elements factors play in shaping communication. Engaging
with recent developments in critical and cultural theories, it
outlines how non-textual and non-representational forces play
a central role in the efficacy and reception of public relations.
Challenging the dominant accounts of public relations which
center on the purely representational uses of text and
imagery, the book critiques the suitability of accepted
definitions of the field and highlights future directions for
conceptualizing strategic communication within a multi-
sensory environment. Drawing on the work of global
researchers in public relations, visual culture and
communication, design and cultural theory, it brings a
welcome inter-disciplinary approach which pushes the
boundaries of public relations scholarship in a global cultural
context. This exciting analysis will be of great interest to
public relations scholars, advanced students of strategic

communication, as well apsag%q;ngnunication researchers from



cultural, media and critical studies exploring PR as a socio-
cultural phenomenon.

Communication in the public sphere as well as within
organizational contexts has attracted the interest of
researchers over the past century. Current forms of citizen
engagement and community development, partly enabled
through digital communication, have further enhanced the
visibility and relevance of non-profit communication. These
are performed by the civil society, which is 'the organized
expression of the values and interests of society' (Castells,
2008) in the public sphere. Non-profit communication feeds
the public sphere as 'the discursive processes in a complex
network of persons, institutionalized associations and
organizations," whereas those 'discourses are a civilized way
of disagreeing openly about essential matters of common
concern’ (Jensen, 2002). Despite the relevance in the public
sphere, non-profit communication was never properly defined
within communication research. The aim of the present book
is to offer an overview and report on Strategic Communication
for Non-Profit-Organisations and the Challenges and
Alternative Approaches. Considering the assumption that a
key principle of strategic communication is the achievement
of organisational goals, the majority of research developed in
the field has used business environments to develop theories,
models, empirical insights and case studies. Here, we take a
step towards new approaches centred on the concept of non-
profit in various dimensions and from various perspectives,
showing the diversity and complexity around this subject and
at the same time the need of further theoretical and empirical
work that provides frameworks and also tools for further
understanding of the phenomena.

Business acumen has emerged as a critical competency for
communicators. But if you're a public relations, advertising or
communication professioggl }Q/% didn’t go to business



school, how can you make sure you have the abilities and
skills to evolve along with your role? Business Acumen for
Strategic Communicators is the book for you.

The Routledge Handbook of Strategic Communication
provides a comprehensive review of research in the strategic
communication domain and offers educators and graduate-
level students a compilation of approaches to and studies of
varying aspects of the field. The volume provides insights into
ongoing discussions that build an emerging body of
knowledge. Focusing on the metatheoretical, philosophical,
and applied aspects of strategic communication, the parts of
the volume cover: « Conceptual foundations, ¢ Institutional
and organizational dimensions, ¢ Implementing strategic
communication, and « Domains of practice An international
set of authors contributes to this volume, illustrating the broad
arena in which this work is taking place. A timely volume
surveying the current state of scholarship, this Handbook is
essential reading for scholars in strategic communication at
all levels of experience.

Integrated Strategic Communication (ISC) is a primer on how
to influence and win the support of key constituencies and,
when required, change public policy vital to an organization's
success. It presents a 10-step model for organizing and
integrating communication strategies in support of strategic
initiatives. This field-tested integrated strategic communication
model is the result of the author's 40 years practicing and
teaching public relations and marketing communications. It
also draws on his vast experience in developing and
implementing communication campaigns in support of major
initiatives, such as mergers, acquisitions, divestitures and
new product launches. The model is also strongly influenced
by an array of communication theory and research that
underpins the practice of organizational communications.

Simply stated, the ISC model is based on the five
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fundamental principles of sending the right message, using
the right medium, to the right audience, at the right time and
at the right place. Simple to say but difficult to do.Two main
themes flow through this book. The first is that organizations
must be actively engaged in the public arena when managing
issues and initiatives vital to their self-interest. The second
theme emphasizes the strategic use of integrated
communication to influence and win the support of key
publics concerned with those issues and initiatives. The term
integrated is key to this approach. It means that all
organizational voices — public relations, marketing, human
resources, public affairs, government relations — must be
focused, collaborative and coordinated in communicating the
organization's overall message strategies. Whether it's a
campaign to elect a political candidate or to earn stakeholder
support for a merger, the issue always comes down to how
effectively you make your case to your publics. We call these
efforts the Big Sell because failure to sell your case to your
publics can have dire consequences for the organization.
Using numerous case studies, examples, diagrams and
charts, the author identifies communication strategies that
work and those that don't. Take for example the challenges
that had confronted the Microsoft Corporation and Major
League Baseball's Boston Red Sox franchise, two case
histories woven throughout the book. Both were addressing
issues that could have seriously affected their long-term
market viability. Microsoft was confronting an anti-trust lawsuit
brought by the U.S. Department of Justice (DOJ). The Red
Sox franchise was searching for a new home to ensure its
financial competitiveness. Both would confront serious
obstacles in successfully addressing these challenges
requiring developing message strategies that would appeal to
numerous diverse constituencies. To remain competitive both
would have to make the Q;geg,o(?zlé.But even when you know



what it is you want to say, you have to choose the medium
that has the best chance of delivering the message. To select
the right medium to deliver those messages you have to know
who and where the target audience is. That is why
understanding your target audience is a fundamental
cornerstone of the ISC model. Unfortunately, even when you
have targeted accurately, getting audience members
attention is difficult at best. To do so requires delivering the
message at a time and place when audience members are
most likely to attend to it. Naturally, there is both art and
science to all of this.That is what this book is all about — the
art and the science of organizational communication practice
in the context of a multi-step planning process that
professionals can use to develop, implement, monitor and
evaluate their communication efforts. Written in a lively and
engaging style, Integrated Strategic Communication will prove
as instructive to the experienced communications
professional as it will be to the student of communication.
Strategic Communication in Business and the Professions
This concise text provides an accessible introduction to
Artificial Intelligence and Intelligent User Interfaces (IUIs) and
how they are at the heart of a communication revolution for
strategic communications and public relations. Intelligent user
interfaces are where users and technology meet - via
computers, phones, robots, public displays etc. They use Al
and machine learning methods to control how those systems
interact, exchange data, learn from and develop relations with
users. The authors explore research and developments that
are already changing human/machine engagement in a wide
range of areas from consumer goods, healthcare and
entertainment to community relations, crisis management and
activism. They also explore the implications for public
relations of how technologies developing hyper-personalized

persuasion could be usegagge) 2rD§5ke choices for us, navigating



the controversial space between influence, nudging, and
controlling. This readable overview of the applications and
implications of Al and IUIs will be welcomed by researchers,
students and practitioners in all areas of strategic
communication, public relations and communications studies.

This book presents a comprehensive guide for public
relations and strategic communication professionals
and entrepreneurs to effectively manage the
communication aspects of startups in the context of
business in China. Drawing on interdisciplinary
theories, current issues, and updated research
evidence obtained from entrepreneurs and startup
leaders in China, this concise volume provides
research-based insights on the best practices for
public relations and strategic communication in the
unique context of startups. It addresses relationships
with stakeholders, public relations practice,
leadership communication, and how to leverage the
power of social media in the entrepreneurial context.
Strategic Communication for Startups and
Entrepreneurs in China will be of great benefit to
public relations and strategic communication
scholars and practitioners, startup leaders and
entrepreneurs interested in opportunities in China,
and advanced students in public relations, business
communication, and entrepreneurship.

Social Media for Strategic Communication: Creative
Strategies and Research-Based Applications
Second Edition teaches students the skills and
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principles needed to use social media in persuasive
communication campaigns. This book combines
cutting edge research with practical, on-the-ground
instruction to prepare students for the real-world
challenges they’ll face in the workplace. By focusing
on strategic thinking and awareness, this book gives
students the tools they need to adapt what they learn
to new platforms and technologies that may emerge
in the future. A broad focus on strategic
communication — from PR, advertising, and
marketing, to non-profit advocacy—gives students a
broad base of knowledge that will serve them
wherever their careers may lead. The Second
Edition features new case studies and exercises and
increased coverage of diversity and inclusion issues
and influencer marketing trends. INSTRUCTORS:
Your students save when you bundle Social Media
for Strategic Communication, Second Edition with
Freberg?s Portfolio Building Activities in Social
Media, Second Edition featuring 125 real-world
activities across various social media platforms.
Order using bundle ISBN 978-1-0718-6142-4.

The focus of this book is Strategic Communication.
Communication can be defined as strategic if its
development and/or dissemination is driven by an
expected outcome. These outcomes can be
attitudinal, behavioral, persuasive or knowledge-
related; they can lead to change or engagement, or

they can miss their mark entirely. In looking at
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strategic communication, one is not limited to a
specific context or discipline. Many of the scholars in
the volume are generating research that covers
strategic communication in ways that are meaningful
across fields. This volume collects the work and idea
of scholars who cover the spectrum of strategic
communication from source to message to audience
to channel to effects. Strategic Communication offers
news perspectives across contexts and is rooted
firmly in the rich research traditions of persuasion
and media effects. Spanning multiple disciplines and
written to appeal to a large audience, this book will
be found in the hands of researchers, graduate
students, and students doing interdisciplinary
coursework.

Strategic communication comprises different forms
of goal-oriented communication inside and between
organizations, their stakeholders and the society.
Strategic communication is an emerging practice
and research field integrating established disciplines
such as public relations, organizational
communication and marketing communication into a
holistic framework. The field is based on an
awareness of the fundamental importance of
communication for the existence and performance of
all organizations. This textbook offers a broad insight
into the field of strategic communication. The main
aim of the book is to give a general overview of

theories, concepts and methods in strategic
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communication. The book also aims to develop an
understanding of different perspectives and the
consequences each one has for practice. After
reading the book the student or reader will be able to
define and reflect upon strategic communication as
an academic field and professional practice,
describe relevant theories and apply these to
communication problems. The authors apply a
reflective and practice-oriented approach meaning
earlier research or theories are not only described,
but also discussed from different critical
perspectives. A practice-oriented approach means,
in this book, that the authors strongly emphasize the
role of contexts and situations—where strategic
communication actually happens. This book will help
business and communications students to not only
define and understand a variety of strategic
communications theories, but to use those theories
to generate communication strategy and solutions.
Never HIGHLIGHT a Book Again Includes all
testable terms, concepts, persons, places, and
events. Cram101 Just the FACTS101 studyguides
gives all of the outlines, highlights, and quizzes for
your textbook with optional online comprehensive
practice tests. Only Cram101 is Textbook Specific.
Accompanies: 9780872893795. This item is printed
on demand.
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