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STRATEGIC COMMUNICATION DEFINITION

Strategic Communication:

1. The White House: National Framework for Strategic
Communication, 2010:

a. The synchronization of words and deeds and how they will
be perceived by selected audiences.

b. Programs and activities deliberately aimed at
communicating and engaging with intended audiences,
including those implemented by public affairs, public
diplomacy, and information operations professionals.

2. DOD: Joint Publication 1-02, DOD Dictionary of Military and
Associated Terms, 2009:

. Focused United States Government efforts to understand
and engage key audiences to create, strengthen, or
preserve conditions favorable for the advancement of
United States Government interests, policies, and
objectives through the use of coordinated programs, plans,
themes, messages, and products synchronized with the
actions of all instruments of national power.
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STRATEGIC COMMUNICATION IS ...

... A PROCESS
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STRATEGIC COMMUNICATION FOcuUs

Strategic
Communication is
focused on
— achieving long-term

effects
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SOUTHCOM THEMES

Latin America, the Caribbean, and the United States share common
interests and security concerns

Transnational challenges require cooperative action with and among
nations

Security is the foundation for stable, prosperous and democratic
Institutions

SOUTHCOM is committed to building and sustaining enduring
relationships

lllicit trafficking provides a possible nexus for transnational terrorism
and the proliferation of weapons of mass destruction and a potential
threat to the U.S. and our partners

__ D
YUU I xl
eIVl

UNCLASSIFIED —




,i
Sl

UNITED STATES
SOUTHERN COMMAND

Partner Nations

International
Organizations

Policy

Institutes International

Organizations

Policy
Social Institutes
Leaders

Social
Leaders
Social
Leaders

Partner Nations

UNCLASSIFIED

STRATEGIC COMMUNICATION GUIDANCE — AUDIENCES
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Basic Strategic Communication Precept

Actions are imhued with meaning, too

That which you do communicates loudly

That which you dont do communicates
even louder

Rebecca Weintraubh, PhD.

USC Annenberg, School for Communication
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STRATEGIC COMMUNICATION - CREDIBILITY

“Trust has to be built up over time.
You can’t surge ftrust.”

Admiral Mike Mullen
Chairman of the Joint Chiefs of Staff
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CASE STUDY — 1982 TYLENOL CRISIS

 Pre Crisis — People trusted Tylenol.

 In 1982, Tylenol was the most successful
over-the-counter product in the United
States with over 100-hundred million
users.

* Tylenol was responsible for 19-percent of
Johnson & Johnson's corporate profits
during the first three quarters of 1982.

 Tylenol was the absolute leader in the XOsacars-sgee e §
painkiller field accounting for a 37-percent il 2
market share, outselling the next four
leading painkillers combined, including
Anacin, Bayer, Bufferin, and Excedrin.
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CASE STUDY — 1982 TYLENOL CRISIS

* Crisis — Tylenol was killing people!

* During the fall of 1982, someone replaced
Tylenol Extra-Strength capsules with
cyanide-laced capsules, resealed the
packages, and deposited them on the
shelves of at least a half-dozen or so
pharmacies, and food stores in the
Chicago area.

 The poison capsules were purchased,
and seven unsuspecting people died a
horrible death.

« Johnson & Johnson suddenly had to
explain to the world why its trusted i _
product was suddenly killing people oRE
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CASE STUDY — 1982 TYLENOL CRISIS

« Crisis — Tylenol took action.

 Johnson & Johnson chairman James
Burke’s guidance was first, "How do we
protect the people?" and second "How do
we save this product?"

 Immediately alerted consumers across the
nation, via the media, not to consume any
type of Tylenol product, stopped the
production and advertising of Tylenol.

* Ordered a national withdraw of every
capsule.

* Introduced innovated tamper-resistant
packaging.
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Post Crisis — People trust Tylenol.
1.

2.

Many experts said Tylenol was finished.

But consumers viewed Tylenol as a victim
rather than a perpetrator, and trusted the
company after its reaction.

Tylenol's share of the market, which had
plunged to 7-percent from 37-percent, had
climbed back to 30-percent in a short

time.

If you had invested $1,000 in Johnson &
Johnson just before the crisis in 1982 it
would have been worth more than

$22,000 in 2002.
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CASE STUDY — 1982 TYLENOL CRISIS
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CONTINUING PROMISE: WO JIMA VISIT
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“...the Secretary of State is the
principal spokesperson for United
States foreign policy. And once you
get over that hurdle, the rest of it kind
of falls into place.*

— Secretary Gates

Town Hall on “American Power and Persuasion”
Secretary of State Hillary Rodham Clinton
Secretary of Defense Robert Gates

George Washington University

Washington, DC, October 5, 2009
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WE ARE ALL COMMUNICATORS ...

BRIDGE THE SAY-DO GAP

= Be clear, consistent, and
appropriate

= Listen and trust each other

= Be open and direct

= Ask yourself, is we say what they
hear?

= Everything we say and do sends a
message
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QUESTIONS?
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