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M.S.Sc. in
Corporate Communication

Objective
Equip students with a solid theoretical and practical basis for promoting effective
communication in local and international corporate communication contexts

To Lead—

Excellence in
Communication
Management

Curriculum .

One-year full-time or two-year part-time programme featured with wide choices For More Information

of professional courses http://pg.com.cuhk.edu.hk
Enquiry

Course Profiles

Tel.: 3943 7522

Required Courses — Applied Communication Research, Corporate Communication, .. 2603 5007
Conflict Resolution, Interpersonal and Group Communication Email: com@cuhk.cdu.hk

Elective Courses — Public Relations Campaigns and Cases, Public Relations for

Risk Industries, Investor Relations, Media Management, Crisis Management, Application
Strategic Public Relations in Greater China and many more http://www.cuhk.edu.hk/gss




Public Relations is as

as its Weakest Link

By Clara Shek

Managing Director, Ogilvy Public Relations, Hong Kong

he PR industry has long been associated with reputation

management. lronically, our industry also needs to
manage its own reputation if organizations and brands are to
trust us more.

While there are no official statistics, | dare to speculate
that up to 70% of organizations in Hong Kong do not have
proper crisis management strategies and procedures, not
to mention that of social media. In this rapidly evolving
digital world, every organization is even more vulnerable
to crises and issues and increasingly exposed in the social
media environment. If the PR function is really managing an
organization’s reputation, why are these fundamentals not in
place and enforced? Who is to blame?

Many organizations and brands have now embraced social
media, but most are just complying to tick the box rather
than using social media to proactively build an organization’s
reputation. Today, far too many are just jumping on the
bandwagon without setting up the proper social media
practices. For those of you who are eager to do the right thing,
the following is a quick reality check, along with some ideas
to keep in mind:

Transparency and Disclosure

Social media’s true power is grounded in trust — trust
between bloggers and their readers; between brands and
their followers; between marketers and customers. The
value of using social media is to earn the attention, advocacy
and action of customers, influencers and stakeholders.

As you cultivate the online relationship between brands and
customers or stakeholders, are you committed to doing things
right to grow healthy relationships, earn brand advocacy, earn
a place in someone’s social graph, earn people’s precious
time and attention — in a way that is ethical?

We encourage brands to embrace the principles of clear
disclosure in their work.

What is your organization and your stance towards so-called
“gunners” for example? Many organizations/brands are too
eager to get guaranteed results and so resort to using
“‘gunners”. Is such an “under the table” deal consistent with
the “trust” you are trying to build for the organization/brand?
Are organizations perpetuating undesirable and unethical
practices?

Here are a few questions to see if you are on the right track:

s When reaching out to influencers and fans (these could
be bloggers, journalist-bloggers, Facebook fans, Twitter
followers, message board members etc), do you always
identify yourself as working on behalf of an organization/
brand, disclosing who you are and who you work for?
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= When blogging about your brand, products and services,
do you require an influencer to clearly disclose their
relationship with your organization/brand, including any
‘material connection’ (e.g. a product loaner, an event
experience, travel expenses to a brand event, etc)?

= When your agency is blogging or tweeting about your
organization/brand/product, is there full disclosure of their
connection to the brand (e.g. adding (cl) to a tweet about
a brand to signify that they are a client)?

= When having employees as brand ambassadors, do they
openly disclose their employee relationship in external
communications?

While journalists may have been invited to a variety of
sponsored media trips and do not necessarily disclose this
in their stories, in the social media world, we expect to have
transparency in the relationship between the brand and the
bloggers.

How often do you require or are told to expect positive content
about the product or service when engaging with influencers
or fans, no matter the type of experience they may have with
your organization/brand? To what extent does your organization
understand and respect that “whatever the influencer or fan
chooses to write should always reflect their honest and truthful
opinion and actual experience?”

Value Exchange

Are you conscious of the value that an influencer or fan will
receive for engaging with your organization/brand?

If you reach out to an influencer about a product, campaign
or issue, will you provide monetary compensation (e.g. cash,
cash cards, similar cash-like offers) for them to produce
positive content about the product, service or brand? Do you
consider it bad practice to “buy” favorable reviews?

If you ask an influencer to review a product and, therefore,
provide the influencer with the product to enable him/her to
“experience” it, will you ask him/her to reveal that he/she has
been given the product temporarily, or permanently?

These pointers are not new and are principles that can guide
our behavior in community management as well as influencer
management — be it online or offline.

Are you ready to own up to the task of reputation management?
Trust, transparency and true value exchange are key to
building lasting relationships. The future of the PR industry
lies in each and every one of us being our toughest critic and
gatekeeper in doing the right things that build lasting trust.&3




The Cross-Cultural Study of Leadership in
Public Relations and Communication Management &

The Plank Center Leadership Summit

he  Cross-Cultural  Study  of

Leadership in Public Relations
and Communication Management,
the largest study of its kind in public
relations, was conducted  from
November 2011 through July 2012.
While The Plank Center for Leader-
ship in Public Relations was one of the
sponsors, Prof Bruce K Berger of The
University of Alabama was the principal
investigator for this research project.
PRPA was pleased to be one of the
project’s Research Allies.

The study was conducted in nine
languages in 23 countries by 27
researchers. A total of 4,484 global
practitioners completed the survey.
The findings were announced in the
Leadership Summit in Chicago on
1 November 2012. Out of the 10 largest
economies in the world, eight including
the United States of America, China,
India, Brazil, Germany, Russia, the
United Kingdom and Mexico, participated
in the study while Japan and France
were not included. Smaller countries,
such as Singapore, Latvia and Estonia,
were included to increase cultural
diversity and potential variance in findings.

The survey sought answers to five

qguestions:

- What do PR leaders believe are the key issues in the
field?

- What strategies and tactics do leaders use to manage
those issues?

- How do the issues affect key dimensions of leadership?

- How can the development of future leaders be improved?

- What similarities and differences are present in the study’s
diverse demographics?

Big Issues in the Field

Survey participants were asked to indicate the relative
importance of the top issues in the field, which were
identified through previous studies and professional reports.

They rated three digital-linked issues the highest, including
the speed and volume of information flow, dealing with crises
and managing the digital revolution. This exacerbates crisis
management by eliminating time and distance barriers and
reducing the window of opportunity for response to a hyper
minute.

Four other issues were ranked as important, but somewhat
less so. They are employee engagement, measuring
communication effectiveness, dealing with demands for
transparency, and locating and keeping top talent.
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Strategies and Tactics to Manage the
Issues

Participants were asked to indicate the strategies or tactics
they used to try to manage the above issues:

m  Organizations globally are developing new skills and
improved work processes and using new technologies to
capture, analyze and distribute information faster so as
to deal with the speed and volume of information flow.

m Developing effective crisis communication plans
for action, implementing effective issues manage-
ment programs to reduce the risk of crises, and using
issue scanning and monitoring technologies to identify
and track problems were the top three highest rated
approaches for dealing with crises or preparing for them.

m Revising communication strategies to incorporate greater
use of social media is the highest rated approach for
managing the digital evolution and rise of social media.
This provides more evidence that digital media are
exerting profound implications on practice. Training
team members and other employees how to use social
media, monitoring stakeholder communications on social
web and hiring employees with specialized digital media
skills are also rated reasonably high.



m Practitioners are focused on creating a positive
communication climate, helping executives to be more
visible, and transferring knowledge and sharing best
practices across the organizations to improve employee
engagement.

m  Monitoring and analysing media coverage, a long-time
approach, is the measure being used most for improving
measurement of communication to demonstrate value.

m To increase transparency of communications,
professionals are pursuing strategy implementation,
posting more information for the publics, increasing two-
way communication, sharing more information externally,
and monitoring stakeholders to identify transparency
concerns.

m  Providing greater autonomy to talented performers and
designing individual development plans are the leading
approaches to landing and keeping top communication
talent.

The Issues and the Seven Dimensions of
Leadership

A research previously conducted found the six dimensions
of leadership, namely self-dynamics, team collaboration,
ethical orientation, relationship building, strategic
decision-making capability and communication knowledge
management, are largely complementary, while a seventh
dimension, organizational culture and structure, was seen
to influence the extent to which PR leaders could be
excellent. This research suggests that public relations
leadership should not be seen as an isolated perspective,
but rather should be seen and developed in a comprehensive
and balanced manner.
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The results in this global survey are similar to previous test
results, relationships or correlations existing among
the seven dimensions. Furthermore, the ratings for
these leadership capabilites did vary based on the top
four issues selected in the survey: information flow, digital
media, measurement and crisis management. It is found
that the greatest demand on leadership in public relations
occursduring crisis situations when organizations are being
scrutinized by others and judged in the court of public
opinion. In addition, leadship dimensions for measurement
were elevated over those for dealing with information flow
and digital media.

The Development of Future Leaders

The survey asked participants to share their insights about
developing communication leaders for the future and
strengthening the profession.

Strengthening change management capabilities was rated
the highest, a strong reflection of the dynamic changes in
practice, organisations, and the global marketplace. Two
other traditionally softer skills — listening and conflict
management — were also highly rated. Five other approaches
were considered important: developing better measures to
document value, strengthening the business component of
education, increasing cultural understanding and sensitivity,
enhancing skills to cope with stress, and enhancing the
emotional intelligence of professionals.

Due to the space limitation of 2-Way, only part of the
findings of The Cross-Cultural Study of Leadership in Public
Relations and Communication Management global survey
can be covered in this newsletter. Readers if interested in
getting further details of the above are welcome to obtain the
key themes and findings of the survey by visiting The Plank
Centre website (plankcenter.ua.edu). &3
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Non-executive Director
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Mr CF Kwan

Assistant Director — Corporate Communication
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Mrs Grace Lam, MH

Vice President, Public & Government Affairs
Shared Services Centre — HK & S. China
ExxonMobil Hong Kong Ltd.
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Managing Director

Ogilvy Public Relations Worldwide
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Lau Chan and Company, CPA
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Mr Rex Ma

Honourary Digital Communication
Technology (DCT) Advisor

Managing Director, iGen6 New Media Group
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President
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Calvin Chan
Honorary Secretary
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Honorary Treasurer
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Rainnie Ip, Elin Wong

Media Relations and Publication
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Ruby Wan, Patrick Ha, Cherry Cheung
Training and Program



