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 Understand what strategic communication is…and 
what it isn’t

 Appreciate the role of strategic communication in 
both planning and implementation

 Appreciate strategic communication as a leader 
driven process



“The Times They Are a-Changin’.”
Bob Dylan



“…Public relations was invented in the United States, 
yet we are miserable at communicating to the rest of 
the world what we are about as a society and a 
culture, about freedom and democracy, about our 
policies and our goals….. Speed, agility, and cultural 
relevance are not terms that come readily to mind 
when discussing U.S. strategic communications (sic).”

Secretary of Defense Robert Gates, November 2007



Strategic Communication is 
the orchestration of

actions, images & words to 
achieve desired cognitive 

information effects in 
support of objectives

…and what is SC?
Upfront takeaway:
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  SC is:  Actions, Images & Words…
 SC is the orchestration  of actions, images, and words.
 It is critical that we do a better job of reducing the “say – do” gap by aligning our actions, images, and words.

  Actions -  Speak louder than words
  Images -  A picture is worth 1000 words
  Words -  Words still matter





 Ends: Cognitive information effects

 Means: all available capabilities

*Ways (the “how”): Strategic Communication
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So, for emphasis, generally these concepts consider information effects to enable achievement of objectives (policy and/or military) as the desired ends.
The process through which we get there is IO or SC or both
We should not limit the means available, either in reality or perception by listing them within definitions.
So, how do we get the word out to reverse this trend of building a new “bright shiny object” on top of the last….



 Process of planning and executing integrated capabilities
◦ Where words are necessary but not sufficient
 More than “themes and messaging”
 Words provide the context to actions and images
◦ SC seeks to close the “Say – Do” gap
◦ Establish trust and credibility
◦ Driven by enduring principles



DOD Principles of Strategic Communication



 It’s not public affairs on steroids
 It’s not senior leader talking points/engagement
 It’s not always “strategic”
 It’s not just communications
 It’s not about “hearts and minds”
 It’s not an afterthought
◦ Good SC won’t fix bad policy



 “Bring me in on the takeoff….”
 Define the desired information effect/endstate
 Consider message, messenger (means), target audience(s)
 No need to be an apologist
◦ Values drive interests drive policy
◦ Inform and engage (active listening)
◦ They don’t need to love us; but need to understand us
◦ In the end we may agree to disagree

 Always consider information effects risk analysis; risk 
mitigation



Communicate 
effectively

through  what you 
do and say

Evaluate Results
Refine Strategy, 

Themes 
and Messages

Evaluate Audience:
Relevance;
Strength of 

Commitment;
Sources of 
Influence

Look for the win-win



On September 17th, 2008 Dr. Gates announced a new policy 
to apologize for Afghan civilian casualties and offer 
compensation to survivors even before all the facts were 
known.  There are obvious downfalls to this decision, not the 
least of which is that the wrong people may be compensated.  
But Gates “gets it.”  The policy aim has much less to do with 
the compensation and everything to do with sending the 
message that we care about the Afghan people.  And so the 
Secretary’s action closed a proverbial say-do gap and made 
inroads in the elusive battle of ideas.  (Murphy, Op-ed)
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Please remember to fill out the evaluation form located in 
your program and drop it off at the back of the room or 

at the registration desk.

Presentations will be posted on the Summit website at the 
conclusion the of event.
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 All instruments 
retain their 
unique sound 
and specialty, 
but in concert, 
communicate 
more effectively

 Conductor 
(Senior Leader) 
coordinates and 
integrates the 
various elements 
of the orchestra 
based on the 
score (SC 
Guidance and 
Plan)

Fe
ed

ba
ck

Feedback
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Analogy of SC as an orchestra, with:
	Conductor = Senior Leaders
	Musical Score = SC plan
	Orchestra = the various SC communities of practice &/or lines of 		operation
	Music = coordinated and synchronized words, actions, & images
	Audience = communication based on the intended effect on the 		audience (for ex: the mood you want to achieve is 		based on the type of music you play; jazz, rock, 		country, etc.)

Keep in mind the rehearsals can be difficult and messy! But necessary!





 …See policy development
 SC is not a shoot and forget system
◦ Continuous evaluation, feedback, adjustment

 Think “out of the box”: don’t limit your capabilities
 Engage and use assets beyond your organization
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