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The importance and true
value of a data-led and strong
communications strategy is rarely
lost on communicators. But there
can occasionally be a problem with
demonstrating the value of comms
to the C-suite and board and other
decision-makers in a business.
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Without this connection between the comms team
and leadership, the consequences can be farreaching, as we all know.

In our recent webinar on reputation management,
Stuart Thomson, Head of Public Affairs at leading
law firm BDB Pitmans, said: “It’s important to have
a voice and have a champion of comms at the
leadership level, but it’s also important to speak the
language of leadership. Ask ‘are we delivering for the
objectives of the various members of leadership or
are we talking about comms metrics that they might
not fully understand?’”
Ironically, communicators can find themselves
speaking a different language to the C-suite, which
in turn hampers comms’ ability to help other areas
of the organization, enhance decision making and
maintain a good reputation. But even further, it
can mean decisions are made at the highest level
without a member of the Communications team
there to advise on the effect of the decision on the
reputation of the business.

Think of a comms crisis, either one that’s famous to
the public or one you’ve experienced yourself. How
many of these could have been avoided if comms
had been more closely aligned to the C-Suite or
board? There is greater room for error when the
impact on reputation isn’t considered – and as we all
know, the financial cost of a damaged reputation is
almost immeasurable.
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Aligning with
the C-Suite
and Board

The benefits of a closer relationship
between communications leaders
and leadership aren’t just limited to
avoiding a comms crisis – which in
itself is hugely valuable:
• Comms can help see critical
business matters in a different
light and keep the audience or
customer base front of mind.

• The comms function can help
provide integral information on
relevant competitors and the
industry to give the C-suite a
better view of the business
landscape.

• Teams can help their C-suite and
board members look beyond
their immediate ecosystem and
consider what other opportunities
or risks might be on the horizon, as
the eyes and ears or listening post
of the business.
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Aligning comms goals with that of
the business is easy to pay lip service
to, but the realities are much more
tricky. In practical terms, as you’ll
read shortly, comms needs to speak
the language of leadership and
harmonize a vision of success to
make it a shared one.
This transition from a potentially
siloed comms operation to one
more connected with the
organization doesn’t just benefit
leadership and broader company
goals. It has the ability to enhance
the reputation of the comms team
and its members within the business.
It can give them an opportunity
to move beyond tactical activities
and behave more strategically,
something the Chartered Institute of
Public Relations highlighted in their
State of the Profession report.
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What do we mean
by strategic
communications?

Pillars of Reputation
Management

Tactical

Strategic

Proactive

How many mentions did
we get last month?

Reactive

Who are the journalists writing
about my industry & what are
they writing?

How do I make sure we spot
emerging signals, risks or
threats early?

Horizon Scanning

What should we be talking
about to get us coverage?

Performance
Measurement

How do I show our
campaigns are a success?

Are our PR, comms and
corporate activities driving
positive or negative
perception?

How is our perception &
reputation changing over time?

How are our business activities
impacting our reputation?

Before we venture into the
practicalities of aligning with
leadership, we should define
strategic communications and its
differences when compared to
more tactical activities. Consider
the four pillars of managing a
reputation:

• Proactive reputation
management and thought
leadership: activating your
current strategy, planning
campaigns

• Reactive reputation
management: mitigating
crises and reacting to events
• Horizon scanning: spotting
opportunities, planning for
the future

• Performance measurement:
demonstrating the true
impact of PR
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Each have traditionally posed
questions to PR teams that are
tactical in their nature: how
many mentions did we get, did
we manage to keep the story
out of the press, etc. To answer
them requires historically laborintensive and time-consuming
tasks.

With the help of an AI-powered
platform that provides hyperrelevant results at a greater
speed, PR teams can use their
newfound time to answer the
more strategic questions around
these four pillars. Signal AI Cofounder and Chief Data Scientist
Dr. Miguel Martinez knows
how much data needs to be
processed to provide the right
information: “We process 3-5
million documents a day. Doing
this at scale and getting this level
of accurate results, it’s simply
impossible not to use AI.”
By answering more strategic
questions, comms teams
immediately align themselves
with issues more relevant to
leadership.
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Proactive
reputation
management

How many
mentions did
we get last
month?
The majority of a communicator’s
work is focused on creating
compelling thought leadership
campaigns, monitoring and
talking with the media and
gathering intelligence on your
brand’s reputation and that of
your competitors. By utilizing AI
to greatly reduce the time it takes
to monitor the media, gather key
information and form actionable
insights, communications teams
can move beyond the tactical
questions.

→

The number of mentions the
company received in a month
versus that of competitors is of
course relevant information. But
it should supplement the answers
to more strategic questions.
By using sentiment analysis,
communications teams can
detect the reason they’re driving
a particular conversation. Are the
mentions you’ve been reporting
on monthly largely negative and
how is this information useful to
leadership?
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What is driving
the coverage
we receive?
Is it positive
or negative?
Has a recent decision to break
into a new market lead to
negativity? Or the addition of a
new board member been met
with positivity?

Going further, how has the media
reacted to announcements by
your competitors that leadership
can learn from to make a more
informed decision?
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Sum of Positive Articles - Sum of Negative Articles = Net Sentiment

Citigroup announces Jane Fraser as CEO, the first woman to lead a big Wall Street bank:
Global media sentiment over 3 months Citigroup’s media coverage.
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Citigroup Chief Financial Officer
Mark Mason to Present at
the 2020 Morgan Stanley US
Financials Conference

Citigroup reports 2nd quarter
earning that beat revenue and
profit expectations on strong
trading (C)

Mark Mason, Chief Financial
Officer of Citigroup, will present on
Wednesday, June 10, 2020. The
presentation is expected to begin
at approximately 3:15p.m...

*Citigroup on Tuesday reported
second quarter earnings that beat
analyst expectations for revenue
and profit. *Still, new income took
a hit, driven by a substantially
higher allowance for credit...

Business Wire

3rd June

OneNewsPage.us		

14th July

Citi receives domestic fund
custody license

Citigroup’s Fraser to be first female
CEO of Wall Street bank

Citi is the first U.S. bank to
recieve such a license, which
will allow it tot hold securities
for safekeeping on behalf of
mutual funds and private funds
domiciled in China, ...

Wall Street’s longest-enduring
glass ceiling is about to be broken.
Citigroup, the country’s third-largest
bank, said Thursday (US time) that
Jane Fraser will become its chief
executive in February. She would...

Shenzhen Daily

2nd September

Sydney Morning Herald Yesterday at 10:19pm
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This chart shows the
sentiment towards
Citigroup evolving over
time between 1st June and
mid-September. We can see
the sentiment increasing
around announcements
like quarterly results and
operations in China. But
the largest peak in positive
sentiment is reserved for
the appointment of Jane
Fraser as CEO – making her
the first female leader of a
Wall Street Bank. Looking
at sentiment over time of
your brand or that of a
competitor can show the real
story, and powers strategic
planning. Sharing this dataled reputational insight
can really help the C-suite
and Board understand the
reputational effects of some
of their most important
decisions.

August
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Did we manage to
keep that story out
of the press?

How do I make
sure we spot
oncoming risks or
threats early?
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Reactive reputation
management
There are few things that
cause a headache for
leadership more than a
PR crisis. They can provide
an opportunity for comms
teams to show their value in
helping spokespeople land
key messages and guide
the organization to respond
effectively. But it also aligns
with leadership’s aims to
keep negative attention to a
minimum and the reputation
of the company undamaged.
If comms teams can spot
a crisis emerging and
mitigate the impact of
a crisis on the business’

reputation– by advising
leadership on the issue and
the best course of action–
they can demonstrate
even greater value. Using
sentiment analysis, or by
simply watching the veracity
topic as part of an AIpowered tool, comms teams
can spot an impending
challenge, interpret and
analyze if a crisis is on the
cards and gauge how the
media are reporting, in
real-time. They can do this
for other organizations, like
competitors or comparators,
who have been through a
similar situation.
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Increasingly a fast and imperfect
response is better than a perfect
one that arrives too late as
Laura Anderson, former Chief
Communications Officer (CCO) at
Intel, now running her own agency
remarked on in a recent webinar
on empowering the rise of the CCO
through AI at PRSA Icon.

By understanding the reaction of
an audience to a crisis, CCO’s can
advise leadership on the best course
of action to take to avoid a crisis or
diminish its impact on the business.
Having proven its strategic value,
comms can gain a seat at the table
when business decisions are made.
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In our webinar on managing
reputation for long-term success
Jennifer Ogunleye, PR Manager at
KPMG, recently said: “Do you have
a comms person in the boardroom?
We don’t often have chief comms
officers but if your comms people
are plugged into what matters, are
scanning your horizon and analyzing
sentiment, you bring a different
perspective to the table.”
Instead of planning a crisis
communications strategy or proving
how it kept a bad story from being
widely broadcasted, CCOs now
need to spot a crisis before it
emerges and analyze how business
activities are impacting reputation.
In doing so, the strategic value of
comms is enhanced.

Having proven its strategic value,
comms can gain a seat at the table
when business decisions are made

8

Using AI to elevate your comms strategy and inspire leadership

Horizon
scanning

Who are the journalists
writing about my industry?

What are the influential
voices in our space saying
and how is it affecting us?
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“Horizon scanning is a way of gathering ideas
and intelligence about the future and looking for
early warning signs of change that will impact
our working environment and practices.”
Rachel Clamp, Chair of CIPR Public Affairs.
It’s worth starting by defining
horizon scanning: the ability
to isolate interesting stories
that wouldn’t be captured by
your individual brief – outside
of company, competitors,
spokespeople – but still
matter or affect your business
objectives. For example,
searching for your two most
relevant topics outside of your
usual media set but staying
within your five key markets
could unearth stories you might
not have seen.

It’s about understanding news
that has a direct interest to your
business or stakeholders that
you wouldn’t think to define
within your search.

In this search, you might find
media reacting to a new
regulation in a connected
market. This regulation could
spell the start of a similar
movement in your markets or
affect your suppliers.

Providing information that
enables and enhances decision
making – whether that’s around
breaching a new untested
market or a developing new
offering – leadership can
directly benefit from comms
answering more strategic
questions.

Looking for opportunities to
enable strategic planning is a
key but often overlooked area
of Communications, largely
because it’s a daunting task to
find information that matters.
Traditional media analysis
methods, such as Google Alerts
or boolean search-powered
platforms, often provide
limited results.
But with an AI-powered tool
producing actionable insights,
comms teams can help
leadership see opportunities
and risks in their periphery.
Simply put, AI can supercharge
horizon scanning and power
better decisions.
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How do I show our
campaigns are
a success?

How are our perceptions
and reputation changing
over time?
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Show leadership the
true value of comms
The areas we have listed all cover how comms teams can
demonstrate strategic value that aligns to the strategic
objectives of your organization. In helping leadership and
the wider organisation reach these goals, comms teams
align themselves with business strategy and the thinking and
behavior of the C-suite and the board.
Comms teams can go a step further by demonstrating
the impact of communications by choosing better metrics
and building a more suitable measurement framework.
Traditional metrics, like advertising value equivalent (AVE)
and reach, fail to truly represent the value of outreach and
activities performed by comms teams.

Instead of asking how can I show our campaigns are a
success, with more comprehensive data and meaningful
metrics, the comms function can present more information
to leadership that demonstrates the value of its work.
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Taking a more
strategic
approach to
measurement is
only possible by
having access
to wider data
sets through an
AI tool.
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Did a particular campaign not just feature in target
media, but generate positive sentiment? How has
the perception of the business, or prominence
alongside key themes developed over time? How
has what we are known for changed?
Signal AI communications measurement expert
Neil Morrison previously wrote: “Moving beyond
vanity metrics and better defining the success
of the PR operation is a big task. Leaders may
ask ‘So what if my team achieved 150 articles in
the Nationals? So what if the AVE value of my
coverage was £4.2 million? What does this mean
to me?’ With the right metrics that show the true
impact of PR & comms, fewer CEOs and boards will
be able to say ‘So what’.”

Traditional methods like Google Alerts and
Boolean searches are too time-consuming to allow
PR & comms professionals to answer these sorts
of questions. Taking a more strategic approach
to measurement is only possible by having access
to wider data sets through an AI tool. For comms
teams to prove they’re really turning the dial on
audience awareness, behavior and perception,
they need to be able to analyze things like
sentiment and prominence. With these more
advanced metrics, leadership will find it hard
not to be convinced by the impact of strategic PR.
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Understanding the
reputational effects
of some of the most
important decisions
If communications teams can map their
activities onto business strategy, their
impact will help move the company
towards strategic objectives. Posing
more strategic questions in day-to-day
activities will lead to more strategic
action by comms teams.

This could mean focusing on the
sentiment behind coverage or using AI
to spot a crisis early instead of reacting
as it blows up. It could mean adapting
metrics to better demonstrate successes
in line with business objectives, supplying
competitor information from horizon

signal-ai.com

scanning. All of these activities are
made possible with the use of AI, and
their impact will be felt more broadly
in relation to high-level, strategic
goals, helping the C-suite and board
understand the true impact of the
comms team.

But demonstrating more nuanced ways
of measuring success will also help
leadership understand and engage with
comms. Now when it comes to making
key decisions, the C-suite has a trusted
advisor in the form of their CCO.

Search ‘Signal AI’

@SignalHQ
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