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Examination Preparation	
Read through the prescribed chapters and study units. Complete all activities.
 
Limited time – two hours in which to answer four 4 questions, (total of 100 marks). 
Consists of shorter and longer essay-type questions only. 
 
Answers must be short enough for the time allowed, but cover every aspect of the question. 
Examination Preparation
Four compulsory questions 
STUDY UNIT 1 - COMMUNICATION IN THE ORGANISATION			30 marks
STYDY UNIT 2 -THE RATIONALE FOR INTEGRATING ORGANISATIONS’ COMMUNICATION			30 marks
STUDY UNIT 3 - COMMUNICATION INTEGRATION PRINCIPLES AND PROCESSES	30 marks
STUDY UNIT 4 - INTEGRATED COMMUNICATION MEASUREMENT			10 marks
						Total: 100
COMMUNICATION IN THE ORGANISATION
The strategic role of communication
The concept of strategy
Derived from the Greek word strategia, meaning the art of war. 
Used in the context of warfare and it is only since the early 1960s that it has been applied to business management.
The concept of strategy
Definition
The determination of the basic goals and the objectives of an enterprise and the adoption of courses of action and the allocation of resources necessary for carrying out these goals. This definition encompasses three main themes, namely:
The concept of strategy
Determination of goals and objectives (for example improving profitability or market share)
Adoption of certain courses of action (for example developing a new product)
Allocation of resources (for example natural, financial, technological and human resources)
Extensions of the strategic concept
Strategic management 
Strategic planning 							
Strategic thinking							
Strategic decision-making 						 
Strategic management
Strategic management can be defined as the coordination and monitoring of an organisation’s strategy development and implementation processes. Three key strategic issues (dimensions) that managers need to address: value creation, responsiveness and responsibility.
Strategic management
Value creation
To be profitable, an organisation needs to create more value than its competitors.
Value means different things to different stakeholders. For example, customers want products or services that offer value for money, while investors want a good return on their investment in the organisation. Employees want job satisfaction, market-related salaries and fair treatment in return for their expertise and labour.
Strategic management
Responsiveness
As the business environment became more volatile and unpredictable, there was increasing interest in a more dynamic or responsive approach to strategic management.
Differences between the strategy developed prior to implementation (intended strategy) and the strategy that is actually realised during execution (realised strategy). For example, due to environmental changes, some aspects of intended strategy might not be realised.
Strategic management
Although strategy can be deliberate (intended strategy) it can also evolve through a learning process and from adaptation to environmental changes (emergent strategy). The concept of emergent strategy incorporates responsiveness in the strategic management process.
Strategic management
			Responsibility
This dimension involves the ethical behavior of organisations and the economic, social and environmental impact of their actions. As society becomes more aware of the negative impact that organisations can have (for example, fraud, unfair practices or pollution), pressure on organisations to earn their ‘license to operate’ increases. 
The corporate social responsibility movement - promotes the triple bottom line approach (profit, people and planet) to business management. 
Strategic planning
Strategic planning is the process through which strategy is operationalised. 
Strategic planning involves decisions on the implementation of strategy by various functions or departments in the organisation. 
Strategic plans are implemented to improve the organisation and to provide staff members and stakeholders with information regarding the direction the organisation is intending to take.
Strategic planning
Weaknesses - the term ‘strategic planning’ conjures up images of a lengthy, elaborate and expensive process, reserved for the most senior managers. In today’s changing environment, this is neither realistic nor ideal. The knowledge and expertise of staff members of all ranks should be incorporated in the strategic planning process.
Weakness - the fallacy of prediction - the assumption that the world comes to a standstill while the strategic plan is being developed and will maintain its predicted course while the plan is being implemented - does not reflect reality.
Strategic thinking
Strategic thinking entails the articulation of top management’s broad vision of the future and the direction of the organisation. 
Based on a systems view of the manner in which different parts of the organisation and the external environment influence each other.
It is aware of the interconnectivity between past, present and future. 
Enables organisations to recognise and take advantage of emerging opportunities – to be intelligently opportunistic.
Strategic decision making
Underlies the development and implementation of strategy and is based on analyses of the environment, the organisation’s resources and culture, and stakeholder expectations. Various types of information are needed.
The success of strategic decisions depends, among other things, on an effective communication system. 
It is insufficient to simply gather the information; a communication infrastructure is necessary to ensure that the gathered information reaches decision-makers timeously.	 
THE RATIONALE FOR INTEGRATING ORGANISATIONS’ COMMUNICATION
Definition
Communication integration is the cross-functional process of creating and nourishing strategically determined relationships with stakeholders by controlling or influencing all messages to these groups and engaging in purposeful dialogue with them.
Definition
Cross-functional process – This involves the organisation as a whole, all departments.
Creating and nourishing strategically determined relationships – entities that are determined as being necessary to the long-term success of the organisation
Stakeholders – Communication integration has moved away from the traditional marketing focus on customers only, to including a broader spectrum of interest groups 
Definition
Controlling or influencing all messages – This entails actively managing messages not only originating within the organisation but also those without
Engaging in purposeful dialogue – This entails a relational approach, where organisation and stakeholder work together for mutual benefit
Why communication integration?
	External market trends: 
The modern marketplace is characterised by the availability of products and services, creating a sense of product overload. 
Consumers are less loyal to the brand, more sophisticated in their knowledge of products and less trusting of company’s claims. 
	Trends within the organisation: 
Growing organisations require improved coordination. 
The possibility of conflicting messages enhances when numerous functions deal with communication in an organisation- hence the move to integrate all internal and external organisational communication efforts. 
Societies’ demands for organisational integrity: 
There is a growing social demand for integrity in organisations. 
Each organisation is a brand and all interaction between the organisation and stakeholders contribute to brand image. 
An integrated communication approach could contribute to project a brand message of integrity. 
Types of messages
	Planned messages
Delivered through the traditional communication mix (marketing communication, PR and marketing PR, sales promotion, direct marketing and personal selling), and are delivered exactly as the organisation intends. 
May be directed at customers as well as internal and other stakeholder audiences. 
Have the least impact because they are perceived as biased. 
Eg. An advertisement on television. 
Product messages
Inferred from and comprise everything embedded in the product itself 
Design, functionality, problems it may give, satisfaction from owning it, perceived value, and the means of its acquisition and disposal. 
Eg. Camera quality better than any other phone on the market is a unique selling point of new phone’s latest handset. 
Service messages 
These exist in the experience of dealing with the organisation and its staff, agents and products. 
The behavior of staff, its service environment, and the systems and technology that are in place to support the service all send messages about the organisation. 
Eg. Quality of service at the repair centre. 
Both product and service messages have greater impact because they are perceived as actual experiences. 
Unplanned messages
These are generated beyond the reach of the organisation – such as rumors, word-of-mouth snippet and the content of media messages (eg. reviews in a technology magazine or website). 
The most believable because their sources are perceived to be unbiased. 
Integration exists when planned messages (what the organisation says) are confirmed by service and product messages (what the organisation does), and are further confirmed by unplanned messages (what unbiased observers say) about the organisation, its services and its products.
COMMUNICATION INTEGRATION PRINCIPLES AND PROCESSES
Drivers of integration
Create and nourish relationships rather than just making transactions – know the customer.
Focus on all stakeholders rather than just customers or shareholders.
Maintain strategic consistency rather than independent brand messages. All contacts with clients and customers “communicate”.
Generate purposeful interactivity rather than just a mass-media monologue – feedback - planning
Market the corporate mission rather than just product claims. 
Use zero-based planning rather than adjusting previous plans – SWOT analysis.
Use cross-functional rather than departmental planning and monitoring. 
Create core competencies rather than just communication specialisation and expertise. 
Communication managers require a good understanding of the strengths and weaknesses of the individual communication functions and methods to be able to select and apply them in the most appropriate mix
Use an integrated agency rather than a traditional agency. A communication agency that understands integration should be selected to implement and, where necessary
Build and manage databases to retain customers rather than just acquiring new customers. 
Information on customers’ characteristics, transactions and other interactions with the organisation must be collected, organised and shared within the organisation and used as a point of reference in future communication efforts.
Integration of corporate identity
Corporate identity
Self-presentation: behaviour, communication, symbols
Prominent, creates a coherent picture
Integration of ci – prerequisite 
Van Riel suggests three main models. In practice ci often incorporate elements from more than one model
Uniformity
The whole company, its subsidiaries and brands use one identity. 
This model is generally applied in two situations. The first is where subsidiaries with degrees of autonomy are portrayed with the same identity to convey the size of the entire organisation. The second situation is where subsidiaries are operated and portrayed as parts of a unitary whole and are strongly interlinked, and where the subsidiaries are partly or wholly managed by the parent company. 
Endorsement
Subsidiaries have their own identities, but the parent company’s identity is present in the background. 
This model is generally applied where the parent company has a strong influence over the management and operation of subsidiaries. 
Endorsement
Internal stakeholders may be aware of this relationship, but it may not be evident to external stakeholders. The limited evidence of a link between the subsidiary and its parent company is established primarily to endorse the subsidiary by association with the parent company. 
[bookmark: _GoBack]Variety 				
In this model, subsidiaries have their own identities, with no evident connection with one another or the parent company. Companies, their service and products tend to be presented as a multitude of brands with different identities. 
This model tends to be applied where subsidiaries are viewed primarily as financial assets and where there is little managerial involvement by the parent company.
INTEGRATED COMMUNICATION MEASUREMENT
Stakeholder relationship audit
Attitudinal survey research is used to measure stakeholders’ perspectives of how they view their relationship with the organisation. 
It comprises the following three phases:
Phase 1:  identify key stakeholders and compile a list of key issues important  each group. 
Phase 2:  select a representative sample of each stakeholder group and ask four standard questions: how important are these issues in an excellent organisation, how well does the organisation perform on these issues, how well does their best competitors perform on the same issues, how can the organisation improve its performance?
Phase 3: Responses to the first 3 questions in phase 2 are analysed to identify 2 gaps:  Performance Gap (question 2 compared with question 1) and the Best Practice Gap (comparing question 2 with question 3).



Always...
Take mark allocation into consideration.
Carefully read question, answer what is asked.
Give examples when asked.
Use ALL the time. Write as much as possible – 2 hours to pass!  
Thank you and good luck!

