Business Planning

“Most. 'o'rganization's' recogs

;mze that busmess success relies |
: heavrly on weil crafted _and exe--:':-f :
'-;5'cuted commumcatlon efforts
'!:._that are mtegrated wr h'_' other_"‘

...strategic analysis
and planning is
frequently |
customized to meet
a particular
organization’s needs
and objectives, the
goal is always
consistent: to
establish a shared
vision and a plan of

‘action...

' STATEGIC ANALYSIS AND PLANNING
THE FOUNDATION FOR SUCCESS s

By Kﬁndra Van Nostran s

_5;1mt1a1 step, Fo]lowed by cleari v
._fdefmmg an orgamzations chai
lenges‘and opportumttes Next
effc_)rts focus on overcommg the
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' example Self Explor-atlon ana-
lyzes an. organization's purpose

icant

: "'e]eare""

o exerc1sef

'.

‘and history, as well as the signif-
characteristics - of " its .

_mdustry and competitors This_'.-
s 1mportant to the commumea—' N
" tion- process because knowmg'.
what your: orgamzatlon stands |-
for today and. where you' came -
~from' s crucial in drscernmgj_f
~ how you: want’ to evolve: "As.
~business’ leaders can attest the
3 an: orga;nzaﬁons con—'_
_".'=sensus and understandmg of': .

Yet,

Crttlcal 1nternal and exter- a5 ,xs not bemg

nal issues are explored throughf”f_
S WO T Analyms Through th;sf_'.

partmpants rev1ew: .

nities and threats. Sﬁreng_th_s a__nd
weaknesses are internal factors

- that are- tjfpical Iy within an
_oroamzatlons ‘control, -while
opportumtles and threats are

an orgamzations Control

Durmg 5. WO T Analy51s the.-
best results come frorn focusmg-'-
| onways to manage and leverage--_
: both_strengths and weaknesses
the' key is’ to avo:d 1ook1ng_3_.'
“at ene set as pOSItIVE ‘and the | tion:.
other as negative. For’ example LA
_ an organlzatiorial-:-_strength that |+
used to its Fullest::' B
potential would fall '_:under the'r'_ ;:Z_

weakness category--

: -So how exactly do theset}_' .
g efforts trans]ate into’ communi- -
: catlon successD Take the case of.'

;_'_Oceana an- mternatlonal non—

profit’ advocacy dedlcated to

) restoring and, protectmg thej
: _worlds oceans. Oceana wanted-
‘to develop a commumcatron
external factors that are beyond i _strategy that would support
'-'_efforts o educate ‘the ‘public
'; Zregardmg the fallure of Royal
Car:bbean S
: (RCCL) to use ava;lable waste-' :

Cru1se i Ltd

~water technology' that eouid'__él.__
'resuIt :n decreased ocean: poll -

Points &Mﬂes*

Your can join Hilton HHonors and earn both hotel points and airline miles
for the same hotel stay. Yo join, visit hiltonhhonors.com,

: Hilto

New Orleans Airport

801 Awline Drive
Kanner, Louisiana 70062
504-463-65000
www neworleansatrport.| hshurgcam

In addition to being a premier meetings
venue, the Hilton New Orleans Airport is
an ideal spot for weekend travelers and
special events ~ including weddings. With
317 guest rooms, complete catering services,
18,000 square feet of meeting space, and
a 48-seat amphitheatre, we are no ordinary
venue. Add to that the Second Line
Sports Edition Lounge, a pool and hot tub,
tennis court, fitness center and the Hilton
New Orfeans Airport will forever change
your expectations of airport hotels. For
reservations, visit www.hilton.com,
call your travel agent, 1-800 BILTONS,
or the hotel direct at 504-469-5000.

it happens at the Hilton!

Hiiton HHonors membership, earning of Points & Miles™, and redamption of points are subjact to HHonors terms and conditions. ©20073 Hilton Hospitality, Ine.

statebusinessmag.com

..

oM




Business Plannmg

: 'director Dana Dubose

' our oppos:tlon

' throuahout

E ”Orgamzattonally, were the. :
' underdog in terms of the size of -
~our- ﬁmdmg compared to the' |-
._.'enormlty of our cha !enge and_-_ W

reactlons

. Deveney Commumcatlon'-_z - objecti
: "‘recommended strategic analysrs ;
“and planmng asa necessary first -
f'-_'_step in their efforts to use com:. |’
mumcatron to. educate’ target"-:f
i the
_'-__;Umted States and Canada Th!s: :
. process would offer Oceana ‘the..
focus; guldance and support_-f
_";-_-"_'requxrecl t:o effectwely nav1gate'-

During S.W.O.T.
Analysis, the
best results
come from
focusing on
ways to manage
and leverage
both strengths

and weaknesses.

_;::_':Royal Canbbean .m.lght l”eact to_;_:‘_ : =NvIron

out: the
f Cz_i_r_l_ada? :

Oceanas tactlcs and the best'-"
ways to respond to those :

Fma}l}f, geograph:c mark s

. O;é‘éﬁa's _effo"rts__ :

Umted States and

In ' researchmg e these

avenues, we were ‘able to suc-
-':'cessfuily 1dent1fy the rnarkets
| that would. play the most SIgmf- _
|- icant role in achlevmg Oceanas;‘
"'.'desnred outcome.. From a com-
45 Iete list of 42 target markets o

-':we-' were ablé to prioritize. them

deVeI_Op a Ilst oF the top 10'-'

:.';key messagé S
Theg estab 1shment of'- critic

: 'ytnershlps and - alhan_
‘that - could he1:p : furth

/
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: A timelme and budget were' _ In JUSt the few months nce' | Strateglc analysxs and plan-
also 'outlmed for each tactlc__' ;:--;ﬁthe camipaign'’s Iaunch Oceanas‘_-- __:_*nmg ‘was the wisest start; it
__':--mcluded in- the strategy This '-':-'vmce has been heard across: the | allowed us. to work smart rather' :
. ensured that the overa]l commu- "Umted?'_' States “and Canada_i‘ | ' '
ZIZLZ'_ntcatlon campa1gn_' an smoothlyi}f " through more: than 100 positive - "; o he

: 3 ' : -.:"storles _ promotmg Oceanasf_

._.the competzt'_on'pa e th':'m by

A recent survey by the Council of PR Firms
found a correlation between the reputations
of Fortune 500 companies and spending on
communmication initiatives. The results
clearly showed that the top 200, in terms of
reputation, spent sigmﬁc&ntly more on
internal and external communication than
compames ranked in the bottom 200.

Total Communication Employee Media Relations

Communication
U.S. Dollars in Thousands

Top 200 = Bottom 200
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