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CORPORATE COMMUNICATIONS TODAY 
 
Senior management counts on the corporate communications 
department to get the company’s messages heard by the right people.  
They look to this team for innovative PR strategies, creative and well-
executed campaigns and productive, long-term media relationships.   
 
In recent years, companies have been under increased pressure to 
deliver measurable results with every dollar spent on routine 
communications and strategic campaigns.  Like all other important 
corporate resources, the corporate communications team needed to 
prove its value to the organization.  So it found ways to compute ROI 
on every PR dollar spent. 
 
Will 2004 & 2005 be any easier?  With an improving economic 
environment, there will be renewed growth in companies’ core markets 
and the new challenge of finding additional markets to serve.  Over the 
next two years, how will companies get their messages across to key 
influencers as well as the broader audience for their products and 
services?  How companies plan, research, execute, track and evaluate 
PR programs and campaigns may need to change to meet new, higher 
standards.  
 
Let’s take a detailed look at these questions and explore the goals and 
objectives of leading-edge corporate communications professionals 
today. 
 
 

NEW BUSINESS CLIMATE, NEW REQUIREMENTS 
 
Over the last fifteen years, electronic forms of information and 
communication have become commonplace. Everyone now appreciates 
that the cycle time for researching and reporting any type of news has 
been compressed.  This compression effect has had a significant 
impact on the practice of public relations, whether your organization is 
a world-wide energy supplier, a NASDAQ-listed technology company, a 
regional bank or a local hospital.  
 
With 24/7 access to a constant flow of information, local, national and 
worldwide audiences can read, interpret and react in real-time to 
reports of high impact crises, innovations by competitors, or 
potentially negative reviews of your product or service. 
 
That means today’s corporate communications environment is more 
challenging than ever. This electronic information tsunami is just one 
driver of the new set of requirements your team now has for “best-fit” 
tools and services to meet the PR challenge that will define success 
today and into the future.  
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What are the top priorities of today’s Corporate Communications 
Professional? 
 
1.  Improve campaigns, programs and projects 
 
Corporations take an ever closer look at their overall expenditures 
levels, driving the need for cost-benefit analysis of all types of 
initiatives.  It is therefore becoming increasingly important to improve 
results of every campaign, program and project on an ongoing basis.  
This can be achieved in part through improvements in media research, 
and media outreach management, delivering corporate and brand 
messages to a growing number of segmented customers and 
constituents.  It might also involve more efficient internal and external 
team collaboration - an increased ability to conduct project reviews 
quickly and accurately, with a corresponding ability to evaluate a 
corporate communications team’s efforts and effectiveness.    
 

2.  Increase cost efficiencies 
 
Most corporate communications departments have lived through three 
years of shrinking headcounts and reduced budgets. Even while 
resources might be re-committed to PR teams today in a gradually 
improving economic environment, it is becoming ever more crucial to 
increase the productivity of PR staff and streamline internal and 
external processes.  Corporate Communications managers want to 
have a bird’s-eye view of their extended team’s activities to ensure 
that tasks are completed on time and on budget.  Money spent 
researching the media, distributing press materials, tracking coverage 
and evaluating results is increasingly seen as an investment, not as an 
expense. 
 

3.  Effectively manage media relationships 
 
Media relations management exists throughout the communications 
campaign.  In the planning stages, it is an essential requirement to build 
a targeted list of journalists, editors and analysts who need to see your 
news. During the pitching phase, the best background information on the 
media’s interests and preferences is crucial to maximize success in story 
placement.  After tracking coverage, corporate communications 
professionals need contact management tools, electronic access to 
conversation notes and follow-up actions taken by any member of the 
PR team to have a better understanding of who is a friend or foe in the 
battle for media mindshare.  

4.  Seize new PR opportunities 
 
Media outreach in support of company announcements and product 
launches are only part of a PR professional’s responsibility.  It is just 
as important to promptly identify new press opportunities as they 
arise.  Tracking new PR opportunities – such as editorials, bylines, 
awards and speaking opportunities – must be integrated into one 
coordinated effort including the regular PR plan and calendar already 
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being maintained.  When all activities are accessible from one location, 
new opportunities will be readily available to all team members across 
multiple geographies and product lines who manage campaigns, 
programs, and projects.  The result is a more efficient and proactive 
organization, with a clear view of the company’s overall 
communications program. 
 

5.  Track media coverage 
 
Companies want the best of both worlds:  the ability to monitor and 
measure media coverage in near real-time, with online feeds from all 
the top-tier print, broadcast and Internet outlets and the option to see 
the complete record of the article, page, picture, abstract, transcript, 
audio and/or video segment that supports the mention of company, 
client, competitor, product or service. There are thousands of 
publications in the North America and the ability to quickly access 
coverage in one of those publications can be critical to your projects 
success. 
 
 
6.  Evaluate results  
 
Tracking and monitoring coverage is only the beginning of the 
measurement challenge. Press articles, online impressions, broadcast 
segments, and message delivery in a standard set of reports and 
graphs allow PR professionals to fully understand the effectiveness of 
any given campaign or strategy.  Using monitoring and evaluation 
services allows the PR team to accurately determine how the 
company’s messages are being received in comparison to competitors, 
with a measurement of trends, message penetration, share of voice 
and share of ink by media groups and regions.  These insights help the 
team redirect efforts and improve the current and future campaign 
results. 
 
 

AN INTEGRATED APPROACH 
 
Whatever your specific goals and objectives for 2004 and 2005 may 
be, they are dependent on managing the activities of the internal team 
as well as the agency and other external resources.  Additionally, it is 
important to find new ways to improve cost efficiency and to 
streamline work processes.   
 
Rapidly-changing information on outlets, journalists and analysts 
should be closely tracked; productive media relationships need to be 
built on the fly; and new PR opportunities need to be acted on as they 
arise.  
 
Should plans and approaches change for 2004?  Many organizations 
have turned to a more integrated approach for planning and managing 
media relationships, monitoring coverage and evaluating results – 
while lowering their direct costs.   
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Here are the key attributes of a fully integrated solution: 
 

 Regular use of online services that support the daily tasks that 
fit into work processes used today. 

  
 The ability to access secure and confidential premium research 

and media intelligence 24 hours a day, 7 days a week. 
 

 The ability to track every interaction with the media – while 
making sure that this information is accessible by other team 
members – by using a contact management solution designed 
specifically for PR professionals.  

 
 The ability to monitor, summarize and evaluate media 

coverage from every print, broadcast or Internet outlet you 
know – and some that you should know about.  

 
This integrated approach is called managing the Communication 
Cycle™.  We understand how PR professionals use and manage 
resources and we have developed a sophisticated set of online 
resources to support them in every aspect of the media relations 
function. 
 
 

WHAT IS THE COMMUNICATION CYCLE™? 
 
 
The Communication Cycle describes the functional stages a PR 
professional works through in the development of a media relations 
campaign.   
 
 
In the first stage, the appropriate media outlets and contacts need to 
be identified for each specific message in the campaign. 
 
 
During the second stage, the selected media outlets and contacts are 
contacted in the most efficient manner, ideally using the contact 
preferences expressed by the media professionals themselves. 
 
 
 
Monitoring the media to see where exposure has been received is the 
third stage of the Communication Cycle.  After the campaign has been 
executed, it is crucial to quickly determine the extent of coverage 
reached by the while corrective re-direct can still take place. 
 
Once the media coverage has been compiled, it is essential to 
determine to what degree original campaign objectives have been 
achieved.  This is accomplished in the fourth stage of the 
Communications Cycle, during which the media coverage is evaluated 
using a range of quantitative and qualitative parameters. 
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The insights achieved during the fourth and final stage of the 
Communication Cycle also provides the Corporate Communications 
professional with the raw material with which a new campaign can be 
improved, starting the cycle over again, but from a more advanced 
knowledge basis. 
 
Forward-thinking PR professionals specify, as a primary requirement, 
that online tools must seamlessly fit into the workflow and work style 
of their corporate communications departments.   
 
Online services that deliver a “best-fit” approach will enable PR 
departments to streamline workflow; improve campaign planning, 
measurement and evaluation, and simplify collaboration between 
internal teams and their agencies. 
 
By using the Communication CycleTM, PR teams will be alerted to new 
opportunities as soon as they arise. They will have access to targeted 
distribution capabilities that take advantage of the way members of 
the media prefer to be alerted to news and the latest competitive 
information.  
 
They will achieve a new level of understanding about the size and 
scope of their media outreach programs, with the ability to monitor, 
measure and adjust campaigns in near real-time.  Near real-time 
analytics will create an important feedback mechanism, providing both 
positive and negative assessments that can be used to update and 
revise media lists, refine company and product messages and keep the 
pressure on real and would-be competitors. 
 
 

CONCLUSION 
 
Every day, modern communications professionals plan, execute and 
evaluate PR programs and campaigns with the tactical goal of 
delivering important messages to targeted groups and the strategic 
goal of influencing a specific audience to take a particular course of 
action.   
 
At Bacon's, we call this daily work process the Communication CycleTM 
– a simplified model of the way PR professionals work and how they 
use and manage resources and outside services to do their job: 
 
We provide research, distribution, media monitoring and evaluation 
media services to thousands of organizations, ranging from the 
corporate PR teams of the global giants to all of the major PR agencies 
in North America – and every type of smaller agency and company in 
between. Our clients do business in every economic sector - 
technology, healthcare, manufacturing, retail and financial services. 
They also include prominent associations, government agencies, non-
profits and educational institutions. 
 
All of these customers need an efficient set of modular services to help 
their PR teams do their job. By drawing on the best combination of the 
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latest technology and its 70-year tradition of understanding the needs 
of communications professionals, Bacon’s is the industry leader in 
creating and delivering the industry’s best integrated solution that 
meets all of the customer needs described in the Communication 
CycleTM. 
 
The Bacon’s solution – called MediaSource™ – can be effectively used 
to integrate all of your internal and external PR processes into one 
powerful and easy-to-manage online service.  With MediaSource, your 
corporate communications team will collaborate online to research and 
refine comprehensive media lists; coordinate internal and PR agency 
activities; track and manage story opportunities and media and 
analyst relations;  track and monitor coverage across 30K+ different 
print, broadcast and Internet outlets; summarize and evaluate media 
coverage; and report on your team’s impact and value to the 
organization.   

 
 

 
 
Master the Communication Cycle™ and you will demonstrate  
your team’s overall value, give your company an important 
competitive edge in the marketplace and give yourself more time to 
focus on the strategic communication initiatives critical to your 
organization’s long-term success.  

 
 
 
  


