MSC 491: Foundations of Strategic Communications
Understanding “New Power”
Heimans, J., & Timms, H. (2014). Understanding "New Power". Harvard Business Review,
92(12), 48-56. Retrieved from https://hbr.org/2014/12/understanding-new-power.
In this foundational and definitional article, Jeremy Heimans and Henry Timms make clear what
both “Old” and “New” power structures actually are. In an Old Power model, organizations
subscribe to a rigid, hierarchical structure that have significant barriers to promotion for
members. Ownership and control from the top down is its most identifiable feature. “New
Power” places its value in the network developed within organizations, but also the value which
comes from stakeholders in the network who might not be members. While Old Power has
clearly defined lines and points of demarcation, New Power organizations’ most identifiable
feature is transparency—in all of its functions, distributions, contributions and opportunities.
Both structures have models and values of an organization which are identifiable.
This article was enlightening to me through the tools it gave me to identify organizational
models, but also to understand the value and difference of the evolution of firm structures. I
work in a law firm, which by its very nature is collaborative in its partnership structure.
However, through applying the learning from this article, I can see opportunities to enhance
engagement and ownership of the firm’s product to others in the organization by introducing
New Power values in several different ways.
Likewise, in the political and campaign work I do, identifying opportunities defined by Heimans
and Timms will be helpful in increasing the engagement of all the people who want to be
participants but who also don’t know how.
LO2: Demonstrate the ability to assess complex organizational environments and achieve
communications goals.
Keywords: New Power, Old Power, transparency, networked governance, open source
collaboration

Social media and the Planned Parenthood/Susan G. Komen for the Cure Controversy
Winig, L. (2012). Social media and the Planned Parenthood/Susan G. Komen for the Cure
Controversy. HKS729. Boston, MA: John F. Kennedy School of Government, Harvard
University.
In January of 2012, the Associated Press released a story about the Susan G. Komen for the
Cure’s decision to halt “its partnerships with Planned Parenthood affiliates creating a bitter rift,
linked to the abortion debate…” Winig’s article details the decision-making process that was
used by Komen, and the communications activities of both organizations. For Komen, it found
itself in a position of needing to respond, explain and defend. For Planned Parenthood, it had
the opportunity to promote its brand and capitalize on the opportunity the rift created. The
case study is fantastic example of recognizing the external vulnerabilities during the decisionmaking process, as well as the opportunities for a brand that can be created by unexpected
attention.
The detailed and chronological reporting of the process that occurred inside both organizations
provided an illustration of successes and failures of the organizations involved with this
episode. Lack of internal consensus on decisions are signs for organizations to heed and
prepare for externally. The value of the recognition and consideration of stakeholders’ views
prior to meaningful announcements should not be underestimated. Being prepared for viral
responses from the network of interested parties for large organizations in today’s world, is
requisite. Not only is this important in defending a crisis, but equally valuable in seizing an
opportunity.
LO4: Apply communication-centered scholarship to strengthen communication effectiveness.
Keywords: Social media, transparency, stakeholder engagement

Corporate communication: A guide to theory and practice
Cornelissen, J. (2017). Corporate Identity, Branding, and Corporate Reputation. In Corporate
communication: A guide to theory and practice (5th ed., pp. 84–106). London, UK: Sage.

In this chapter, Joep Cornelissen summarizes the elements of an organization’s identity, brand
and reputation. How these things are established by the large group of stakeholders was the
exercise illustrated here. The vision, image and culture of the organization are the things of
which leaders should be cognizant, and particularly any gaps between them. Those gaps can
result from operational procedures, employee satisfaction, consumer perspectives and beyond.
An organization will always want to define itself, but that reputation or brand, is defined by a
much larger group.
This was my first in-depth reading into the creation of a brand or identity. It forced plenty of
analogies in my professional life. Success in the law firm world is largely based on the
reputation of the firm, and that reputation is difficult to build and change. Reading Cornelissen
energized my commitment to my firm’s core values and helped me encourage my team to think
about those values more overtly in our marketing approach and service delivery functions. We
have already found that potential clients respond well to our use of our internal values in client
“pitches.” It serves as a promise to stay committed to them.
LO1: Articulate the connections between the interdisciplinary field of communication and the
central curriculum themes of the MSC program.
Keywords: Corporate brand, identity, reputation

A whale of a problem: A strategic communication analysis of SeaWorld Entertainment’s
multi-year Blackfish crisis
Duhon, S., Ellison, K., & Ragas, M. W. (2016). A whale of a problem: A strategic communication
analysis of SeaWorld Entertainment’s multi-year Blackfish crisis. Case Studies in
Strategic Communication, 5. Retrieved from http://cssc.uscannenberg.org/wpcontent/uploads/2016/08/v5art2.pdf

A case study in a longer-term communications problem is detailed in “A whale of a problem.” In
February of 2010, a female trainer at the Orlando Sea World was attacked by one of the theme
park’s orcas, resulting in her death. The investigation of the death over the course of the next
two years resulted in findings of several workplace safety violations and some low-level fines.
The publicity of the incident was more damaging. The ongoing workplace safety coverage of
Sea World parks only slightly preceded some notable animal rights and safety lawsuits from
PETA. The combination of the issues was among the items detailed in the documentary,
Blackfish. This widely viewed film covered workplace safety and animal cruelty issues with the
operations of the park, but also detailed the cruel foundation of the capture and captivity of
orcas generally. All of these crises combined, and an entirely inadequate communications
strategy led to the brand’s demise.
We began our first class with this case study, and it was provocative in that it illustrated a failed
communication strategy. Importantly, it featured the way communications, operations and
legal functions of an organization blend together to address a series of crises that threaten that
organization’s existence. Our cohort was able to spend time identifying the errors made, to
assemble a communications team to respond to the events that occurred, and to learn how the
integration of all facets of a company can be led by an effective communications strategy.

LO3: Address complex challenges by collaboratively leading teams across disciplines, distances
and sectors.
Keywords: Blackfish, crisis communications, corporate responsibility

Activism
Grunig, L. A. (1992). Activism: How it limits the effectiveness of organizations and how excellent
public relations department respond. In, J. E. Grunig (Ed.), Excellence in public relations
and communication management (pp. 503-531). Mahwah, NJ: Lawrence Erlbaum
Associates.
The article details the conditions that have led to a modern form of activism. Deteriorating
confidence in governments (worldwide) has contributed to the movement. The increased
ability of the private sector to be responsive to activism may be as important. Social media
platforms have made corporate activism a much more dangerous threat, which has motivated
private sectors to prepare for this growing set of circumstances.
Dr. Larissa Grunig, a public relations theorist and feminist, pointed out something obvious to
many in this article, but was a bit of a shock to me. The surprise point to me was in regard to
the trends in activism—they are moving away from governmental systems toward the private
sector. For someone who has spent their career in and around government, like me, the mere
mention of activism means protesting or petitioning one’s government. I read this while
teaching my own class at Indiana University designed to teach students the skills needed to
petition the government.
Throughout the class, we learned more broad definitions of terms like “stakeholders” and
“publics,” and viewing them in their appropriate broadness from a corporate or organizational
perspective helps prepare for their power in difficult situations.
LO4: Apply communication-centered scholarship to strengthen communication effectiveness.
Keywords: Activism, Grunig, government, publics, stakeholder

Domino’s Pizza Tampering/YouTube Case Study
Bigus, P. (2011). Domino’s Pizza. Ivey ID: W11159. London, Canada: Ivey Publishing.

Employees at an undisclosed Domino’s Pizza store videoed themselves tampering with food
and then at least creating the appearance that they were then delivering it to unsuspecting
customers. They then uploaded the video on YouTube, a video that went viral with the
assistance of other platforms, amassing more than 500,000 views. The response to this crisis by
CEO Tim McIntyre and his team has received significant scrutiny and study.
McIntyre’s video apology:
https://www.youtube.com/watch?v=dem6eA7-A2I
Our class had the opportunity to review and discuss in great detail the elements of McIntyre’s
video response. There was much discussion about the setting, script, and the platform. As in
other communications crises, the discussion of how the communication needs of the moment
can and should assist an operational response designed to protect and rebuild the damaged
brand.

LO5: Critically analyze messages.
Keywords: Public apology, video apology, product tampering

The Dannon Company: Marketing and Corporate Social Responsibility
Marquis, C., Shah, P., Tolleson, A., & Thomason, B. (2011). The Dannon Company: Marketing
and corporate social responsibility (A). HBS 9-410-121. Boston, MA: Harvard Business
School Publishing.
This case study detailed the process that Dannon and its holding company, Danone, undertook
to ask itself a series of questions about corporate social responsibility (CSR). Dannon had a
history of a strong CSR program through its business function of selling health conscious food
products. The question at hand in 2009 was debated internally due to a competitor’s more
active marketing of their CSR. Dannon needed to decide whether or not to tout their own, and
to assess the risks and rewards of such a move. The added consideration of what level the
marketing program might be implemented, whether at the operating company level or at the
holding company level, was an additional challenge.
In reading the case study of both Dannon and Danone, I kept waiting to discover the flaw or the
weakness in either company's corporate social responsibility (CSR) model. Not only are the
models both great stories to tell in today's CSR environment, establishing authenticity is made
easier by the historical commitment to it without having proactively communicating it before
now. It was a fresh message of an old story.
The benefits are obvious in that having stakeholders know what Dannon's CSR methods are will
result in growth of a positive viewpoint of the brand. The negatives of a campaign to promote
their CSR are primarily the lack of an ability to measure the campaign's success, particularly in
the short term. While it appears on the surface that Dannon's CSR is aligned with the holding
company, the foreign ownership may not be well known, and this kind of campaign might shine
a light on something that today may not be a net positive.
An enviable position is to have a strong CSR, but it is still in need of deliberation to market it. At
my law firm, a realization of a similar position on a much smaller scale, is forcing similar
discussions. It is exciting to watch the older members of the firm adjust to the idea of being
more transparent about our values and our commitment to them.
LO2: Demonstrate the ability to assess complex organizational environments and achieve
communications goals.
Keywords: Corporate social responsibility, CSR, brand management

My job sucks
Gosset, L., & Kilker, J. (2006). My job sucks: Examining counterinstitutional web sites as
locations for organizational member voice, dissent, and resistance. Management
Communication Quarterly, 20, 63-90. doi: 10.1177/0893318906291729
Counterinstitutional web sites create a platform for angry stakeholders, primarily employees,
but can also serve as one for dissatisfied customers. They provide opportunities to a broad
range of parties to provide feedback to organizations, and to the public at large about the
organization. The feature of being able to express complaints anonymously encourages
feedback that may not be received any other way. RadioShackSucks.com is an early model of
how one of these sites collect the stories of disgruntled employees in a manner damaging to
the brand. Gosset’s article displayed the liabilities and the value that can come from these kinds
of sites. Glassdoor.com was one site that we looked into as an exercise in conjunction with this
reading.
As someone who is active on social media, I must admit that the counterinstitutional website
was a platform with which I was previously unfamiliar. That alone had been a learning
experience.
I was pleasantly surprised by what I found in my investigation of my law firm's engagement on
Glassdoor.com. There were 34 entries there, largely made by support or administrative staff,
and many were made during a particularly tough organizational stretch that immediately
preceded my hire. My hire had nothing to do with the end of that difficult time--that was purely
incidental. However, it was interesting to see that the communications team at the firm were
responsive to the entries there several times which was a big surprise.
These sites can be a valuable tool, particularly in organizations with more employees or
members. Our relatively small firm of under two hundred employees can benefit from them,
but I would imagine anonymity would be a challenge in organizations smaller than ours to any
significant extent.
LO4: Apply communication-centered scholarship to strengthen communication effectiveness.
Keywords: Counterinstitutional web sites, RadioShackSucks.com, Glassdoor.com

MSC 483: Using Data to Make Informed Decision

Wakefield’s article linking MMR vaccine and autism was fraudulent
Godlee, F., Smith, J. & Marcovitch, H. (2011). Wakefield’s article linking MMR vaccine and
autism was fraudulent. BMJ 342:c7452. doi: 10.1136/bmj.c7452
Fiona Godlee, Jane Smith and Harvey Marcovitch wrote this article detailing the scientific
problems with a paper written by Andrew Wakefield that led to today’s anti-vaccination
movement.
When the paper was authored by Wakefield and 12 others in 1998, the scientific community’s
concerns were clear. The paper made conclusions connecting the MMR vaccine with autism
diagnoses. From the article: “As the ensuing vaccine scare took off, critics quickly pointed out
that the paper was a small case series with no controls, linked three common conditions, and
relied on parental recall and beliefs.” Further research found that there was no scientific
evidence to conclude a connection exists, but the news of the study had already established
constituencies who not only believed the paper’s flawed findings, but who were actively
promoting them. The paper was retracted 12 years later. Journalist Brian Deer published a
series of articles pointing out the problems with the research and the conclusions, and those
articles have been the primary tool to overcome the public fallout.
I have represented autism advocacy groups, case management companies in the
developmental disability arena, and I now currently represent two professional trade
organizations that provide therapy to clients with autism. The rhetoric that has come from the
“anti-vaxxer” movement has been damaging not only the world of vaccinations and the public
health benefits that come from them, but also to the public understanding of those with
developmental disabilities in general. Experiencing the setback of this particular research
helped solidify in my mind the need for a commitment to well established methods when
issuing such potentially impactful findings of any kind.
LO4: Apply communication-centered scholarship to strengthen communication effectiveness.
Keywords: Wakefield, autism, anti-vaccination, fraud

Survey research
Treadwell, D. (2013). Surveys: Putting numbers on opinions. In Introducing communication
research: Paths of inquiry (pp. 122-141). Thousand Oaks, CA: Sage Publications, Inc.
This carefully selected chapter from Treadwell’s book, Introducing communication research:
Paths of inquiry, can serve as a useful checklist of the items to remember when engaging in or
evaluating surveys. The chapter has many foundational objectives like distinguishing between a
survey, questionnaire and an interview; the five steps of conducting a survey; the different
survey types; and, discussions of certain values of research such as generalizability.
I found this chapter to be a sort of handbook on surveys that should be kept nearby when
considering a research question or project. The detailed description and discussion of Fink’s
(2006) five steps to conducting a survey should be read and reread before starting one. The
principles in this chapter can be used to evaluate results from surveys used regularly in the
public space, like public questions, but also in the targeted manner of answering questions
inside the workplace like accommodations in the office kitchen.

LO5: Critically analyze messages.
Keywords: Surveys, generalizability, pilot testing, survey design

Exploring the Accessibility and Appeal of Surface Computing for Older Adult Health Care
Support
Piper, A. M., Campbell, R., & Hollan, J. D. (2010, April). Exploring the accessibility and appeal of
surface computing for older adult health care support. In Proceedings of the sigchi
conference on human factors in computing systems (pp. 907-916).
This paper examines accessibility issues of surface computing with older adults and explores the
appeal of surface computing for health care support. Results were presented from a study
involving 20 older adults (age 60 to 88) performing gesture-based interactions on a multitouch
surface. Older adults were able to successfully perform all actions on the surface computer, but
some gestures that required two fingers and fine motor movement were problematic. User
ratings for how easy actions were, and the how long it took to figure out were similar to that of
younger adults. Older adults reported that the surface computer was less intimidating, less
frustrating, and less overwhelming than a traditional computer. The idea of using a surface
computer for health care support was well-received by participants.
The exercise that came with this article was the writing of a memo to the CEO of a health care
center, coming from a member of the company’s team. The memo was supposed to advise the
CEO on some sort of action to be taken through the use of the research. It was my view that the
study opened up possibilities beyond its intended purposes, and that the use of the surface
computing devices was not only worth using for managing health care functions, but many
other functions as well. The exercise opened my eyes to the possibilities of additional
applications and additional findings that can come from research and surveys.
LO2: Demonstrate the ability to assess complex organizational environments and achieve
communications goals.
LO5: Critically analyze messages.
Keywords: Surface computing, CEO memo, adult health care

5 Common Survey Question Mistakes That’ll Ruin Your Data
5 Common Survey Question Mistakes That’ll Ruin Your Data. (n.d.). Retrieved January 17, 2018,
Retrieved from
https://www.surveymonkey.com/mp/5-common-survey-mistakes-ruin-your-data/.
The article gives common examples that will make the gathering of information either difficult
or will make the data gathered useless. The five question types detailed in the article were:
1. Don’t write leading questions
The example bad question given was “How short was Napoleon?” A better way to ask that
question was given as “How would you describe Napoleon’s height?”
2. Avoid loaded questions
A bad question: “Where do you enjoy drinking beer?” This presumes the interviewee enjoys
drinking beer in the first place, and if that is incorrect, it makes it impossible to answer the
question truthfully.
3. Stay away from double-barreled questions
Example bad question given: “How satisfied or dissatisfied are you with the pay and work
benefits of your current job?” Pay and work benefits are two separate things, and this too
should be two separate questions.
4. Absolutely do not use absolutes in questions
“Do you always eat breakfast?” The honest answer to this question will almost always be
“no” because of the absolute included in it.
5. Be clear by speaking your respondent’s language
This advice certainly applies to technical questions, but there are good generic examples.
Bad: What was the state of cleanliness of the room? Good: How clean was the room?
I use surveys and polls in my political work almost daily. Over the years, I have been critical of
many of these types of “mistakes” within them. This article and the accompanying exercise of
writing my own survey made these problems vivid and more easily identifiable.
LO5: Critically analyze messages.
Keywords: surveys, survey questions, data gathering, polling

An introduction to data-driven decisions for managers who don’t like math
Frick, W. (2014, May). An introduction to data-driven decisions for managers who don’t like
math. Harvard Business Review. Retrieved from https://hbr.org/2014/05/anintroduction-to-data-driven-decisions-for-managers-who-dont-like-math
This rather short article was efficient in its discussion about the difference between “numbers,
and numbers that matter.” The checklist of questions to help answer the important questions
for managers, like whether to act or not, are succinctly illustrated in the piece. The opening
discussion of “picking the right metrics” is a concept that is simple but is not often given the
critical attention necessary when it comes to decision making.

While the graph above is simplistic and not one with which I would always agree, it does
illustrate a decision-making model that is useful. Again, choosing the right metrics and
implementing Thomas Davenport’s questions of data from his 2013 article, “Keeping Up with
the Quants,” is good advice that Walter Frick gives in this article. Discussions about the
usefulness and value of data is not simply a math issue at all, it is a critical review of methods
and context.
LO4: Apply communication-centered scholarship to strengthen communication effectiveness.
LO5: Critically analyze messages.
Keywords: Data-driven decision-making, metrics, quants

Telling a story with data
Davenport, T. (2013). Telling a story with data. Deloitte Insights, 12. Retrieved from
https://www2.deloitte.com/us/en/insights/deloitte-review/issue-12/telling-a-storywith-data.html
This article told a couple of memorable stories. Most memorable among them was the example
of the story told by the famous nurse, Florence Nightingale. The story covers her time serving in
a British military hospital in Turkey during the Crimean War in 1854. The hospital there had
horribly unsanitary conditions and Nightingale found that 43% of the wounded brought there
were dying of different forms of infection, not the actual wounds obtained in battle. Her report,
published in February of 1855, featured the unique pie-like chart to detail the situation. Her
storytelling got great attention. It was this communication that led to her celebrity status, her
designation as a heroine, and her induction into the Royal Statistical Society in 1859. She was
the first woman ever inducted.
Florence Nightingale’s “diagram:”

The famous genetic inheritance scientist, Gregor Mendel, had a different experience. His
landmark work was published in an obscure Moravian journal in a format that many in his own
field did not understand. As a result, his findings were only cited three times over the 30 years
following their publishing and were not made famous until long after his death. This was a
product of storytelling.

Storytelling is so much a part of what I do in politics and government. Theories, concepts and
data are vital to any profession’s work. But the presentation of the information in a manner
that is understandable and engaging for the audience is vital to its meaning.
LO4: Apply communication-centered scholarship to strengthen communication effectiveness.
LO5: Critically analyze messages.
Keywords: Nightingale, Mendel, Deloitte, data, storytelling

Demographic targeting is irrelevant and Netflix agrees
White, I. (2016). Demographic targeting is irrelevant and Netflix agrees. Retrieved from
http://www.affinio.com/blog/2016/05/18/18-demographic-targeting-is-irrelevant-andnetflix-agrees/
India White writes this article about how Netflix is making consumer decisions based on the
data they have and continually gather on their customers’ interests. Their model abandons the
demographics that so many companies and industries default to historically. Netflix says that
old demographic date simply doesn’t matter to them. A Netflix grouping example:

This article is an example of asking critical questions about which data sets truly matter. I am
often curious when a person’s interests don’t statistically match their demographic standing. In
politics, it happens when I meet a young Republican or and older Democrat (in Indiana). There
are plenty of both, but it reminds me that people arrive at preferences from infinite directions.
LO5: Critically analyze messages.
Keywords: preferences, Netflix, demographic targeting

Malcolm Gladwell on the pitfalls of market research
rickyjtu. (2015, April 11). Malcolm Gladwell on the pitfalls of market research. [Video file].
Retrieved from
https://youtu.be/964va3YwPms.

In this video of Gladwell speaking to a group in an auditorium, he tells the story of Bill Stumpf, a
famous designer of Aeron, Embody and Ergon chairs. Stumpf was charged with inventing a new
chair that could solve several of the comfort challenges that chairs have had forever. And while
successful at solving these problems, he needed the potential purchasers of the chairs to see
them as visually pleasing as well. This challenge proved to be a research problem.
There are three lessons Gladwell teaches through the telling of the Stumpf story about Aeron
chairs and others. First, human preferences and feelings about something are unstable. In this
example, Gladwell shows the example of “new” Coke, and the blind taste test campaign of
Pepsi, which drove the failed creation of new Coke. Second, when people tell a researcher what
they think, they are very often just making up stories. In this lesson, he uses the example of
solutions to a problem being presented to the subconscious of an interviewee and then asking
them how they figured it out. Third, asking people their opinions often lead people to change
their minds. The kitten poster test from a researcher at the University of Virginia is the example
given.
There are a class of products that are difficult for consumers to interpret and communicate
their preferences to researchers.
In my professional life, I constantly ask why politicians and their constituencies feel the way
they do or think the way they do. Often the answers are simple and obvious. But sometimes
they definitely are not. Colleagues in my business regularly miss this part of an evaluation of a
political or public policy question—the opportunity to ask “why” a preference might be the way
it is. This is a vital part of successfully framing a campaign to change a policy, and Gladwell gave
provocative examples and insights on this important topic for me.

LO4: Apply communication-centered scholarship to strengthen communication effectiveness.
LO5: Critically analyze messages.

Keywords: Aeron, Pepsi challenge, market research, Coke, office chairs, poster test

MSC 529: Dialogic Decision-Making
Carli, C.L., & Eagly, A.H. (2015). Women face a labyrinth: An examination of metaphors for
women leaders. Gender in Management: An International Journal, 31, 514-527.
This paper examines the most commonly used and most general metaphors for women’s
leadership: the glass ceiling, sticky floor and the labyrinth. I had not come across the latter two
metaphors in my professional life, and their detailed descriptions in this paper were compelling
to me. In professional leadership scenarios, it is helpful to be aware of the unique challenges
women face while also attempting to tap into the obvious value their presence brings to any
organization.
The labyrinth becomes what the authors view as the most useful metaphor for women leaders. I
agree. I have the benefit of being led by strong and established women in my professional life,
some of whom I had the benefit of watching grow in their own leadership roles. There is no
question that the evidence shows the differences in opportunity access between men and women.
The successful navigators of those differences I see as taking the approach of facing a labyrinth
and not a glass ceiling or sticky floor.
LO4: Apply communication-centered scholarship to strengthen communication effectiveness.
Keywords: Labyrinth, women leadership, sticky floor, glass ceiling

Couldry, N., & Mejias, U.A. (2019). Data colonialism: Rethinking big data’s relation to the
contemporary subject. Television & New Media, 20(4), 336-349.
The concept of “data colonialism” and this specific article were the topic of a quiz question in
Week 4 of the class.
The question was:
“Couldry and Mejias describe data colonialism as an appropriation that changes the nature of
what it is to be human. They described data’s colonized subjects as “tethered to data judgments.”
The creation of social knowledge using increasingly mechanically created and harvested data,
they claim, creates a colonized sense of self, which dramatically strips the human subject of
individual distinctiveness. Can you describe an intertextual dialogue that might contest this
colonial relationship in an institutional context? In other words, is it possible to have a dialogue
with data?”
My answer:
“I think it is possible to simulate dialogue with data, but I am having a difficult time envisioning
an actual dialogue that exists with only one human. Simulating that dialogue will continue to
improve as data gathering grows and the technological understanding of it improves.
As the article states: “...it is actual human beings, not 'doubles,' who are tethered to the
discriminations that such knowledge generates." My view of the question is that the simple
answer is "no." A condition needed for an actual dialogue to occur must involve humans striving
for understanding. Data simply cannot do that. As understanding and empathy exists in a true
dialogue, change occurs in a human. Again, data can simulate what appears to be dialogue, but
my view is that it cannot actually participate in one.”
In today’s world, data is as valuable as just about anything. However, unlike historic properties
and natural values or regions and nations, data is something that must be gathered, created, or as
the authors describe, “appropriated.” The harvesting of social data simulates the behaviors and
inequities of historical colonialism though and creates commercial opportunities previously
unknown. The translation and use of this “big data” is not simple, but the knowledge available is
immense to those harvesting it and has the feel of a taking to those from whom it was harvested.

LO4: Apply communication-centered scholarship to strengthen communication effectiveness.
Keywords: Colonialism, postcolonialism, data colonialism, political economy

Zaffron, S., & Unruh, G. (2018). Your organization is a network of conversations, MIT Sloan
Management Review. Retrieved from: https://sloanreview.mit.edu/article/yourorganization-is-a-network-of-conversations/
This article breaks down the approach taken by Brad Mills when he became the CEO of Lonmin,
the British mining company with operations in South Africa. As part of the class on dialogic
decision-making, the article was striking in its description of any organization as a “fundamental
linguistic entity.”
Upon becoming CEO, Mills organized a two-day “designed conversation” with 100 leaders of
the company and community for purposes of establishing a new vision of the future of the
company—a vision that can be shared. This organizational approach served as a precursor to the
change in leadership style that lay ahead for Mills’ time at the helm.
Giving managerial directives was a historical approach that did not consider the conversations
that were occurring in the organization (or any other) prior to this more conversational or
collaborative approach. The conversations that were already occurring could be led and managed
instead of being ignored and result in higher level of ownership of the entity’s direction.
Creating a future with stakeholders is differentiated in the article from simply “getting buy-in,”
which is accurately described as more of a function of compliance with a corporate mission
statement. Collaborative use of the conversations of a firm as an approach grows enthusiasm for
the shared vision. The Tim Cook era at Apple is used as an additional example of this model.
LO3: Address complex challenges by collaboratively leading teams across disciplines, distances,
and sectors.
Keywords: Conversational management, leadership conversations

van Loon, R., & van Dijk, G. (2015). Dialogical leadership: Dialogue as condition zero. Journal
of Leadership, Accountability and Ethics, 12(3), 62-75.
This article struck me as a key resource that defines “dialogical leadership.” It was a reading in
the final week of the course, so it was not vetted through discussion or any quiz as we worked on
our final paper that week. However, the concepts in this article provide definitions and context
that can serve as a guide on the topic.
The vital passage from the article for me was:
“Leading is an act of relational and reciprocal influencing. Dialogue, discussion, and instruction
are appropriate styles of influencing, depending on the issues at hand, dialogue and leadership
for wicked issues when we need an open mind with no standard solution available; discussion
and debate, is an effective answer for problems that have already been solved in the past, while
instruction and coercive power are called for in issues of crisis, when we need to act quickly and
without losing time. The ultimate challenge for each leader is to assess the situation and apply
the appropriate style flexibly.”
The concept of “wicked issues,” is an interesting term to describe complex problems or
challenges. Dialogue in leadership is uniquely situated as a method to work through wicked
issues. It is common for people to say in my field during times of an impasse or disagreement
that we need to “continue the conversation” or “have a dialogue” on it, but most do not have a
firm grasp of what true dialogue is. Throughout this article, the methods and concepts of dialogic
leadership are stated and restated several times and as a result, this particular column will be a
lasting guide.
This descriptive quote is one I hope to use in response to a colleague suggesting that we
“continue the conversation” on a topic, just so it is clear what I now believe as that method:
“Dialogical leaders create an environment in which new perspectives, narratives, and meanings
are nourished and shared.”
LO3: Address complex challenges by collaboratively leading teams across disciplines, distances,
and sectors.
Keywords: Dialogical leadership, wicked issues, condition zero

Kent, M.L., & Taylor, M. (2002). Toward a dialogic theory of public relations. Public Relations
Review 28, 21-37.
In a quiz for Week 2, the following question was asked:
“What are the advantages to a dialogic approach to public relations? What are some of the
reasons that PR professionals might raise in opposition to the dialogic theory of PR?”
My answer:
“I struggled with this question a little.
The advantages of a dialogic approach to public relations are similar to the advantages dialogue
brings to any other relationship. The benefits an organization can enjoy by raising its
understanding of the diversity of its stakeholders are broad. That understanding is hard to put a
value on, but employees, customers/clients, vendors, community, etc. relationships can all bring
value to the organization if the relationships improve through dialogue.
The opposition would likely come from the PR pro who is driven by an agenda or overriding
message that is the narrative they are trained to push but is now must be compartmentalized
away from the dialogue. "Spin doctors" intuitively want to control the message. That approach
eliminates the opportunity for dialogue to occur.”
In Kent and Taylor, there are three ways organizations can incorporate dialogue into their
communication with “publics.” Those three ways are building interpersonal relationships,
building mediated dialogic relationships, and taking a procedural approach to dialogue. For
purposes of the last item, it is important to remember that dialogue is not a focus on the
“process,” but the “products,” however, entering into the relationship with a dialogic procedural
approach will be necessary to achieve the product.
My struggle with the concept during the quiz was clarified by the Kent and Taylor’s explanation
of the necessary investment their approach needs, and that it is built on the strength of the
relationships and not merely the controlling of the message approach. The latter is transactional
in nature, and less predictable and collaborative in the long term.
LO1: Articulate connections between the interdisciplinary field of communication and the
central curriculum themes of the MSC program. LO3: Address complex challenges by
collaboratively leading teams across disciplines, distances, and sectors.
Keywords: Dialogic theory

Turco, C.J. (2016). The conversational firm: Rethinking bureaucracy in the age of social media.
New York: Columbia University Press.
Our final assignment for the class was to write a “dysfunctional dialogue analysis,” making
suggestions for how to model dialogues and contribute to an improved organizational culture as
described in Turco’s book, The Conversational Firm.
The book is a fictionalized version of the story about an actual start-up tech company, “TechCo.”
The founders were determined to build their organization without bureaucracy, and with
unlimited transparency. The story details the opportunities and challenges this approach creates,
and with the topic of our class, dialogic decision-making, it is an excellent case study.
I used the 2020 experience of the energy policy debate in Indiana as the comparative case study
for my final paper. The primary challenge in the governmental world is that it often is defined by
its bureaucracies. In my paper, I detail how more transparency of the expertise government
actually has in the field of energy would have absolutely been valuable in the policy debate. The
governmental bureaucratic systems kept that value from being realized.
As I quoted in my paper:
“The stupidest decisions happen behind closed doors,” is a quote from “Anil,” one of TechCo’s
co-founders. Anil is a fictionalized character, as is TechCo. The quote is an adaption of the
famous one from former Supreme Court Justice Louis Brandeis: “Sunlight is the best
disinfectant.” (Turco, 2016).
The Conversational Firm tells a story about possibilities in organizational structure. For me, it
detailed how this openness, and “voice rights” of employees and stakeholders encourages
innovation and progress. The negatives, particularly in the arenas of human resources
confidentiality and possible discriminatory advancement outcomes are significant items to
address as well. But the possibilities of the approach were exciting to me, and worth further use
in modern organizational strategy.

LO4: Apply communication-centered scholarship to strengthen communication effectiveness.
Keywords: Transparency, bureaucracy, voice rights

Buber, M., & In Kaufmann, W. (1970). I and Thou. New York: Charles Scribner's Sons.
Martin Buber’s classic book establishing the philosophy of dialogue was the appropriate first
reading assignment of the class. We were asked one quiz question on the book:
What does Buber mean by an I-Thou relationship? How does an I-Thou dialogue differ from an
I-It dialogue?
Buber (through Walter Kaufman's translation) describes "Thou" as being a preacher's word and
not often used in modern speech much. The word is big and more encompassing than even
"you." The I-Thou relationship in dialogue is one far deeper than one that is of a typical
conversation. The book helps establish the goal of dialogue and the I-Thou relationship as
finding and enhancing a mutual understanding.
I-Thou dialogue should be without boundary in its openness and honesty. The book differentiates
that I-Thou relationship from “I-It.”
"It" means something that can be possessed or even owned like any other object. I-It has been
said to describe the world as we experience it, while I-Thou is a description of relationships and
the nature of those relationship. The philosophy is founded by the goal of reaching mutual
understanding.

LO4: Apply communication-centered scholarship to strengthen communication effectiveness.
Keywords: I-Thou, I-It, dialogue

Yankelovich, D. (1999). The magic of dialogue: Transforming conflict into cooperation. New
York: Simon & Schuster.

The usefulness of Yankelovich’s book here is to show how to achieve a shared vision within an
organization through the use of dialogue. The book is a vivid departure from typical management
instructional books in that through the use of dialogue in modern business, where more
individuals participate in decision-making than ever before, those individuals and their teams can
be more successful.
From the class quiz the week we read the book:
Daniel Yankelovich suggests that we can introduce dialogue into routine meetings. Is this
suggestion practical in your experience? If it could be successfully introduced into routine
meetings, do you think it would help to transform conflict into cooperation?
My answer:
I don't think its practical universally, but there are many instances when it is. In my work, I have
a lot of short meetings--fifteen minutes or less. That seems to be a difficult environment for
dialogue. However, on the occasion when a meeting has been scheduled for a specific purpose,
with presumably the need for a decision, an agreement, or most importantly, an understanding,
dialogue is definitely practical. This happens more often than I thought before reading
Yankelovich.
One of my most common complaints about certain members of my small practice group is when
a member has lost sight of our group's purpose or vision. Dialogue can help the team when
meetings take place as a result of either that problem, or that perceived problem.
LO1: Articulate connections between the interdisciplinary field of communication and the
central curriculum themes of the MSC program.
Keywords: Management, dialogic management

MSC 537: Information Design
Cairo, Alberto, and Safari, an O’Reilly Media Company (2016). The truthful art: data, charts,
and maps for communication. 1st ed. Berkley, California: New Riders. Retrieved from:
https://learning.oreilly.com/library/view/the-truthful-art/9780133440492/cover.html
In The Truthful Art, the authors explain how to take data and translate it into a stories. This is one
of the main goals of the class itself. But in this book, Cairo and his co-authors give details in an
easy to follow format. The “Functional” section of the book covers plenty of specific methods
that can be considered, used, and can provoke other great ideas to use when telling a story based
on data.
The lessons of the book were compelling for me in that the tools are practical, but the lessons it
teaches in a broader sense help me think in terms of my audience. The roles of visualizations and
the way they can make the story clearer is the lesson here, as opposed to just showing off what
can be gimmicky computer tricks. Much of the material in this class appeared merely technical in
nature in a “how to” sort of way, but most of it also had broader use in how to communicate and
connect with an audience. The Truthful Art was certainly one of them.
LO6: Create and deliver elegant messages appropriate to audience, purpose and context.
Keywords: Visualizations, charts, maps, infographics

Ware, C. (2008). Visual thinking for design. Amsterdam: Morgan Kaufmann.
This is a book that helps explain in detail how an audience would actually see, and process a
design put in front of it. Reading and discussing Visual Thinking is part of an important part of
the planning for any design in that it can only be as effective as the audience will actually see it
and absorb it.
In our class discussion of this reading, a significant conversation took place regarding those with
color blindness. Overlooking this possibility in any audience will raise the likelihood that the
design will not work. Understanding these kinds of differences in perception and abilities to
consume information should be a consideration and help motivate us or any designer to consider
other principles like Gestalt grouping principles, language/directional considerations and others.
Again, this book is an excellent handbook to keep nearby when considering design projects. The
long list of examples and reasons for those examples are organized efficiently here.
LO6: Create and deliver elegant messages appropriate to audience, purpose and context.
Keywords: Cognition, perception, active vision

Williams, R. (1994). The non-designer's design book: design and typographic principles for the
visual novice. Berkeley, CA: Peachpit Press.
“Don’t be a wimp!” That is the mantra from Williams when describing the most important
lesson that I took away from this reading for the MSC’s Information Design class. We used
several chapters of this book to learn about type and fonts.
Again, the information in the book is plentiful and because of that, it is difficult to remember.
However, as is the case with much of the reading for this class, this book will serve as a
handbook for years to come when considering the design, categories, and most importantly, the
contrasting of type.
This book taught me that there are fonts that are easier to read than others in ways I didn’t even
notice before. There are obvious types that even I knew would not work for long passages of text
like script and decorative fonts, but the differences between modern, old style, slab serif and sans
serif types were all new to me. As Williams put it, learning the different types give us power
over them. And “don’t be a wimp!” when it comes to contrasting. The value of contrasting type
in any kind of visualization is the mindset that I learned from the book.
LO6: Create and deliver elegant messages appropriate to audience, purpose and context.
Keywords: Contrast, slab serif, sans serif, script, decorative font, old style font, modern font

Chiasson, T., Gregory, D., & Cazares, M. (2014). Data + design: A simple introduction to
preparing and visualizing information. Infoactive.

As is consistent with other readings for this class Data + design is an operator’s manual on how
to gather, clean and present data in a useful and meaningful way. In this particular book, the bulk
of the instruction was focused on the data itself, and how to make sure that the data being
gathered for the story to be told was accurate, contextual and clean.
Cleaning data, or the concept of “clean” data, was not something I knew much about before
reading this book. In my profession (politics and government), I have grown into trusting the
data that is provided in a visualization without intuitively questioning the sourcing and
cleanliness of the data being used. The part of the process used to achieve clean data can be
laborious when creating presentations, but also should be considered when viewing data with a
critical eye.
All data sets of any significant size should be reviewed with an eye toward cleaning it. Our class
discussion included other types of contributing factors that can adversely impact accuracy, such
as bias. It is vital to have a commitment toward quality in the data being used as part of the
storytelling. That is the broad lesson taught in Data + Design, another handbook to keep nearby
in when telling stories using data.
LO6: Create and deliver elegant messages appropriate to audience, purpose and context.
Keywords: Data cleaning, survey design

Patrick, E. (2020, February 20). Gestalt theories of perception [PowerPoint slides].
InstructureMedia. https://canvas.northwestern.edu/courses/104683/pages/gestalt-theoriesof-perception
Gestalt theories of perception or Gestalt grouping principles are needed and useful in virtually
everything we do in design. These are rules of organization of perceptual scenes or for purposes
of the class, information visualizations.
When looking at a chart or graph or even text, our eyes are drawn to a variety of things. Often
those things relate to proximity, similarity or commonality. But in the lecture and throughout the
call, Eric Patrick explains some of the myriad examples of how Gestalt grouping principles
attract attention within a visualization.
Smaller items that can draw attention include the addition of color, or sound, but in grouping
principles these things are the kinds of things that should be considered while presenting
information in a way that draws attention and even provokes the memorable nature of the piece.

LO6: Create and deliver elegant messages appropriate to audience, purpose and context.
Keywords: Gestalt, grouping principles, theories of perception

Patrick, E. (2020, February 27). Infographics and automated tools [PowerPoint slides].
InstructureMedia. https://canvas.northwestern.edu/courses/104683/pages/infographicsand-automated-tools
This was the lecture and all of the exercises that came with it is the most immediately useful part
of the class for me. The lecture walked us through some of the uses of infographics in culture
today. I found that I was consuming plenty of them without putting much thought into how they
are developed.
The lecture opened up a whole world of possibilities for me in its direction to “play” around with
some of the visualization tools that are available in the market now, particularly for novices. I got
hooked by PiktoChart in this process and did a series of visualizations that are in my artifacts.
But the lecture also led me to spend some time with Tableau, another tool that is particularly well
suited for map visualizations of which I am naturally drawn. The lecture is an excellent resource
on places to look so that telling story can be made more impactful without having significant
technological skill.

LO6: Create and deliver elegant messages appropriate to audience, purpose and context.
Keywords: Infographics, PiktoChart, Canva, Tableau

Patrick, E. (2020, February 27). What and how to display data [PowerPoint slides].
InstructureMedia. https://canvas.northwestern.edu/courses/104683/pages/what-and-howto-display-data

In this lecture, Eric Patrick refers to Dan Roam’s book, The Back of the Napkin: Solving
Problems and Selling Ideas with Pictures, with the below chart of how to answer specific
questions that we want to answer in our presentations.
For example, when we are describing a “who” or “what” topic, a portrait might be the best tool
to use. That is a qualitative tool. We often follow those with quantitative measures like “how
much,” and use a chart. Positioning measures like “where” and “when” can be answered with
maps and timelines respectively. This quick list from the lecture is a useful tool to consider
when planning what needs to be displayed, and what tools should be used to display it.

LO6: Create and deliver elegant messages appropriate to audience, purpose and context.
Keywords: Data displays, quantitative data, qualitative data, positioning, cause and effect

MSC 540: Leading Collaboration
Reichl, R. (2019). Save Me the Plums. New York: Random House.
Ruth Reichl’s memoir, Save Me the Plums, is not a story I expected to read in a communications
class on leading collaboration, but I am glad I did. The basic chronology of the book covers
Reichl’s life and how it influenced her professional development from food critic to managing
editor of Gourmet magazine.
The book is excellently written, though it was likely not written for the purposes we used it.
Reichl was not a manager or leader by any measurable management standard. Conde Nast sought
her out and hired her because of her vision of what Gourmet magazine could be. The interesting
management path this took her on was one filled with collaborations, big and small, that were
formed out of necessity for this talented and capable food critic. She found herself running an
organization she was not prepared to run.
This required her to lead through a commitment to her values, and to collaborate with a variety
of experts along the way while letting those values steer. The experience, as she wrote it, has
opened my mind regarding who is capable and reliable as a leader, placing more emphasis on the
values of a person, and probably a little less on specific, tactical experiences that “check the box”
of preparedness.
And the descriptions of the food and settings were vivid enough to almost taste and smell them.
I recommend the book to anyone.
LO2: Demonstrate the ability to assess complex organizational environments and achieve
communication goals.
LO3: Address complex challenges by collaboratively leading teams across disciplines, distnaces,
and sectors.
D4: Be equipped to influence change.
Keywords: Women leadership, magazine, Gourmet, collaboration

Catmull, E. (2008). How Pixar Fosters Collective Creativity. Harvard Business Review, 86(9),
64-73.
Ed Catmull, the recently retired president of Pixar and Disney Animation, wrote an insightful
piece about collective creativity, which serves as a great lesson in collaboration.
He discusses Pixar’s three operating principles: 1. Everyone must have the freedom to
communicate with anyone; 2. It must be safe for everyone to offer ideas; and, 3. We must stay
close to innovations happening in the academic community.

As I wrote in my reflection on the article:
The first principle that “everyone must have the freedom to communicate with anyone” means
more than a simple commitment to honesty. It implies that the company culture is founded on it.
At Pixar, it also means the removal of authority inside the teams charged with creating or solving
problems. Removing classic “authority” structures in their processes of their smaller teams is a
primary way to achieve the “freedom” for which the principle strives. That freedom allows for
honest exchanges between team members and creates an atmosphere of sharing critiques,
refinements and productive expansions of ideas individual team members bring to the process.
The second principle expands on the first by making sure that “it must be safe for everyone to
offer ideas.” This also acknowledges the value of honesty. The point being that if people on a
team feel like their honest ideas matter and are valued, they will be more freely contributed, and
the creation will almost certainly improve to the point that excellence is likely. I also believe that
this environment makes it far less likely that what might be initially viewed as a crazy idea is not
offered. More ideas result in better ideas. Pixar thrives on encouraging, almost demanding that
crazy ideas be offered.
This is extremely attractive to me as I like offering crazy ideas whenever I have one. But I am
also intrigued by others’ “crazy” ideas more often than not and am a firm believer that
innovation and progress regularly grows from those ideas.
L3: Address complex challenges by collaboratively leading teams across disciplines, distances,
and sectors.
D4: Be equipped to influence change.
Keywords: Collective creativity, honesty, academia, Pixar

Eastwood, C., Peckham, A., McCreary, L., Lorenz, R., Neufeld, M., Freeman, M., Damon, M.
Warner Home Video (Film), (2010). Invictus.
Our class watched the movie and discussed the leadership style of Nelson Mandela, but also in
conjunction with the leadership mindsets defined in a 2018 MIT Sloan Management Review
article by Modesto A. Maidique and Nathan J. Hiller.
The goal orientation of the “dynamo” mindset would seem to naturally serve any organization.
Being a dynamo indicates the leader’s focus on tasks. For Francois Pienaar (portrayed in the
movie by Matt Damon), as the captain of the Springboks (the South African rugby team),
winning games is his task, and can also be reduced to tasks like the subdivision of games and the
preparations for them. That is what I expect his mode of operation was before he was given a
higher calling by President Mandela. It was this calling that drove the team to perform beyond
expectation. Francois had to share Mandela’s “transcender” approach by convincing himself, and

then his teammates, that their success was needed by those who had not even supported them
earlier.
As for Mandella, what can be said of one of the most important leaders of my lifetime? Viewing
him from afar, he appeared to be more of a symbol of hope and transformation than a human.
The scenario of apartheid and his release from prison and election created that atmosphere
around him to some extent (again from afar), but Invictus showed how he had to seize the
opportunity his rise presented to transcend the nation from its dark past to move toward a more
united future. He could have celebrated and rested on the remarkable feat of simply being
elected. Clearly, he didn’t.
The movie detailed Mandela’s approach as a “transender” (transforming South Africa), “builder”
(forming a new government that reflected the populace), “dynamo” (goal driven specifically
regarding the World Cup of Rugby) and the “chameleon” (his serving of tea to Francois, his
compliments of his staff’s dresses, and the regular asking about other staff members’ families).
All of these served the team well, and in this case, the team was a big one. He and Francois agree
that the team is made up of 43 million South Africans.
I know that he was human though, and the movie did not show any “egoist” tendencies which I
assume existed to some extent. A two-hour movie can only capture so much of a leadership
journey like his.
All of these leadership mindsets are defined by Maidique and Hiller.
Shortly after we studied it in class, I published a column on the movie and its applicability today:
https://michaelleppert.com/invictus-special-group-will-needed-clean-turmoil/
L2: Demonstrate the ability to assess complex organizational environments and achieve
communication goals.
D4: Be equipped to influence change.
Keywords: Leadership mindsets, dynamo, transcender, chameleon, egoist, builder, apartheid

MSC 492: Understanding and Leveraging Networks
Leonardi, P., & Contractor, N. (2018). Better People Analytics. Harvard Business Review, 96(6),
70-81.
The sub-headline of the article is a good summary. When analyzing the value of people within
networks, it tells us to “measure who they know, not just who they are.” I rely on this in my
network an incredible amount. I tell people in my business (contract lobbying) that I often don’t
know how to solve a governmental or political problem immediately, but I almost always know

someone who does. This article provided an excellent summary of the class, as it should since
the class was taught by one of the authors!
It further detailed the six “signatures” of relational analytics, defining people in terms of their
positioning within networks. The signatures are ideation, influence, efficiency, innovation, silos
and vulnerability.
I found the most interesting signature to be the last one named “vulnerability.” This concept
relates to how vulnerable an organization or network can be if the loss of one employee occurs.
The example given in the article was one Professor Contractor discovered just in the nick of time
regarding a middle manager named Arvind. In the mapping of the organization’s network,
Arvind had been identified with the vulnerability signature, and the professor discovered it
almost simultaneously with Arvind’s retirement, having walked in on the retirement party filled
with sweets and cakes (which makes for a striking memory). His retirement was ultimately
delayed for this reason.
This review of vulnerability is something I have found organizations do not regularly consider
and plan for. But it can be simple to identify, and important to address. The notion of any
network member being irreplaceable is regularly debated, but this is a process to actually answer
that question and plan accordingly.
LO1: Articulate connections between the interdisciplinary field of communication and the
central curriculum themes of the MSC program.
LO2: Demonstrate the ability to assess complex organizational environments and achieve
communication goals.
D2: Utilize communication to embrace complexity and difference.
Keywords: Relational analytics, ideation, influence, efficiency, innovation, silos, vulnerability

Battilana, J., & Casciaro, T. (2013). The Network Secrets of Great Change Agents. Harvard
Business Review, 91(7/8), 62-68.
There are a couple of primary lessons taught here, starting with the different opportunities for the
creation of change within a network, and how they differ between the formal hierarchy and the
informal network(s) that exist in an organization.
Secondly, it helps define those informal networks as either “cohesive” or “bridging” in nature,
and further helps us understand how to map the informal networks that exist. A cohesive network
is one where “the people are connected to one another. This builds trust and mutual support,
facilitating communication and coordination.” A bridging network is one where “the network
contacts are not connected to one another” but the contacts are bridged by one person or another.

Identifying these networks and the people within them allow for greater strategies and planning
for change management in particular. This exercise was incredibly useful in the Harvard Change
Management simulation we did for the class, and the improvement I made can be traced directly
back to this thinking. Early in the MSC program, I clearly had an outsized view of the influence
the formal hierarchy possessed. And the list of examples of how this can translate into my
coalitions in the political world is a long one.
LO2: Demonstrate the ability to assess complex organizational environments and achieve
communication goals.
LO4: Apply communication-centered scholarship to strengthen communication effectiveness.
D4: Be equipped to influence change.
Keywords: Cohesive network, bridging network, fence sitters, resisters
MSC 482 Section 2: Public Persuasion

Cook, J. S. (1989). The elements of speechwriting and public speaking. Don Mills (Ont): Collier
MacMillan Canada.
This is a book to keep handy in my personal library for use as a manual for speechwriting and
speaking opportunities. There are plenty of lessons in the book, but none stick out more to me
than the foundational portion of the five kinds of speeches.
I have given all five types at one point or another in my career but knowing the purpose of the
speech is not a tool I regularly used when preparing. Simply knowing that the speech is designed
to stimulate, inform, persuade, activate or entertain is helpful for my mindset. As Scott writes on
page 45 of the book:
“If you believe every speech should be designed to achieve a definite goal and if you
understand the difference between the five kinds of speeches, you are miles ahead of your
competition.”
I do not technically “compete” in my speech delivery, but I definitely have a desire to be as good
as I can be. I want my speeches to be valuable and memorable for those who have to suffer
through listening to them. So, in that regard, I am in state of constant competition for the
achievement of those goals.
LO4: Apply communication-centered scholarship to strengthen communications effectiveness.
Keywords: Five types of speeches, stimulate, inform, persuade, activate, entertain

Levy, M. (2010). Accidental Genius: Using Writing to Generate Your Best Ideas, Insight, and
Content. San Francisco: Berrett-Koehler.
Mark Levy’s lessons in this book surprised me. The exercise of private writing is not something
that I expected to be productive or meaningful to me.
After engaging in the exercise in a couple of different instances, we were able to use the lessons
from the book in a more specific assignment and were then asked to write a reflection paper on
the experience.
I am preparing to write my third book and am developing the business plan for it to pitch to two
different literary agents. The synopsis and book plan preparation had been going fairly well. But
using this specific project/topic as an example for use in a private writing exercise had surprising
benefits.
From my reflection paper in the class:
The main insight I gained from the exercise was that I needed to sharpen the topics the book will
cover and weed out the things that it won’t. Books about Trump will not be hard to find anytime
soon, so why should I write one? It can’t be just because I can. It has to have a specific purpose,
without being clouded by all of the grievances one could list about this particular president. I
have had a handful of conversations about this book idea with people I trust, but writing it down,
and doing it quickly has actually sharpened all of it. I thought it might, but using the techniques
helped more than expected. The flood that came out made my “why” become more vivid.
LO1: Articulate connections between the interdisciplinary field of communication and the
central curriculum themes of the MSC program.
Keywords: Private writing, fast writing, continuous writing

DeSanto, J. (2020, July). Speechwriting logic, emotion & delivery tips [PowerPoint slides].
The lectures by Jason DeSanto were really a highlight of the entire program for me. As I am
prone to include in my bibliography, I prefer to cite material that can be used as an operator’s
manual or a handbook. This slide deck is exactly that for me and I know I will use this
presentation to help me prepare for speeches until I have it memorized.
There are two specific examples from the material that are incredibly important to me. First, the
slide stating “know, feel and do.” Making sure that I do not overlook any of these three goals
when preparing and delivering a speech, and that each one of them are impacted by the others.
So, it is easy to share facts, but it only matters if you present them in a way that makes the
audience feel something about them. Likewise, I have never been asked to deliver a speech when
there wasn’t a goal to have the audience do something—whether it was to simply understand or

know the issue or it was to overtly act. Paying attention to these three things, while preparing the
speech, will make delivering it much more successful.
Second, I point out “the power of the pause.” This is a technique in delivering a speech that
creates many benefits. The audience will reenergize their focus on the presenter, those who were
paying attention will take a moment to absorb what was just said and anticipate what is next.
And for the speaker, it gives him or her the structured moment to pause, think for a second and
make sure your delivering the way you want.
That’s without even mentioning the theme of the class: delivering with connection and
conviction.
There are plenty of goodies in these slides and reading through it before prepping for future
speeches I give will be my new routine.
LO1: Articulate connections between the interdisciplinary field of communication and the
central curriculum themes of the MSC program.
Keywords: Connection, conviction, speechwriting, speech delivery

Jackson, J. (1984, January 16). David and Goliath speech; Tendley Baptist Church. Retrieved
from: https://www.youtube.com/watch?v=6H6vazOz018
There were so many fantastic speeches to review and study for the class, many of which were
given by people I often oppose politically. Speeches by Ronald Reagan and Chris Christie were
among them, and these speeches were great examples of how to do it well.
I have never had strong feelings one way or another about Jesse Jackson. But his famous David
and Goliath Speech in 1984 struck a chord with me. The techniques he used were prominent in
the class in his pairings of analogies and comparisons. His emphasis and volume intensity on
rhetorical questions is a method I like to use, and this speech encouraged me to use them more
assertively.
Having written that, there are two items that stuck out for me in his storytelling. When referring
to how Reagan won in 1980, he said “He won by the margin of the fracture of our coalition.”
That is provocative in its message. In other words, our failings led to his victory. And it served as
the introduction to the best analogy I can think of.
Voters were compared to the rocks used by David in his slingshot to defeat Goliath. A dozen
examples were given in the conclusion of the speech of voter disengagement that led to Reagan’s
victory, and these were “rocks just laying around.” Repeating that description many times was
incredibly moving.

As a writer, I often search for and sometimes find what I think are the exact right words to write.
In delivering speeches, those words can be repeated, used to work toward a crescendo and really
inspire using these techniques. I plan to do just that.
LO5: Critically analyze messages.
Keywords: David and Goliath, Tendley Baptist Church, rocks laying around
Graham, J. (2020, April 11). 6 tips for looking great in a Zoom meeting. USA Today.
https://www.usatoday.com/story/tech/2020/04/11/zoom-meetings-go-better-these-6-tipslook-your-best/5125980002/
If ever there was one obvious and practical lesson learned in the program, this one is it. MSC
students had already been learning some of these tricks before the pandemic, but since then,
these lessons are vital for just about anyone in the professional world.
Jefferson Graham writes in the article about these six areas that need attention to look and
present better on a Zoom call: appearance, lighting, background, perspective, sound, and the allimportant, eye level. I don’t necessarily agree with all of Graham’s opinions here, but the advice
is important.
Even lighting and having the webcam at eye level are big first moves for anyone, and my MSC
cohort learned about that early. However, the thoughtfulness that should go into the background
is often missing with colleagues I work with. Graham prefers plain backgrounds, or brick wall
backgrounds, while I prefer some texture with bookshelves and maybe one identifying feature.
Either way, distracting items and not paying attention to how I fit into the entirety of the scene is
an error to avoid.
All good lessons and things to consider before any Zoom meeting of any importance at all.
LO3: Address complex challenges by collaboratively leading teams across disciplines, distances,
and sectors.
Keywords: Zoom, eye-level, perspective, background

