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Making a communication audit fit your needs –

sharpening your message to suit your 

stakeholders

Facilitator: Daniel Munslow

• Director, MCC Consulting

• Director, IABC IEB 

• Outgoing chair, IABC Africa 

• Advisory Council, Holmes Report

• BA Journalism, legal theory, industrial psychology

• International and local speaker

• Worked across Africa, Middle East, Europe, US, AsiaPac

• Consulted to local and multinational companies, and for the UN

• Specialises in strategic communication; crisis communication; internal communication 

and employee engagement; stakeholder engagement; reputation management; 

executive and leadership communication; and research and measurement.
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Are you a strategic advisor?

Strategic 
Advisor

How your 
internal clients 

see you

External Awards/ 
Benchmarking

End result of 
communication 

on audience

Skills audit 
within team

• Competency framework – reviewing communication from a 360 approach

• Measure all 4 competencies to assess success of communication function

• Outputs are not enough; driving analytics to measurement tangible outcomes/ROI

WHY MEASUREMENT
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What to measure?

• Depth of understanding

• Audience satisfaction

• Timeliness

• Message cut-through

• Impact on performance

• Financial value

• Changes in behaviour

• Audience perception/attitude

Communication Outcomes Business Outcomes

What to measure?

OUTPUTS OUTCOMES BUSINESS RESULTS

▪ Frequency

▪ Visits

▪ Prominence

▪ Tonality

▪ Messages impact

▪ Share of voice

▪ Number of media 

queries

▪ Awareness

▪ Comprehension

▪ Recollection

▪ Recognition

▪ Credibility

▪ Image of brand

▪ Purchase intention

▪ Purchase 

recommendations

▪ Revenue

▪ Sales

▪ NPS

▪ PE Ratio

▪ Share of market

▪ Stock price

▪ Employee retention

▪ Purchase behaviour
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Source: Tom Watson, Bournemouth University 

What should we be asking?

▪ What were the specific goals and objectives of the business communication activity?

▪ What are the principle themes, concepts and messages the organisation is interested in disseminating?

▪ Who is the principle stakeholder grouping we are targeting?

▪ Which channels of communication were used and deemed the most important?

▪ What specific communication strategies were adopted? Which ones worked? Which ones should be 

refined?

▪ What the hoped-for outcomes, outtakes and outcomes of the communication efforts? 

▪ How can we correlate (causal correlation) communication with business outcomes?

▪ What are the competitors doing?

▪ What media vehicles are the most important and which are delivered the best return?

▪ What other measurement is the organisation conducting?

▪ What is the timeline and timeframe for the communication activities?

▪ What are the major industry topics we want to be seen as lobbyists and advocates for?

▪ What will we do with the information and analytics we get? 
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What can go wrong?

▪ Scared to see the real results

▪ Downward pressure of budgets

▪ Lack of resourcing

▪ Not sure it will prove we’ve achieved 
what we said we would deliver

▪ Use wrong method to get data

▪ Overcomplicate processes to the extent 
that it’s not worth doing it

▪ Not sure what to do with the data

▪ Misinterpretation of the data

▪ Breaching confidentiality

▪ Cultural norms

▪ Survey fatigue

▪ Compound questions

▪ Comparing apples with pears

▪ Goals and objectives not set 
optimally

Thinking bigger picture…

Amec
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Know your audience

• Primary

– Who can directly impact your 

institution?

• Secondary

• Who can influence your institution?

• Who can stop being an obstacle to 

your success if you get them on your 

side?

Who are possible audiences?

• Political leaders

• Government officials

• Programme managers

• Private sector

• Other Educators

• Business leaders

• Media

• Donors

• Alumni

• Professional associations

• Parents, prospective parents…

• Students, prospective 

students…
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Know your audiences

• Who do they listen to? Which publications do they read?

• What do they know about you and what you stand for?

• Are they interested in what you are saying? Could you be saying 
something else?

• What are the best ways to reach them?  (do they like the 
formats and channels you spend a fortune on?) (ROI) 

• Be audience-centric, and not institution-centric – think about 
how they consume, not what is easier for you to produce. 

• Be accountable and produce relevant content

– You can spend X and get X-50% return; or spend X+20% and get X+50% 
return… kind of like asking if you want 0% of R10 or 100% of R7. 

1

Perceptual mapping refers to 
the perceptions of stakeholders

2

Product positioning is the 
process used to determine how to 
best communicate to target 
stakeholders
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RISK MANAGEMENT

Measurement helps protect 

reputation
• By knowing exactly what is going on, you can make informed 

decisions that spend budgets wisely

• Without it, you’re taking a best guess of what you think to be true, 

and could be missing valuable insights. 

• Without measurement, you could be wasting funding without even 

knowing it; worse, you could be missing the key messages your 

audience need in order to be engaged



11 Nov 2017

9

Stop thinking like a communicator

• We often think in one dimension – because we are communicators, 

we use communication speak. This is fine when we talk to one 

another, but not when we talk to leadership. 

• Stop thinking about the CI manual and start thinking risk mitigation.

• Stop thinking traditionally, and start thinking out of the box.

• Stop doing low value activities, because they look good and have 

been done for 20 years.

• Stop writing what you want to tell people, and start writing what they 

want to read.

7 Tips to being a Strategic Thinker
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• Advice on‐the‐spot

• Constructive approaches

• Outcome‐focused

• Stories

Verbal Skills

Adapted from 2009, James E. Lukaszewski.

• Use management language.

• Provide truly strategic insight.

• Talk, think, and recommend in an operational context.

• Focus on the ultimate outcome.

• Provide substantive intensity.

• Recommend conclusive actions.

• Go for the useful increments.

Strategic Impact

Adapted from 2009, James E. Lukaszewski.
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• Achievable

• Doable

• Knowable

• Reasonable

• Understandable

• Workable

Pragmatism

Adapted from 2009, James E. Lukaszewski.

• Always seek alternatives

• Have intentionally different views/analyses

• Question all assumptions

• Simplify

Inconsistency

Adapted from 2009, James E. Lukaszewski.
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• Goal focused

• Long term

• Process driven

• Strategically relevant

Constructive approaches

Adapted from 2009, James E. Lukaszewski.

• Helps the boss achieve his or her objectives and goals

• Helps the Organisation achieve its goals

• Is truly necessary

• Makes money

• Saves money

• Aspects of the business will fail 

or not progress without it

Management perspective

Adapted from 2009, James E. Lukaszewski.
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• Advance warning, plus options for solving, or at least 

managing trouble or opportunity, and the unintended 

consequences both often bring

• Someone who can forecast patterns of events and problems

• Something beyond what the boss 

already knows

• Well‐timed, truly significant insights

Know what Management Wants

Adapted from 2009, James E. Lukaszewski.

HOW TO MEASURE
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Common 

methods

• Quantitative research

• Qualitative research

• Blended method

SAMPLING – Size

• Sample size is the number of completed responses your survey 

receives. It’s called a sample because it only represents part of the 

group of people (or population) whose opinions or behaviour you are 

testing for. 

• For example, one way of sampling is to use a “random sample,” 

where respondents are chosen entirely by chance from the 

population at large.

• Things to watch for when calculating sample size:

– If you want a smaller margin of error, you must have a larger sample size given 

the same population.

– The higher the confidence level you want to have, the larger your sample size 

will need to be.
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SAMPLING – Confidence Interval 

& Confidence Index
▪ The confidence interval (also called margin of error) is the plus-or-minus 

figure usually reported in newspaper or television opinion poll results. For 
example, if you use a confidence interval of 4 and 50% percent of your 
sample picks an answer you can be "sure" that if you had asked the question 
of the entire relevant population between 46% (50-4) and 54% (50+4) would 
have picked that answer.

▪ The confidence level tells you how sure you can be. It is expressed as a 
percentage and represents how often the true percentage of the population 
who would pick an answer lies within the confidence interval. The 95% 
confidence level means you can be 95% certain. Most researchers use the 
95% confidence level.

▪ When you put the confidence level and the confidence interval together, you 
can say that you are 95% sure that the true percentage of the population is 
between 46% and 54%.

WHAT DO YOU NEED TO AUDIT?

• Timeliness: Shared information is received in a timely manner 

• Media Effectiveness: Effectiveness of various media used to 

communicate important organisational news and day-to-day 

information Interaction 

• Frequency: Extent to which employees receive communications 

about various topics, and use particular media to communicate on a 

daily basis

• You will need to build questions based on these categories that 

achieve inward balance within the survey. 
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Example

Planning steps

1. Define measurable objectives

2. Determine measurable criteria

3. Choose quantitative and measurable benchmark

4. Select a measurement tool  Measure 

5. Compare results to objectives

6. Modify campaign
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Sharpening your message to suit 

your stakeholders
• One of the tangible outcomes of your measurement project is to 

know – empirically - what stakeholders want

• By asking the right questions, you can find out what topics they are 
interested in, how informed they are, and what you need to do to 
bridge the gap

• This means you will connect with you audience from a stakeholder-
centric rather the institutional-centric perspective

• In one university, the results showed we needed more sports news 
from campus – putting that as a lead story raised readership almost 
instantly… the secret, we asked what people wanted! 

• In another, we learned that the academic staff were not 
communicating well with their teams, thereby driving 
disengagement. Through this analysis, we could course correct with 
practical interventions that were targeted at the root of the problem. 

What you can do after this 

session…
• When last did you run a comms audit?

• Do you know the impact your communications are having?

• Do you have a favourable cost-benefit ratio?

• Do you think you have areas that you could be doing better, but 

have no data to present your business case to leadership?

• Do you know for a fact how Alumni or Staff or Students perceive you 

through your communication channels?

• Could you improve donations from Alumni by better managing 

expectations, if you knew what they are?

Run a comms audit or brand perception survey (or both) on your 

communication to get empirical data for a baseline.
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THANK YOU

Daniel Munslow

Director

MCC Consulting

E dmunslow@mccconsulting.co.za

C +27 83 338 7794

Twitter @munslowd 

LinkedIn 

https://za.linkedin.com/in/danielmunslow

mailto:dmunslow@mccconsulting.co.za
https://za.linkedin.com/in/danielmunslow

