
I
n PR and communications, we’ve faced a familiar challenge for quite some time. 
Sometimes, we do the usual: send a few press releases, do some media outreach, pat 
ourselves on the back and do it again tomorrow. But for a long time, our industry 
has needed evolution. We do the same thing, and yield the same thing – yet wonder 
why we don’t earn more budget or praise.

When we talk about evolution, sure: tools, technology and breaking down silos have been the 
key to many industries taking the step to greater value within their organizations. But, there are 
often more simple, overlooked steps we can take to communicate faster, more effectively and 
enact more change than public relations has ever been able to before. At the Cision World Tour 
stop in San Francisco, Altimeter principal analyst and visionary Brian Solis shared some of his 
research based tactics for being positive change agents in our industry:

Sometimes, we do the usual, pat ourselves on the back and do it again tomorrow. 
But for a long time, our industry has needed evolution.
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1) ROI doesn’t always have to 
mean Return on Investment. In fact, 
it can mean Return on Ignorance.

The risk of remaining stagnant might 
not be that daunting for some, but let’s 
put it into perspective: would you rath-
er do the same old things and produce 
the same old results, or implement 
new things and be able to demonstrate 
new, exciting and meaningful results? 
It’s not always easy to break out of the 
mold and get approval to experiment 
and try new things or A/B test, but done 
right, these learning experiences can 
garner valuable takeaways for brands 
and inform future strategy.

2) More mindfulness, less strategy.
This tenet may seem counterintui-

tive, as strategy is a term thrown around 
a staggering amount of times daily by 
brands, but at its core, it’s about keep-
ing the audience and end-user in mind 
first, rather than the other way around. 
Cision CMO Chris Lynch echoes a 
similar sentiment – consumers should 
dictate influencer and outreach strate-
gies, so that we’re communicating the 
right message at the right time to the 
right audiences.

3) Success lies in how we use tech-
nology to see around the corner and 
fundamentally change.

Adopting new technologies is es-
sential to brand evolution, but it’s not 
always about chasing the shiny object 
and spreading yourself thin across 
tools or platforms. Having the foresight 
to evaluate the implications of technol-
ogy and the big picture, long-term ef-

fects can help advise you on where to 
where to spend your time and money 
to ensure you’re getting the most out 
of new tech.

4) Brands shouldn’t leave experi-
ences to chance – experiences should 
be designed.

Just because User Experience (UX) 
isn’t necessarily the “duty” of the com-
munications team doesn’t mean that PR 
can’t contribute. So how can we be a 
part of it? There are many ways: provide 
great customer experience on social me-
dia no matter whether a customer is hav-
ing a great experience or not, engineer 
an influencer experience that immerses 
key audiences into your brand via an ac-
tivation or content, or utilize data to re-
fine strategy across your team. Like #2, 
keeping the consumer at the forefront of 
your planning does more benefit to your 
brand than harm.

5) Be truthful. Be engaging. Be 
proactive. Be human.

During our “Creating a win-win rela-
tionship with the media” panel, a recur-
ring theme from brand leaders from Ado-
be, Kimpton Hotels and Evite were these 
simple rules. Transparency, focusing on 
more than just engaging and being more 
than just an auto response can foster an 
emotional connection with a brand that 
has been proven to be a significant ampli-
fier when someone considers a purchase. 
Can comms drive this? Absolutely.

In essence, what’s old is new again 
in the communications industry, and 
the basic principles we were taught still 
remain: public relations is about people 
and relationships, and without this 
foundation, many comms practitioners 
fail. Once this philosophy is part of the 
equation in everything that we do, we 
can then layer on the tools and technol-
ogy to knock it out of the park. v
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