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Today’s
Purpose

• Help C-suite executives understand  

appreciate the strategic value of marketing, 

communications and reputation 

management

• Hone our skills as strategic counselors so 

we can earn that “seat at the table”

• Once we’re at the table, assure that we 

stay there



What We’ll
Cover

• Introductions/Level Setting

• Why We’re Not at the Table

• Looking at What We Do Through a Different Lens

• Tools for Helping Them Understand and Appreciate

• Once We’re at the Table…

• Overcoming Objections



Why Aren’t We 
Always at the Table?



What are some of the 

barriers to us being 

treated as strategic 

advisors (aka “having 

a seat at the table”)?



What Does 
“Strategic” 
Really Mean?

Helping the organization see 

around corners …

… and determining the most 

effective use of limited resources 

to get the best possible outcome.





Every
Interaction 
With a 
Client…

…is a Personal and 

Professional Brand 

Experience

• They want a resource not another responsibility

• They want to know that the right people are working on the 

project

• They want to know that time and money is being well spent

• They want to look good

• They want us to understand them and the pressures they’re 

under

• They want to be enriched and inspired

• They may be getting pushed/pressured by forces we are 

unaware of

• They may not be the final decision-maker



We Need
to Have a
Bit of 
Empathy

• We’re a small part of their daily routine

• They’re doing at least some work that they really don’t want 

to do

• Every moment they spend needs to have value – more so 

than ever before

• Most aren’t communicators or marketers or advertisers or 

creatives – but they know what they like

• Driven by personal fulfillment, professional growth and 

organization success

• Everyone is a communicator – as opposed to a doctor or 

accountant

• They’re sometimes hesitant to acknowledge what they don’t 

know



Do You 
REALLY 
Understand 
Their 
Priorities?

Raise revenue 

How much? 

What sources? 

Recurring or one-time?

Change the 

business 

model

Others?

Get a more favorable 

tax and regulatory 

environment

Change the culture 

(or keep the culture)

Make the most 

effective use of 

capital

Make the 

merger/acquisition as 

successful as possible?

Shorten sales 

cycles

Transform the 

business

Improve 

close rate

Drive 

shareholder 

value



We Need to Change 
How We Talk About 

What We Do!
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How do YOU describe 

strategic communications 

to YOUR clients/partners?



What Do You 
Notice About 
Reputation 
Contributors?

Source: Axios Harris | The Harris Poll Reputation Quotient



The 
Evolution of 
Leadership’s 
View of 
StratComm

THE BASICS:

“Say this for me...”

A LITTLE MORE EVOLVED:

“What should I say?”

A LITTLE BIT BEYOND THAT:

“How and where should I say this?”

WHERE WE WANT TO BE:

“What should I DO?”



Tools for Helping 
Them Understand



Strategic Process –
A Model for Communications



Putting it in 
Their Terms 
– What Are 
THEIR 
Strategic 
Goals?

• Customer satisfaction?

• Securing funding?

• Improving efficiency?

• Attracting talent? 

• Rolling out new initiatives?

• Achieving strategic plan goals?

• Others?

They’re all at risk if we don’t communicate 

effectively – and that’s what we contribute!



Strategic Process –
A Model for 
NON-Communicators

Business 
Objectives

Desired 
Stakeholder 

Actions

Message 
Platform

Content and 
Connectivity

Measuremen
& Evaluation

Current 
Environment



How Do You Keep Them From Skipping Steps? 



©Padilla 2019

More Time

Less Time 

Name/Logo

Theme or 

Central Idea

Core

Story

Key

Messages

Proof

Statements

Organizing
Messages



Once We’re at the 
Table, How Do We 

Stay There – Literally 
and Figuratively?



What are the 

attributes of a great 

client partnership?



What The Dog Thinks,
What The Cat Thinks…

US CLIENT

I need to be in the meeting to get 

the information to do my job

Whomever is in this meeting 

needs to be adding to the conversation

It shouldn’t matter how many people are in 

the meeting – the quality of output will be better

The more people in this meeting, 

the less efficient we’re being

My role here is to listen and gather what I need –

I’ll let others do the talking

Collaborators are contributors

Are they paying attention? Do they get it? What value am I 

getting at this exact moment? Why are they here?

Or worse:  Oh, that’s okay – they’re the “doers”



You’re Not 
Attending, 
You’re 
Participating

• You need to prepare – ahead of time!

• You need to understand your role – and play it

• It’s not about you getting what you need – it’s about the 
client getting what THEY need

• They need affirmation that YOU offer value

• Know the agenda

• Get there early, leave late

• Greet those you don’t know – with your name and your role 
(overall and at the meeting)

• Active listening – make sure people know you’re there, 
paying attention and contributing! 

• Verbally state your action items



And if 
You’re 
Running the 
Meeting…

• Prepare an agenda (ideally ahead of time)

• State objectives clearly at the start of the meeting

• Practice what you preach – request people’s participation

• Mentally organize the meeting into time blocks

• Leave at least 5 minutes at the end for “rubber”

• Facilitate and direct conversations

• Take on, and assign, action items

• THANK people for participating



Providing 
Updates 
and Sharing 
Results

• First off, “just an update” is selling short the opportunity

• Are things going well or are they going poorly?

• Do you want them to do something different or keep 

doing what they’re doing?

• Do we need to grease the rails for more budget, more 

people, more time?

• When you share information, tell them what to think

• If providing metrics, tell them whether those metrics 

are good, bad or neutral

• When delivering reports, provide an executive 

summary, especially if you know they won’t read (or 

you don’t want them to read) the report

• Write it as if it could be forwarded to others without 

editing or embellishment



For Instance

Rather Than This…

“Here’s an update on the website 

traffic and attendee numbers from 

last month’s transplant event. Let 

me know if you have questions…”

How About This?

“This report on last month’s 

transplant event shows we 

exceeded our attendee goals, but 

we may need to look at a different 

approach for web traffic. I’ll follow 

up in a few days to share some 

thoughts on next steps.”  



Overcoming 
Objections and 
Reframing the 
Conversation
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What 
Clients 
Think When 
You Say 
“No”

• You don’t “get” them or their department

• You don’t want to do it, or don’t care enough

• You don’t know how to do it

• You think you’re smarter than they are

• You have other priorities that are more important

• You’re trying to do as little work as possible

• You don’t understand the pressure they’re under



How Would 
You Handle 
This?

Situation: 

You’re supposed to deliver two different concepts for a website 

home page and two concepts for secondary pages by Monday.

Your Client: 

“I want to get the concepts to my boss on Friday and, in 

addition to the secondary pages, can you quickly draft a third 

page that links to strategic partners?”



One Way to 
Answer

“Hi, Cindy. The schedule says that we would deliver those to 

you on Monday, and we’re really busy so we won’t be able to 

get them to you early.

To add the third page, we’ll need a change order because that 

goes outside the original scope of work we provided to our 

design vendor, and we’ll have to get that to you later because 

as I said, we’re pretty busy right now. Besides that, you told us 

you only had budget for the primary and secondary pages, so 

we don’t have the money to do the third page.”

Why will Cindy’s next call be to

your boss (or hers)?



Saying No 
While 
Saying 
Yes…

• ALWAYS acknowledge their request + the significance of it

• Take the time to understand where they’re coming from/why 

they need what they need

• BEFORE you let them know the challenges or give an 

alternative, affirm that you have the ability/capability to fulfill 

the request

• In some cases, you may want to do it and then also show 

them the alternative – especially if the alternative is better

• Let them know that there are extenuating factors

• Give them alternatives and choices

• Confirm what you’ve decided – in writing



An 
Alternative?

“Hi, Cindy. Happy to help however I can. The original deadline 

was Monday, and we were planning to use Friday and the 

weekend to make sure that we delivered something we felt 

good about. What’s causing the change to the deadline?

We CAN deliver the two designs on Friday, but don’t 

necessarily feel that it would be our best work. Here are a 

couple of options…

As for the third page, it makes sense to include it – but so that 

we can focus on getting those concepts where we need them 

to be, could we possibly hold off on that third page and do it 

when we have the final concept?”



Presenting 
Strategic 
Options

• “What do you want to do?” is the communications equivalent 

of “May I take your order?” at a fast food joint

• Start by confirming the goal/problem/question at hand

• Present all of the potential options

• Show the pros, cons, AND IMPLICATIONS of each

• Recommend what you see as the best course of action

• Ask yourself “what will happen if they choose Option 2?”



If You Know 
You’re Right, 
Try Another Door

• Personal – we should do this because it 

will help you personally

• Stakeholder – we should do this 

because it’s good for your stakeholders

• Company – we should do this because 

it’s best for your company



Some 
Things To 
Think 
About…

• One thing that you might do differently as a result of today.

• What’s one piece of advice you’d give to a colleague based 

on what you heard today?

• Pick something on your bucket list and ask yourself why you 

haven’t done it yet

• Then go do it!



Thank you!

Contact: Matt Kucharski, President

Matt.Kucharski@PadillaCo.com
1 612 455 1700

PadillaCo.com


