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Holistic Public Relations

University-Stakeholder Collaboration
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A9ANNAIEAFIUAUS (Post knowledge-based Capitalism)

Social Capitalism : Trusting / Caring / Sharing / Co-creation

fidi 1 i 4

® Care and Share ® P2P Prosumer

® People Governance ® System Facilitator

® Mass Collaboration ® Open Innovation and Open Sources
and P2P Sharing

® Goods for/by Everyone
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® Relational
Landscape Marketscape
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® Cyberscape + Myscape

® Economies of Reciprocity

® Empowering the People ® Creative Collaboration
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Research

by K.O. Lim
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Research

by K.O. Lim
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Engaged Higher Education
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Transform the “thinking” into “doing”
Translate the words into practice

Together we work hard

for the community and societal well being

by YuGhee Wee, Farok bin Zakaria and Wan Tik Sakinah bt. Wan Mohd Zain
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University-Stakeholder Collaboration



University-Stakeholder Collaboration
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* anuiewalasiu (Mutual Satisfaction)

o mulinslagedunaziu (Mutual Trust)

* NS ANSWILAVSES N MUAZUTNTISURRATEU (Respect Individual Right
& Social Responsibility)

* nMslpsunauselovilsuiu (Mutual Benefits)

* n3enssliTaiusEdnsIu (Commitment)

* uduRuSTIEEu (Sustainable Relationships)
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“It is not the strongest of the species that survive,
nor the most intelligent,

but one most responsive to change.”

— Charles Darwin



Adammg aml Gollahorating, not just
communicating.

New Public Relations Approac



N15USSBIFUNUSLNDNISTWRIUA:

v ¢ =
AsZUAUNAULLaznIsilagula g

N3ZUAUNAUNTSUENAN
(Scientific Approach)

® Absoluteness Orientation
® Vertical Communication

® Top-down Communication

® One-way Communication

»

N3ZUIUVIAULUUDIATIY
(Holistic Approach)

® Relational Orientation

® Horizontal Communication
® Participative Communication

® Two-way Communication



Public Relations work together with Brand Building as
there are some shifts in conversation landscape

From
= Consumer
= Org/Products

= Honesty

s Quality

» Fame

s Identity

» Function

= Ubiquity

» Communications

= Service
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People

Experience

Trust

Preference

Aspiration

Personality

Feel

Presence
Dialogue/Conversation

Relationship
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Theory of SC -- like an orchestra
producing harmony

Conductor (Senior Leader) +« Allinstruments retain their
coordinates and integrates unique sound and specialty.
the various elements of the - ~ but can communicate more
orchestrabased on the score effectively in concert

(SC Guidance and Plan)

The selection. timing. and emphasis of SC instruments help orchestrate the message to stakeholders consistent with a
desired effect or commander’s intent. The Conductor must continuously adapt the score based on stakeholder feedback.
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® Authentic Enterprise

® Sense of Community

® Stakeholder Participation, Involvement, Engagement
® Stakeholder Relationship Management

® Social Collaboration

® Stewardship

® Sustainable Development
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Holistic Public Relations for University-Stakeholder Collaboration
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Holistic Public Relations for University-Stakeholder Collaboration
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Space is where people come together,

Space is where people meet and share their talents.
Space can be anything and anywhere.

We co-create space for



Hair for Hope

http://www.youtube.com/watch?v=kOoOEIIRUhA
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Smoking Kids

http://www.youtube.com/watch?NR=1&v=-u-rhnV4l08&feature=fvwp
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Flying Book

http://www.youtube.com/watch?v=Gb5xCs3IT24

http://www.flyingbook.org/
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WINTER'S ARRIVED %’
EVERYONE'S SICK
KLEENEX HELPED THEM
FEEL 600D

p

Beck's: Sobriety Test Mobile App

http://www.youtube.com/watch?v=vp3wi2nFuzk

Feel Good by Kleenex

http://www.youtube.com/watch?v=bGFflwe4mtl

So, whenever you
have a few Beck's,

you test your
', sobriety.
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Stakeholder Relationship Management
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m Encourage broad Involvement: Welcome Interested partles
and respect thelr roles.
m Bulld relatlonships: FInd new particlipants to enrich dialogue.

® Be comprehensive: Consider every 1ssue.
m Bulld trust: Create an environment where different opinlons
are welcome.

m Be candid: Disclose agenda, assumptions, goals and boundarnes.

Relevance

m Make It relevant: Focus on Issues of greatest Importance.
® Share knowledge: Provide access to pertinent information.
= Be timely: Engage when learning can Influence decisions and actlons.

Learning

m Uncover new perspectives: Seek mutual understanding
and |dentify mutually beneficlal solutions.
m Focus on the future: Emphasize what can be done.

m Act on results: Apply learning to Improve business planning
and declsion making.
® Provide evidence: Show stakeholders how results will be used.



When to Use
Stakeholder
Engagement:

m [There is a major issue confronting
the company.

m There is sufficient overlap between the
objectives and concerns of the company
and those of the stakeholder.

m There is concern about the impact of a
company strategy or goal.

m |t is necessary to improve the company’s
knowledge of an issue.

m There is an opportunity to help shape
company strategies and goals.

m The company has sufficient control
or influence over an issue.

m The company needs to create more
options for a planned action.

m All the decisions related to an issue
have not yet been made.
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2. Prioritize |ssmes"

3. Idenkify Staksholder
Cateporias”

[. Establish Dijechves. Scope
amd Ancou ility”

2. ldentify and Ressarch
Stakshiclders"

Iﬁm.ﬂ;pll-:ahum a7 1. Hﬂwrﬁiﬁm SEkstolders:
Share bnternally® 4. Determime Engagement Mode”
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Candor

Relevance
Learning
Acti Design

1. Determine Need for Further Evaluate 1. Review Principles

Engapement

2. Conduct Initizl Oubtreach
2. Evaluabz Process and Results” 1. Estahlish Miutual Objectives
1. Perform Asswrancs
4. ldentify Tednique and Mesd for
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L. Design Emgagesmant®
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3. Conduct Emgzgement”
4. Confirm Meet Steps




Stakeholder Engagement Planning Toolkit

STEP ONE = What are our most important issues
Prepare where stakeholder engagement

might be helpful?
m What kinds of stakeholders might

be considered for engagement?

ACTION

Identify and understand the territory to be explored
through engagement with stakeholders




Stakeholder Engagement Planning Toolkit

STEP TWO = How do we set an adequate objective

Plan for engagement?

= How do we keep the engagement
within bounds?

= Who should be accountable
for engaging?

= How do we determine exactly which
stakeholders should be involved?

= What is the best mode of discussion
to have?

ACTION = How do we measure success?

Set objectives and parameters of engagement, and identity and
prioritize stakeholders with whom to engage.




Stakeholder Engagement Planning Toolkit

S TEF THREE = How and when do we extend an

DES?E” invitation to explore whether
engagement is possible?

= What objectives might we mutually
agree to for the engagement?

= What is the best way to conduct
the sessions?

= Do we need an independent third-party
facilitator?

= What logistics and rules must
be in place?

= Do we need to verify or audit

ACTION the engagement?

Co-develop engagement plan, including agenda
and logistics, to meet engagement objectives.




Stakeholder Engagement Planning Toolkit

SR HOLH = Do we have the correct background
Enga gc information, materials and training
to begin our engagement?
= What are the next steps after

the engagement?

ACTION

Successfully meet objectives through execution of engagement
plan with stakeholders.




Stakeholder Engagement Planning Toolkit

STEF FIVE = Do we need further

tvaluate engagement sessions?

= Was the engagement itself
successful based on your
predetermined criteria?

= What are the outcomes?

= Was the process helpful?

ACTION

Assess outcomes of engagement for both company and
stakeholder against specific objectives.




Stakeholder Engagement Planning Toolkit

STER SIX = How can we ensure that the

ADDW results of the engagement reach
the right internal decision makers?

= How should we inform stakeholders

about follow-up from the engage-
ment session?

ACTION

Share learning and integrate engagement outcomes
appropriately into business practices.




The Drivers of Engagement

1. Organisational objectives
 Organisation relevance, organisation aims
2. Stakeholder needs
* Accessibility of engagement, receptiveness of
engagement environment
3. Organisational-stakeholder relationships
 Maturity of relationship, organisation and
stakeholder knowledge and skills
4. Issue of dialogue
 Maturity of issue, nature of issue, context of issue,
linkage between issues



