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Defining Goals and Objectives

• What’s the Plan?

• You have to have a plan and you have to work the 
plan 

• And, always remember – what’s internal is 
external and what’s external is internal

• You have to communicate again, and again and 
again

• Communicate a lot - Get someone to help 
you

• Build measurement into the plan!



Defining Goals and Objectives

• Parts of the Plan

•Who

•How

•What
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Defining Goals and Objectives

• Know your audiences – who do you want to reach?

• UAW

• Employees

• Retirees

• Customers

• Dealers

• Suppliers

• Government/Influencers

• Others



Defining Goals and Objectives

• Mediums – how to get to those groups

•Social Media

•Traditional Outlets

•Broadcast

•Non-traditional

• Internal mechanisms

•Dealer mechanisms

•Retirees

•Web



Defining Goals and Objectives

• Have a Plan – what tools do you have to use?

• External Tools:  Press releases, FAQ’s, Media 

Interviews, etc

• Internal tools:  emails, Socrates, broadcasts, 
employee surveys, focus groups, hourly surveys

• Know who’s going to do what?  Make assignments

• Social Media outreach, Broadcast, Traditional, Non-
traditional, Radio etc…



Defining Goals and Objectives
Examples of Tools:  Press release, FAQ’s



Defining Goals and Objectives
Media Interview Schedules



• Tools:  Broadcast

•Which execs with which media

•What level of access, locations

•Pitching stories – what people do you have 
to tell the stories (personalization)

Defining Goals and Objectives



Defining Goals and Objectives

• Tools - Social media

• Create extended Social Media team to support 
specific communication efforts

• Live “Tweeting” during events like executive broadcast 
interviews, sales call, press conferences etc 

• Rapid Response engagement via Twitter, Facebook, 
YouTube and influential blogs 

• Fastlane posts from Fritz Henderson

• Live chats with R Young (Twitter) and F Henderson 
(Fastlane)

• NPR Planet Money Podcast with Ray Young

• Strategic syndication of RE:Invention assets –
videos received huge views



Defining Goals and Objectives

Tools – Internal



Defining Goals and Objectives
Tools – Internal 



Defining Goals and Objectives

• How are you going to measure the plan?

•What is success?  

•Key message penetration and counsel 
during event and post event

•What tools do you have to use? 

•Precis cubed tool, Precis net
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Defining Goals and Objectives

• Media Analysis – Bankruptcy Example

• Daily Media Reports

• Highlights of top media headlines

• Dashboard of online coverage

• Onsite monitoring week of June 1 – identify trends, key 

message penetration, etc.

• Analysis provided feedback to leaders on key message 

penetration and direction on outlets/publications setting 

tone/direction 
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Online Media Summary – 23May09 thru 5June09                      What it looks like!

• Emerging coverage is executive testimony regarding dealership closings and other filing issues

Overall GM tone  more positive

Largest theme is around executive testimony on dealerships

Bankruptcy Tone  slightly more negative

The below are 7 day totals and averages.  Since June 1, trends have been down (up due to inflation from June 1st). See 

next page for trends.
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Online Media Summary – 23May09 thru 5June09
- While the arrows along the bottom of the prior page are trending up, it is because it is a 7-day 

average

- As shown below, tone has remained fairly steady since the filing but other measures are trending 

down
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Trend Results 

Source:  Nielson BlogPulse Tool



Defining Goals and Objectives

• In summary

•Plan your plan

•Work your plan

•Measure your plan

•Use your measurement to improve your next 
plan!


