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ENGAGEMENT:  THE  CRUCIAL  COMMUNICATION   
SUCCESS  INGREDIENT 
 
Behavior is always the credibility test for communication on issues and questions that matter, i.e., 
about victims or career-defining moments.  Affirmative action assures completion of the 
communications connection where reputation is threatened or adversely affected.  It is the sender’s 
responsibility to make certain the receiver has opportunities to anticipate, accept, or at least take in the 
messages being delivered. 
 
 Failure to include credible action steps, which brings key players together in a communication 
strategy, triggers − with virtual certainty − the prediction of, if not real trouble in, a variety of 
important scenarios. 
 
■ Virtually all mergers fail in some respect as the result of intentional or unintentional under-

communication combined with lack of action. 
■ Anti-corporate activists are successful primarily because they capitalize on the weakness of non-

communication and non-engagement by the target of their activity. 
■ Major corporate and public projects fail because those opposed unconditionally commit 

themselves to communicating and bringing life to their opposition every hour of every day of 
every week until they are successful.  In other words, their desire to defeat exceeds the 
commitment of the target to survive and succeed. 

■ Communication without action is the definition of “spin.” 
■ Communication without any intention of action is deceit. 
■ Communication that cannot be acted upon is stonewalling. 
 
 Where communication is preceded, accompanied, or followed by appropriate action, 
credibility can be established and the opportunity for trust to develop is possible.  In most cases, 
the feeling of empathy − so necessary in adverse situations − will be evident without using any 
empathetic words or language.  That’s because actions do speak louder than words.  Words are often 
very helpful, but it is what is done, acted out, or completed that assures communications success. 
 
 In a communications context, empathy, which is a crucial success ingredient, is the process of 
constructively projecting useful emotions into a situation.  Depending on the circumstance, those 
emotions can range from expressions of concern to enthusiasm and excitement.  Anger and irritation 
are generally counterproductive; often destructive or uncontrollable emotions subtract from the ability 
to effectively connect through communication. 
 
 There is a model for an effective communications strategy that addresses the five crucial 
fundamental issues that urgent situations present; victims and those directly or indirectly affected 
expect, and other inter- dependent elements.  This model is powerful because it is structured and 
delivers on the fundamental issues audiences and those directly or indirectly affected expect. 
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