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SELECTIVE  ENGAGEMENT:   A  POWERFUL  STRATEGY  FOR  
MANAGING  YOUR  COMMUNICATIONS  DESTINY 
 
Selective engagement is a mindset.  It’s a communication strategy stressing focus, control, and 
patterns of action that target the most appropriate audiences and constituencies in the most useful 
and appropriate ways (from their perspectives).  In a novel way it controls the access of those who 
anoint themselves as arbitrators, detractors, critics, or saviors. 
 

You choose when and with whom you communicate.  So long as your intentions, behaviors, 
and expectations are honorable, you can take and maintain control of your own communication 
environment.  Selective engagement means the process you choose should be based on the outcomes 
you seek to achieve coupled with the expectations and the best interests of the audiences and 
constituencies you intend to affect.  The strategy is to engage, but on your own terms. 
 
 
THE PRINCIPLES OF SELECTIVE ENGAGEMENT 
 
1. Act to control, to contain, and to manage your own communication. 
 
Most communication and reputation problems start locally and can best be addressed locally, at least 
at first.  The scope of coverage is a strategic decision that you and your client control until you let it 
get out of control.  Part of the art here, of course, is to recognize when a story is national or 
international by nature, or when a story is simply much larger than its location.  The strategy is to 
keep the visibility as close to the site of the problem as possible.  Victims are there; employees are 
there.  Manage so that the story can stay there. 
 
2. Always let opponents and critics speak for themselves.  (Avoid media goading to comment.) 
 
Critics need your aggressively negative, defensive responses to generate the energy necessary to 
keep their ideas in the news.  You have absolutely no obligation to respond to anything said by any 
critic, opponent, or antagonist.  Quite often, if left to their own devices, critics, opponents, and 
antagonists will say and do things that reflect just how unfounded, goofy, or invalid their criticisms 
tend to be. Their over-the-top behavior invalidates their positions.  Avoid needless rebuttal, 
commentary, or response.  Shut up. 
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