Somewhere right now,
a perfectly crafted statement
is being dismantled
in the comments section
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THE SKEPTICISM ECONOMY

Saying the quiet part out loud.

Four tensions senior communicators feel but rarely articulate.

1. 2.
Visibility now increases vulnerability Audiences investigate as they receive.
Then: visibility = advantage | Now: visibility = exposure multiplier Cross-reference. Screenshot. Compare. Contextualize. Confront.

Redistribute. Consumers are investigators now.

o) 4.

Institutional trust doesn’t transfer Contradiction travels faster than

T clarification

Corporations, media, government, healthcare, leaders: none can More damaging than misinformation and outrage: contradiction.
assume acceptance. Reputation resets with the narrative. Hypocrisy, inconsistency, overpromising, selective transparency all

create disproportionate damage.
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Eight audiences. One inbox. Zero patience.
Same moment. Different agendas.

Algorithms Consumers
Employees Journalists
Creators Investors
Regulators Activists

...and the rest of the Internet.

The old brief was reach. Now, it’s about receipts.



Most narratives break themselves.

Over-promising outcomes

Data without context

Defensive-sounding language

Passive voice as a hiding place

Mistaking volume for damage
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Aspiration written as commitment.

A stat is not an argument.

The instinct to protect comes across as guilt.

If you’re hedging, you've got the wrong message.

Most viral moments don't cost. Treating each one like a crisis
does.

5/ 15



The Scrutari Lens™

Evidence Pressure Incentive Pressure Durability Pressure
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PRESSURE I | THE SCRUTARI LENS™

Evidence Pressure

Can the claim survive verification?

WHERE IT BREAKS

Audiences are trained to look for data gaps,

overclaiming, outdated research, and unsupported In the age of skepticism,
superlatives. Narratives built on aspiration instead
of proof don’t carry.

every claim becomes a citation.

CHERYL OVERTON | RAGAN CLC 7 / 15



PRESSURE Il | THE SCRUTARI LENS™

Incentive Pressure

Who benefits from this framing?

WHERE IT BREAKS

Sophisticated audiences ask: what is the company

trying to sell? Who profits from this story? What's When audiences suspect motive,
conveniently missing? Messaging that sounds more
self-serving than explanatory collapses.

credibility collapses.
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PRESSURE 11l | THE SCRUTARI LENS™

Durability Pressure

Does the narrative hold when the situation changes?

WHERE IT BREAKS

Most communications are designed for ideal
conditions. But narratives break when layoffs A narrative isn't credible
happen, when regulators step in, when a journalist
digs further, when a customer experience
contradicts the line.

if it only works on a good day.
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THE DIAGNOSTIC

Three questions to ask
before anything goes public.

()1  What would the sharpest critic with a platform ask next?

()2» What would the people closest to this story actually hear?

O 3 What viral moment could this become if pulled out of context?
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A CASE IN POINT

Scrutiny accelerates

wherever expectation exceeds evidence.

[ TBI]
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THE C-SUITE READ

Not everything uncomfortable is dangerous.

But credibility gaps always are.

DISCOMFORT NOISE RISK

What feels bad What trends What it costs

Internal pushback Viral reactions Evidence contradictions
Tough questions Social commentary Regulatory exposure
Critical opinion Short-cycle criticism Trust erosion

Awkward optics Cable hits Narrative instability

Senior communicators tell leadership which kind of bad it is. That's the value.
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THE COMMUNICATOR'S ADVANTAGE

The role has shifted.

Whether or not the org chart has caught up.

Amplifieation — Earning credibility
Messaging — Translating brand values
Vistbility-management — Holding the story up
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Run the lens

before you hit ‘send.’

EVIDENCE | Can you answer the follow-up on the record without flinching?

INCENTIVE | Would you say it this way if it didn't serve your interest?

DURABILITY | Does it work on your worst week (not just your best one)?

CHERYL OVERTON | RAGAN CLC 14 / 15



PARTING WORDS

Stop writing for the
headline.
Engineer the follow-up.
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