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EDITORIAL

Will Trump allies turn on President, GOP?

T
he U.S. Chamber of Commerce in late July released a study showing that the U.S. man-
ufacturing sector requires a $27 billion bailout from the Trump administration to com-
pensate for some of its anticipated losses from his toxic tariff policy.

The $27 billion is the relative level of financial aid equal to the $12 billion emergency relief 
program that the White House proposed for farmers in July, who will face big financial losses 
due to the President’s unilateral decision to launch a trade war.

Neil Bradley, the Chamber of Commerce’s Executive VP and Chief Policy Officer, noted that 
manufacturers — like farmers — want trade, not bailouts.

He chided Team Trump, writing: “The best way to protect American industries from the 
damaging consequences of a trade war is to avoid entering into a trade war in the first place.”

To Bradley, the administration should be working on expanding free trade and removing 
its harmful tariffs, “not allocating taxpayers’ money to only marginally ease the suffering for 
some of the industries feeling the pain of the trade war.”

The CoC’s report follows a rare on-the-record interview on July 29 with Charles Koch, the 
bete noire of the left-wing, in which he warned Trump’s trade war could plunge the economy 
into a recession. [Charles, 82, has stepped into the Koch Brothers spotlight following the re-
tirement due to failing health of his 78-year-old brother, David. His 41-year-old son, Chase, is 
being groomed as heir apparent]

Protectionism is very detrimental, said Koch at a meeting of the Seminar Network in Colo-
rado Springs, adding that prosperous nations don’t get involved in trade wars.

The Koch Industries head is tired of shelling out money for Republicans who become soft on 
free-trade once they win elections, according to a report in Time.

Koch said he looks forward to working with Democrats in the event that they score big in 
the mid-term elections. “I don’t care what initials are in front or after somebody’s name,” said 
Koch.

What are the chances that Trump will listen to either the Chamber of Commerce or Koch?
How simple life must be in the black and white world of Donald Trump, who has blissfully 

launched a trade war with the rest of the world without a care about its impact. He expects 
China, Canada, Mexico and the EU to simply roll over.

The tweeter-in-chief tapped this gem on July 24: “Tariffs are the greatest! Either a country 
which has treated the United States unfairly on Trade negotiates a fair deal, or it gets hit with 
Tariffs. It’s as simple as that — and everybody’s talking! Remember, we are the ‘piggy bank’ 
that’s being robbed. All will be Great!”

The President is apparently clueless that his trade war will translate into higher prices for 
American consumers and loss of jobs.

Or as George Mason University economics professor Donald Bourdreaux puts it: Trump’s 
trade war is economic suicide.

In a July 24 opinion piece posted on foxnews.com, Boudreaux wrote that tariffs aren’t a one-
way street, as trading partners will hit back with their own taxes on US exports. 

The US economy depends on trade. Boudreaux notes that exports support 10 million U.S. 
jobs, while imports support another 16 million and “every one of us has a life that’s full of items 
manufactured abroad.”  China has announced retaliatory tariffs on more than 100 products 
and has threatened to stop purchasing American oil and natural gas. The EU, Canada and 
Mexico have unveiled their own tariffs on US goods.

Trump remains unruffled. He’s rejected pleas from Farm Belt Republican Senators to call off 
the tariff plan. They fear a Depression-era crisis will soon sweep the heartland.

Nebraska’s Ben Sasse quickly condemned Trump’s bailout: “This trade war is cutting the legs 
out from under farmers and the White House’s ‘plan’ is to spend $12 billion on gold crutches,” 
he said. “This administration’s tariffs and bailouts aren’t going to make America great again, 
they’re just going to make it 1929 again.”

Trump’s advisors better tell him what happened in 1929 and throughout the 1930s. 

—Kevin McCauley
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Consumers apprehensive about AI
REPORT

P
eople view Artificial Intelligence as 
an exciting frontier that could solve 
many of today’s problems, but remain 

wary of a potentially job-eliminating tech-
nology they admit they don’t know much 
about, according to a new report released 
by FleishmanHillard that gauged the pub-
lic’s sentiment of AI.

AI has become a hot topic in recent years, 
but the Omnicom unit’s report, titled “Ar-
tificial Intelligence & Communications, 
The Fads. The Fears. The Future,” suggests 
that many still lack a full understanding of 
what AI is and are looking to experts to ed-
ucate them on the technology and the role 
it plays in society.

On one hand, the report found that near-
ly half of the global respondents polled 
(49 percent) believe AI is an exhilarating 
topic that will change our lives and jobs 
for the better, and nearly the same number 
(45 percent) said they believe the positive 
potential aspects of AI outweigh the neg-
atives.

On the other hand, more than a quar-

Artificial Intelligence has become a hot topic in recent years, but a recent report suggests that many 
still lack a full understanding of what AI is and are looking to experts to educate them on the technology 
and the role it plays in society.

By Jon Gingerich

ter of respondents (26 percent) admit they 
have a poor understanding of what AI is or 
have no understanding of it at all, and only 
a third (31 percent) said they’d personally 
witnessed the benefits of automation.

This lack of education appears to have 
tempered the public’s expectations about 
what AI means and how it will affect busi-
nesses and industries in the future. More 
than half of respondents (56 percent) be-
lieve AI requires more regulation and re-
strictions than what are in place now.

Not surprisingly, positive sentiment of 
AI seems to correlate with those who use 
the technology the most, and those users 
tend to skew young. More than 80 percent 
of  respondents ages 18 to 44 said they use 
AI on a daily basis. By contrast, less than 
a third of respondents aged 45 and over 
reported using AI on even a weekly ba-
sis. Those between the ages of 25 and 34 
 responded most positively about the po-
tential benefits of AI, while those between 
the ages of 55 and 64 were the most pessi-
mistic.

More than half (53 percent) of respon-
dents said they believe that educating the 
public regarding the role AI plays in society 
must improve. And nearly two-thirds (61 
percent) said they believe the responsibil-
ity for doing so should be shared between 
key stakeholders in business, government 
and academia.

When asked to name which sectors they 
think would be most disrupted by AI over 
the next five years, respondents cited com-
munications (81 percent), healthcare (74 
percent), consumer technology (72 per-
cent) and social media and networking (61 
percent).

Slightly more than half of respondents 
(51 percent) reported using AI technolo-
gies on at least a monthly basis.

Research conducted at the University of 
Florida’s College of Journalism and Com-
munications, which was recently published 
in Digital Journalism, also found that read-
ers perceive news written by algorithms to 
be less credible than content written by a 
person. 
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M
illennials make consumer choic-
es that reflect their personal val-
ues, and generally expect more 

than older generations when it comes to a 
brand’s stance on political and social issues.

According to a recent report by digital 
politics and policy outlet The Morning 
Consult, those choices offer a clear indica-
tion of how brands should navigate social 
and political issues if they want to win favor 
among this coveted demographic.

The report polled thousands of U.S. 
adults between the ages of 18 and 29 and 
asked them to rank nearly two-dozen dif-
ferent values — including integrity, spiritu-
ality and compassion, among others — to 
determine how much importance Millen-
nials place on each variable in their person-
al lives

Millennials’ most prized value, accord-
ing to the report, is honesty (77 percent), 
followed by reliability and helping fami-
ly (both 74 percent) and compassion and 
commitment (both 72 percent).

The report found that Millennials care 
more about helping people of the world 
than older generations (52 percent, versus 
43 percent of Gen Xers and 37 percent of 
Baby Boomers) and place less empha-
sis than their counterparts on the need to 
respect authority (47 percent, versus 55 
percent for Gen Xers and 63 percent for 
Boomers).

These values have an undeniable effect on 
Millennials’ choices when it comes to pay-
ing for goods and services. For example, 
only 25 percent said they’d buy something 
from a company that enacted labor practic-
es they didn’t approve of, and nearly a third 
(29 percent) said they won’t buy goods or 
services from companies if they knew those 
companies had political positions different 
from their own.

By contrast, more than half (51 percent) 
of Millennials polled said their opinion of 
a company is improved when they discover 
that company pays its employees well, and 
40 percent said the same about a company 
that was known as a place where people 
liked to work.

While the Morning Consult report 
suggests that Millennials are more glob-
ally conscious than older consumers, it 
also found the average Millennial doesn’t 

seem to pay close particularly attention to 
brands’ politics.

Only 15 percent said they pay “a great 
deal of attention” to ethical and political 
matters relating to the companies they buy 
goods and services from, and less than a 
quarter (24 percent) said they’ve boycotted 
a company in the last year. Of that group 
that admitting participating in boycotts, 
only 26 percent said their actions were po-
litically-motivated.

Some social issues also take clear prece-
dence over others. While Millennials are 
generally likely to track “liberal” issues like 
abortion and gun control, other issues re-
main more or less off the radar. For exam-
ple, Millennials are far less likely than old-
er generations to care whether a company 
manufactures its goods in America: fewer 
than four in ten Millennials (39 percent) 
said they’d like a company more if they 
knew its products were “American Made,” 
compared to 58 percent of Boomers.

Millennials’ most beloved 10 brands in 
terms of net favorability — drawn from a 
prospective list of about 1,900 brand names 
— are as follows: YouTube (82 percent); 
Google (81 percent); Netflix (80 percent); 
Amazon (74 percent); Sony (72 percent); 
Pixar and Hershey (tie at 71 percent); UPS 
(69 percent) and Dollar Tree (tie at 69 per-
cent) and Colgate (68 percent). 

‘Liberal’ social issues build
brand loyalty among Millennials

Media news brief

Ad market gained 5% in Q2

The national advertising market grew five percent 
during 2018’s second quarter compared to the same 
period last year, according to national advertising rev-
enue data released by Standard Media Index.

A strong uptick in the digital market was behind 
these gains, which saw a 12 percent year-over-year 
surge, followed by the out-of-home advertising mar-
ket, at nine percent. Other platforms revealed lacklus-
ter performances: both national TV and radio dipped by 
one percent, and print fell by an abysmal 22 percent.

Overall, national TV ad revenue declined in Q2, but 
cable news was an outlier, with the five cable net-
works—FOX News, CNN, MSNBC, CNBC and HLN —
reporting combined 16 percent year-over-year growth. 

Broadcast news, meanwhile, reported Q2 losses of 
six percent, and has lost revenue every month so far 
this year, according to the SMI report.

When it comes to advertiser categories across all 
platforms, the telecommunications industry was the 
biggest spender in Q2, followed by autos, prescription 
pharmaceuticals, quick serve restaurants and special-
ty retailers.

Millennials’ personal values have an big effect on the choices they 
make when paying for goods and services, but few pay attention 
to the ethical and political issues surrounding the companies they 
support, according to a new report.

By Jon Gingerich
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A ‘P.E.S.O’ for your thoughts

I
t’s safe to say that professional services 
marketing and communications has a 
reputation for being behind the times. 

There are many reasons for this, but some of 
the most common are usually budget con-
straints and personalities that are generally 
risk adverse, especially when it comes to in-
vesting in marketing.

For years, the centerpiece of a lot of pro-
fessional services PR programs was media 
relations. These provided business execu-
tives with tangible results they could see 
when their comments were included in a 
story or when their bylined article ran in 
a key trade publication. They would hear 
from their friends who saw them in the pa-
per, they would put hard copies of the arti-
cles in their new business folders for pitch-
es, they would share them around via email 
and frame them in their offices. 

It’s been a slow push, but recently PR pro-
fessionals have had luck with getting profes-
sional services firms to adopt some social 
media best practices, invest in more dy-
namic websites and e-newsletters and even 
getting them to say no to buying a table at 
a dinner where no one from the company 
shows up.

Even though progress has been made, 
professional services marketing can still 
feel very disconnected and siloed. As 2018 
winds down and planning for 2019 starts, 
there is one concept that all marketing and 
communications professionals should be 
putting as the centerpiece for their strate-
gies: the P.E.S.O model. 

The PESO model provides professional 
services firms with a fully integrated mar-
keting approach that surrounds target au-
diences with multiple touch points while 
breaking down the tactics silos that have 
been prevalent for many years. Equally im-
portant, this model helps ensure key mes-
sage consistency across all communications.

While integration is not necessarily a 
new concept, P.E.S.O has started to become 
more popular for marketers in professional 
services. In fact, earlier this year at the Le-
gal Marketing Association’s national con-
ference, it was mentioned during several of 
the breakout sessions and it has become in-
creasingly used at PR agencies that are find-
ing this to be a more robust and strategic 
way to service professional services account.

To fully understand the P.E.S.O model, 
let’s start with a breakdown of the acro-
nym. Paid: advertising (digital and tradi-
tional), sponsorships. Earned: news media 
stories, coverage, bylined articles, op-eds, 

etc. Shared: social media. Owned: website, 
newsletters, speaking engagements and 
awards programs.

It’s likely that most professional services 
firms, especially the larger, more sophisti-
cated ones, are using all of the tactics above 
in one way or another. But, are they using 
them to complement each other or are they 
disconnected? 

Here are three reasons you should be uti-
lizing the PESO model for your professional 
services marketing programs:

More bang for your buck 
With business professionals already 

strapped for time, getting them to partici-
pate in a PR program can sometimes be a 
challenge because they want to make sure 
their time is being well spent. But with the 
PESO model, just one piece of effort can 
turn into multiple types of content useable 
across all marketing platforms. For example, 
if an executive drafts a bylined article for an 
earned media placement, that same article 
can then be used for a LinkedIn blog post, 
website and bio updates, video and e-blast. 
Additionally, you can draft social media 
posts promoting the piece of content and 
even use the media placement for native ad-
vertising. All of these results join together to 
form one cohesive marketing push and it all 
came from just one unique piece of content. 
Likewise, because marketing budgets tend 
to be smaller for professional services firms 
than for bigger consumer companies, it be-
comes even more important that any invest-
ment be stretched as wide as possible. The 
PESO model helps make this happen and 
whether you are an in-house marketer or 
work in an agency, smart and strategic plan-
ning about how to utilize your resources 
will bring greater returns and buy-in from 
your executive teams.

Measurement and ROI 
One of the biggest bits of feedback often 

heard in professional services marketing 
is how can we measure the PR investment 
and ROI in terms of new business. Con-
sidering the days of measuring advertising 
equivalency are long gone (hopefully), in 
some cases measurement can be an ongo-
ing challenge. Sure, you can measure key 
message penetration or share of voice, but 
those don’t speak to the bottom line, which 
is exactly what professional service firms are 
most interested in. We all know that data has 
become the cornerstone of nearly all busi-
nesses and the PESO model really provides 
some valuable key learnings specific to ana-
lytics. Since a lot of the components are sup-

ported through digital marketing, measure-
ment can be a lot easier and more strategic. 
For instance, if your KPIs are focusing on 
driving people back to your website so you 
can capture their information and remar-
ket them, digital marketing tactics provide 
great opportunities to accomplish this and 
measure your efforts through open rates on 
e-blasts, time spent on site pages, form fills 
and content downloads. These insights also 
provide a chance to evaluate the content 
you are creating to determine which types 
and topics are most ef-
fective with your target 
audiences and which 
ones aren’t worth the 
time investment. This 
level of detail can pro-
vide internal marketing 
teams with the ammuni-
tion they need to justify 
their budget spends and 
also potentially manage 
the personalities of executive management 
teams who may deem some things more im-
portant than others despite not having the 
analytics to back it up. 

Smart strategy lets you say “no” 
Marketers in professional services know 

that it can be sometimes difficult to stay the 
course, especially when you are handling 
the demands of a lot of business profession-
als with differing interests. Whether you’re 
in-house or with an agency, there are times 
when you are approached about paying for 
something or participating in something 
that doesn’t align with your firm’s overall 
marketing goals. Since the PESO model 
provides a clear and cohesive marketing 
strategy, it also makes it a lot easier for 
marketers to be empowered and say no to 
executive demands and recommendations. 
Again, with the idea being that the PESO 
model means utilizing an integrated mar-
keting strategy that requires a commitment 
of resources, anything that sits outside of 
this strategy may not be the best use of the 
firm’s budget and time, which can be a great 
excuse to keep people focused on the tasks 
at hand. 

Professional services marketing and com-
munications have come a long way, but as 
budget accountability and business results 
become even more important, integration 
is a key component that should be utilized 
in building out any strategy and program. 
Marketers would be naïve to think the PESO 
model doesn’t require more investment of 
both budget and time to execute the tactics, 
but the payoff can be substantial when done 
correctly and with the right partners.

Josh Merkin is Vice President and Partner 
of rbb Communications. 

Three reasons why integrated marketing for professional services 
firms is money in the bank.

By Josh Merkin

Josh Merkin
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N
o longer digital laggards, financial 
services companies have made great 
strides in the last few years using on-

line, social and mobile communications to 
get their messages out, raise awareness and 
reach new audiences. The bigger challenge 
moving ahead is how financial services or-
ganizations — both public and private — 
incorporate new digital content channels 
into their overall corporate marketing strat-
egy, supported by an integrated approach.  

Making the transition to a digital-first 
marketing strategy requires a focused, stra-
tegic effort. For some it means parting with 
to-date approaches, and making the tran-
sition typically comes with higher ROI ex-
pectations. But it also requires strong lines 
of defense against what’s expected to be an 
increase in brand exposure and reputational 
risk. Bottom line: In order to succeed in a 
post-digital age, financial services organi-
zations must wed their online communica-
tions to strong content, data analytics with 
more sophistication, and enhanced custom-
er targeting in an approach that transcends 
functional areas within the company.

While progress has been made, there are 
still miles to go. According to the “2018 
Digital Trends in Financial Services” report, 
only 37 percent of financial and insurance 
companies describe targeting and person-
alization as a “top-three” priority for 2018. 
This indicates there are still a number of 
companies unsure about how to apply and 
leverage these tools.

The report also found that 28 percent of 
financial services and insurance organiza-
tions rank optimizing the customer experi-
ence (how to target, via what channel, with 
what type of content) as the “single most 
exciting opportunity” in 2018, compared 
to 18 percent of their peers across all other 
sectors.

However, content marketing — a supply 
of originally produced content regularly dis-
tributed via multiple channels — is essential 
for optimizing the experience along the cus-
tomer journey and therein lies a disconnect: 
Financial and insurance companies are less 
inclined than other business sectors to cite 
the creation of compelling content for dig-
ital experiences as the top opportunity this 
year (seven percent vs. 15 percent).

This has to change if financial services and 
insurance companies want to align their 
overall communications efforts to the top 
and bottom lines, under a digital-first ap-
proach.  

Tall order
Moving the business — including its cor-

porate culture — to a digital-first strategy 
with content marketing at its core presents 
significant challenges for C-suite executives 
and boards of directors. While there are 
many ways to steer a successful digital-first 
strategy, a one-size-fits-all approach does 
not apply. At the same time, certain steps 
are essential without which the transition to 
digital-first is prone to fail. Here are several 
ways to get started:

Adapt new technologies to support the 
digital-first strategy, cross-functional learn-
ing and, perhaps most important, busting 
the silos among sales, marketing/PR, IR, 
research, product development, IT, compli-
ance/legal and risk management.

Leverage data analytics. Ideally, data an-
alytics lies at the core of digital marketing 
communications, and at the intersection of 
aforementioned core competencies within 
the organization. This lets financial services 
companies invest in those content market-
ing channels that most effectively reach and 
speak to their customers, and help position 
their products, services and value proposi-
tion — with an opportunity to fine-tune and 
optimize the corporate strategy over time.

Conduct research and analysis to gauge 
how the demographics of the firm’s audi-
ences have changed or are changing. This 
is a first and crucial step that, surprisingly, 
many companies tend to overlook or don’t 
emphasize enough. Likewise, it is crucial 
that financial services companies determine 
how their various customers like to receive 
information, and through which channels 
they prefer to communicate.

If they haven’t already, financial services 
organizations have to recruit or draw on 
nontraditional talent, including digital con-
tent strategists and senior data analysts, to 
spur and maintain real change. These new 
hires ought to have a seat at the table so they 
can act as “translators” between C-suite 
executives and managers on the front line 
shaping, executing and measuring corpo-
rate marketing strategy. Often times, com-
panies seek to further augment in-house 
capabilities by partnering with agencies that 
bring a relevant track record and expertise.

While some companies may feel pressure 
to move quickly away from traditional me-
dia and marketing channels and toward dig-
ital, mobile and social platforms, a gradual 
(yet integrated) approach to implementing a 
digital-first marketing strategy will typically 

work best.  
Managers will need to determine how 

a digital-first approach can enhance their 
business and bolster the company’s expo-
sure with their stakeholders. Making the 
transition involves adequately hedging for 
potential reputational 
vulnerabilities, upgrad-
ing contingency plans, 
adding and training staff 
and establishing com-
panywide best practices 
regarding the use of dig-
ital, social and mobile 
channels, particularly in 
relation to regulations.

Keen insights
Agency partners of-

ten play a significant role helping financial 
services firms navigate a rapidly changing 
media landscape. They bring an outside 
perspective to the table regarding the po-
tential benefits and pitfalls of broader mar-
ket exposure. They also provide invaluable 
experience and insight by showing what has 
worked (or not) for other financial services 
organizations aligning new content chan-
nels with their overall business.

Agencies can be tapped for sharing a 
360-degree view of what kind of content 
— and which distribution channels — will 
be most effective for growing existing and 
new customer bases and distinguishing 
the financial services brand vis-à-vis com-
petitors. Wrapped around these benefits is 
guidance for how to reconfigure budgets to 
support new content distribution strategies, 
in support of corporate business objectives.

With industry regulations and oversight 
still evolving in terms of social media and 
other new technologies, financial services 
firms face vulnerabilities and challenges.

New digital-first corporate marketing 
strategies need to be tested and, if needed, 
tweaked and fine-tuned. Financial services 
firms shouldn’t get too far ahead of the mar-
ketplace. While “early adopters” may think 
they’re ahead of the game, there are many 
examples of how industry regulations can 
lag behind the adaptation of new technol-
ogies, potentially to the detriment of the 
company and/or the customers it serves.  

Engaging new digital content channels 
and technology requires a judicious ap-
proach to devising effective, integrated mar-
keting communications strategies in sup-
port of corporate objectives. With changes 
in the digital landscape accelerating at a 
rapid clip, financial services companies have 
more work to do.

Katrin Lieberwirth is a Senior VP at Stan-
ton. 

Financial services companies grapple with moving their business 
and corporate culture to a digital-first strategy.

By Katrin Lieberwirth

Katrin Lieberwirth

Brand-new currency 
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N
ews-writing software that can report 
current events in real time, with little 
or no human intervention, has obvi-

ous appeal to media companies and news-
rooms, and it’s time for the public relations 
field to take seriously the eventual impact 
artificial intelligence systems will have on 
the practice of media relations.

This effect is most obvious in financial re-
porting, and as the founders of a fast-grow-
ing financial communications agency, my 
co-founders and I’ve studied these devel-
opments with interest ever since we opened 
Vested in 2015. 

This situation is far more nuanced than 
worrying that the robots are coming for all 
of the PR jobs, or that artificial intelligence 
applications will eventually replace the 
need that clients have for consultants. These 
dire predictions are not grounded in reality. 

For practitioners, the real threat is failing 
to recognize these changes and evolve. 

First, it’s important to establish what ex-
actly is happening. In 2013, the Washington 
Post began experimenting with an artificial 
intelligence system that could generate ex-
planatory articles around structured data. 
Up until that point, there were a handful of 
platforms that could generate bare-bones 
articles on one-dimensional, newsworthy 
matters that revolved around data, say, the 
box score of a baseball game, or whether a 
company hit its earnings target. The Post, 
which at the time had just been purchased 
by Amazon Founder Jeff Bezos, wanted to 
test the boundaries of this kind of automat-
ed reporting.

Instead of investing in deeply reported, 
long-lead journalism, which is expensive, 
Bezos saw an opening to grow the Post’s 
audience by using bots to quickly produce 
large quantities of stories that appealed to 
smaller groups or regions. Heliograf, the 
Post’s AI technology for reporting, debuted 
in 2016 by spitting out around 300 short 
stories and briefs on the Rio Olympics as a 
trial run of sorts. 

Later that year, its developers found out 
how to apply a stronger editorial voice to 
other data-heavy news events, such as the 
2016 elections and regional sporting events. 
That’s when things got interesting. 

The 500 articles that Heliograf wrote 
about the 2016 elections produced 500,000 

clicks, according to Digiday. “Not a ton in 
the scheme of things, but most of these 
were stories the Post wasn’t going to dedi-
cate staff to anyway,” the publication wrote. 
“For the 2012 election, for example, the 
Post did just 15 percent of [the clicks] it 
generated in 2016.”

Across the media industry, the consensus 
opinion is that Heliograf was and is a re-
sounding success, and that using AI in this 
way helps newsrooms dedicate more time 
and energy to the kind of gumshoe, long-
lead reporting that society depends on but 
which cannot be fully outsourced to ma-
chines. 

This is good for society and good for 
the business models of media companies. 
AI-powered journalism is here to stay. 

Now, in 2018, using bots to power finan-
cial reporting is no longer the exception; 
it’s the rule. There’s some element of auto-
mation and machine assistance in at least a 
third of the thousands of stories and head-
lines that Bloomberg News publishes every 
week, according to the company. Reuters 
recently made a big push into AI-powered 
journalism with Lynx Insight, a tool that 
can analyze large sets of data to suggest 
stories and write key parts of them for the 
newswire’s journalists. 

Moving forward, “[n]ews is likely to get 
shorter, quicker, and more graphical,” wrote 
Bloomberg News Editor-in-Chief John 
Micklethwait.

This is what should strike fear in the 
hearts and minds of public relations firms 
that sell media relations as a core service. 
Journalists are simply more likely to value 
objective facts that AI-powered platforms 
can flag over subjective claims from publi-
cists who spend most of their time trying 
to wedge clients into the news. Lynx also 
points Reuters’ journalists to the sources 
who were quoted in previous stories that 
relate to stories it suggests, further replac-
ing the conduct that many media relations 
practitioners claim make them indispens-
able. 

Professionals who practice in the finan-
cial services vertical are especially vulner-
able to being made redundant by this kind 
of automation because finance is a sector 
that features a great deal of structured data. 
Markets gyrate, stock prices fluctuate and 

earnings come out during the same few 
weeks every quarter. These are all newswor-
thy events based on hard numbers that bots 
can make sense of in a few milliseconds.

Structured data is also disrupting the 
practice of media relations in other indus-
try verticals. Sports features a similar sta-
tistical data structure as 
does finance, and the 
appetite for real-time 
reporting of sporting 
events is similar to the 
demand for real-time 
reporting of earnings 
announcements and 
other planned finan-
cial events. Politics 
has a similar dynam-
ic around elections, al-
though the process of structuring the data 
is different.

So, since financial stories are increasingly 
being reported by machines, and since fi-
nancial journalists are turning away from 
media relations practitioners in favor of 
bots, what roles will continue to exist for 
traditional public relations service provid-
ers and in-house teams?

There isn’t a single answer, but rather, sev-
eral possibilities. 

The most obvious is that raw media re-
lations will lessen in importance, and be-
ing integrated will become an imperative. 
Firms are already subordinating media 
relations for a different reason — the de-
clining volume of reporters to pitch and the 
massive increase in public relations practi-
tioners has created incredible competition 
for journalists’ attention — and the rise of 
AI-driven reporting will accelerate this. 

Adjacent to this is the mandate for mod-
ern practitioners to use software applica-
tions to increase their own efficiency, or 
that of their firms or teams. Firms that use 
tiered billing rates, where administration 
and client management is billed at a lower 
rate when compared to strategic work, have 
already signaled an appetite to rely less on 
downmarket activity. The next step is auto-
mating it away. 

The bottom line is that earned media will 
remain important, but as a smaller piece of

AI-powered journalism means change for financial PR

Dan Simon

The rise of artificial intelligence-driven applications in newsrooms has presented an uncertain future 
for public relations firms that sell media relations as a core service, particularly for professionals who 
practice in the finance world, where reporting developed by automation platforms has gained noted 
traction in recent years.

By Dan Simon

_ Continued on next page 
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R firms accounting for between $10 
and $25 million in net revenues re-
ported higher profitability than agen-

cies of larger or smaller size, according to 
an annual survey conducted by merger and 
acquisition consultancy Gould+Partners.

Gould+Partners’ 2018 Best Practices 
Benchmarking Report, which analyzes key 
factors affecting PR firm profitability, found 
that average profitability of U.S. PR agencies 
in 2017 was 18 percent of their net reve-
nues, up from the 15.2 percent reported in 
Gould+Partners’ survey last year but still 
below the minimum 20 percent profitabil-
ity that Gould+Partners managing part-
ner Rick Gould recommended as a goal for 
firms aiming to maintain maximum value 

while investing in infrastructure, quality 
staff and digital capabilities.

The survey’s findings suggested that or-
ganic growth last year remained particular-
ly flat at larger firms: PR agencies in excess 
of $25 million in revenue netted only 14.7 
percent profitability,  while firms boasting 
between $10 million and $25 million net-
ted a healthy 20.9 percent profitability. By 
contrast, firms accounting for between $3 
million and $10 million netted 17.3 percent 
profitability, and firms with under $3 mil-
lion in revenue netted 18.9 percent.

Gould told  O’Dwyer’s  that this “growth 
gridlock” that appears salient for firms in 
the under-$10 million and over-$25 million 
categories suggested that a “sweet spot” for 
maximum profitability appeared to exist 
most often among firms bringing in be-

tween $10 and $25 million in net revenues.
Gould said this group also exhibited the 

highest net revenue per staff for PR profes-
sionals (admins excluded), lower operating 
expenses and the lowest percent of total 
labor against net revenues, all benchmarks 
that portend strong profitability.

Agencies in this middle range also had the 
highest average monthly retainers.

The Gould+Partners survey also found 
that total overhead at U.S. PR agencies av-
eraged 24.4 percent this year, a 1.5 percent 
decline from last year’s 25.9 percent.

Staff turnover is also on the rise, averaging 
about 25 percent for the year, compared to 
about 22 percent last year. For small firms, 
the turnover rate is much higher, averaging 
29.7 percent, an increase from last year’s 
27.7 percent. 

By Jon Gingerich

CEOs expected to step up activism
By Steve Barnes

A
mericans increasingly expect CEOs 
to be activists as well as managers, 
according to research released by 

Weber Shandwick.
The results of the agency’s third annual 

nationwide poll on CEO activism show that 
the public is both becoming more aware of 
CEO activism and more supportive of the 
idea — especially when that activism takes 
the form of a CEO defending a company’s 
values.

42 percent said that they have either 
heard or read about CEOs taking positions 
on controversial issues. That’s a five per-

cent hike from 2017, and eight percentage 
points up from 2016’s figure of 34 percent. 
Respondents also said that they expect the 
number of CEO activists to grow, with 46 
percent predicting an increase over the next 
few years.

When it comes to whether or not they 
think CEO activism is a good thing, 38 per-
cent of survey respondents said that they 
have a favorable view of CEOs voicing their 
opinion on hotly debated topics, with 25 
percent saying that they took a negative view 
of the trend. 

Perceptions of the political influence of 
CEO activism are also on the rise. Nearly 
half (48 percent) of those surveyed said they 

felt the opinions voiced by CEOs did have an 
influence on the government, up 10 percent 
from 2017. 

Party affiliation did not seem to be a ma-
jor indicator of how effective CEO activism 
was deemed to be: 54 percent of respondents 
who said they were Democrats saw it as in-
fluential, as opposed to 51 percent for Re-
publicans. 

The proper scope of CEO activism was the 
source of some conflict, however. When re-
spondents were asked if CEOs should take 
positions on social issues — even if those 
issues were not directly related to their busi-
ness — 64 percent of Democrats agreed, 
while only 44 percent of independents and 
32 percent of Republicans approved. 

AI-powered journalism
 _ Continued from page 14

a sound communications strategy, not the 
whole of it. 

Another possibility is for PR teams to 
adopt the same data-first approach that 
newsrooms are. PR has never been truly 
about data, because firms are service pro-
viders, not technology developers. But PR 
has historically approached media rela-
tions with a reporter’s mindset, and for the 
practitioners who aim to speak the same 
language as journalists do, using modern 
technology in a similar way should help.

The biggest payoff for firms and prac-
titioners, however, would come from the 
public relations function overseeing en-
terprise-wide data analytics, owning and 
structuring relevant data before it hits the 
bots that newsrooms use, or structuring 
private data in the same manner that public 

data is structured, and selectively pushing 
it out to journalists in a strategic way.

Much of AI-powered journalism relies 
on publicly available data; in the finance 
world, it’s generally data that’s disclosed be-
cause of a regulatory obligation, or market 
data that’s accessible to everyone. But even 
moderately large companies have a great 
deal of non-public data. Bots are helping 
journalists by probing public data sets for 
newsworthy relationships, themes and 
patterns; those same bots can do the same 
thing with private and proprietary sets of 
data. 

This would empower the media relations 
practitioners of yesterday to act as the war-
den of arrangements that give newsrooms 
access to a company’s in-house data, ensur-
ing it’s used in accordance with the compa-
ny’s wishes and in ways that do not violate 
regulatory or legal obligations. If practi-

tioners can get media stakeholders to rely 
on their data, they’ll have leverage over the 
process of reporting that PR has never truly 
had.

Information brokerage would become the 
prominent form of media relations under 
this model. 

In other words, the future of media rela-
tions will begin to see public relations firms 
and teams extracting intellectual property 
from their clients and helping them build 
a repertoire of newsworthy material, rath-
er than just pushing out what is handed to 
them. 

All of this can either be an opportunity or 
a threat, but one thing is certain: It’s as ex-
citing a time as ever to be a public relations 
practitioner.

Dan Simon is Co-Founder and CEO of 
Vested, an integrated communications firm 
focused on the financial sector. 
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The right foot: making the most of a new account

I
ntake. Onboarding. Getting to know you. 
Getting to know all about you. Getting to 
like you, getting to hope you like me. So 

the song goes, and it’s pretty close to the ex-
perience of the first months of a new com-
munications client engagement.

The first stages of any client relation-
ship are a kind of awkward dance. You’re 
through the courtship and have won the 
business. Great. Now the real work starts, 
and the first step is the crucial phase of re-
ally learning about your new client. Not just 
the highlights from the brief, but figuring 
out what they need most, how they operate 
internally and, most importantly, how you 
can work together to achieve maximum 
mutual value. It’s also the only chance that 
you and your team have to make a first im-
pression. Coming in prepared and being ef-
ficient with the client’s time is essential

There are some clients with whom I’ve 
worked for years who’ve become old 
friends. We share a history. We speak the 
same language and know each other’s 
quirks. We have a level of trust that has 
withstood squalls and storms. We’re on the 
same team, and we know our fates are in-
tertwined; if we look good, they look good, 
and vice versa. In other words, it’s a rela-
tionship. But it takes a lot of work to get to 
that point, and it starts on day one.

The first questions
Like a lot of people in PR, I started my 

professional life as a journalist. For almost 
20 years I made my living by asking peo-
ple questions. Some of the answers were 
insightful, even profound. Most were not. 
But every interview told me something. In 
media consulting, the questions you ask 
shape the stories you tell for the client, and 
ultimately, the relationship itself. 

The process of business development is 
one of expressing needs on one side and 
capabilities on the other. But once the con-
tract is signed, the practical reality shifts to 
what’s possible and efficient within the bud-
get, and that involves a different set of ques-
tions. Both parties want to make the most 
of the relationship, but getting to that point 
is seldom straightforward. 

It takes time, intuition and candor for a 
communications professional to under-
stand how they can provide the most value 
to a client. The objectives expressed in an 
RFP may not be the best use of the budget. 
That’s something you can only figure out 

once you’re on the inside, have talked to key 
stakeholders and begun to understand the 
culture of the client.

The first questions asked of spokespeople 
are not complicated, but they are meaning-
ful and lay the groundwork for how you 
work with the individuals within a client 
firm. When conducting intake interviews, 
which preferably occur in person, the pri-
ority is assessing the individual. Are they 
comfortable in their own skin? Do they 
have a natural skill for conversation? Are 
they thinking as they talk, or reciting rote 
information? These observations affect how 
we will position them with the media.

The focus is on strengths. Some people 
are excellent writers, others are naturals on 
the phone with a reporter. A few have the 
attributes to do television well. Whatever 
the medium, the best sources are the peo-
ple who are inherently curious, who ask as 
many questions as they answer and who in-
vest the mental effort to think through the 
perspectives that are of most value during 
the course of an interview.

The rules of the game
Every client is different. Their needs, 

culture and objectives are wholly subjec-
tive, and the service one provides needs 
to match these distinctions. Anything that 
is commoditized is fungible, and does not 
bode well for a long-term relationship. On 
the other hand, PR initiatives that are based 
on ego rather than strategy will produce 
media placements, but seldom will achieve 
business development goals. 

As an account team leader, the most im-
portant thing to do at the outset of an en-
gagement is to try to understand the unique 
characteristics of the client, so that you can 
build and coach the account team accord-
ingly. If it seems like every oar is pulling in 
a different direction, the relationship is not 
likely to last long. But at the best clients you 
tend to hear the same themes in different 
words from everyone you talk to, and you 
don’t hear internal backbiting. These are 
signs of a strong culture, and a positive in-
dicator of achieving the strategic goals of a 
communications plan.

Some clients need constant contact. 
They want perspective: how to respond to 
a specific query; how their peers approach 
similar situations; how to deal with a trou-
blesome reporter. Others look to express-
ly take work off their plate: they’re out-

sourcing work in a way that is flexible and 
cost-sensitive. Others have very specific 
media objectives, targeting specific media 
sectors or publications, and even individual 
journalists. They want to give us marching 
orders and only expect to hear back when 
we have results. 

Understanding these distinctions is the 
core of building the right team for an ac-
count and for execut-
ing the desired media 
plan. Just as each client 
is unique in its attri-
butes and needs, each 
professional within a 
communications firm 
has different skills, 
strengths and relation-
ships. It’s very easy to 
pitch a team based on 
their credentials, but as 
a firm comes to deeply understand a client, 
that team must flex to incorporate the right 
blend of talent and subject matter expertise.

Delivering the plan
The final stage of the intake process is 

delivering a media plan in the format that 
the client wants and that will be readily un-
derstood. Again, in this respect, all clients 
are different. For some, a one-page dash-
board with clear metrics and objectives is 
what the internal team needs to explain the 
process to the firm’s leaders. For others, an 
exhaustive and honest analysis of the firm’s 
spokespeople and their media potential is 
required. 

Often, a client’s priorities don’t align with 
the level of interest in specific media sec-
tors. It’s best to uncover and address these 
disconnects as early as possible to avoid set-
ting unrealistic expectations and make the 
best use of the budget. It’s better to spend 
time on topics that will garner significant 
interest than to pitch stories that reporters 
are unlikely to ever tell. There are excep-
tions to this rule, but they should be openly 
discussed to ensure everyone agrees on the 
value of pursuing a long shot.

In the end, letting the client decide how 
to slice the pie is the best way to agree on 
what success looks like for all, and builds 
the foundation of a lasting relationship. In 
a sense, this process never ends. Circum-
stances are always changing for the client 
and the agency. But getting off to a smart 
and sensible start is the best path to mutual 
value.

Steven Andersen is Vice President for Con-
tent and Client Strategy at the international 
communications firm Infinite Global. 

Providing the most value for a client builds the foundation of a 
lasting relationship.

By Steven Andersen

Steven Andersen
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As Head of Content, how would you de-
scribe your role?

Stepping back a bit, at BackBay Com-
munications, we’re focused exclusively on 
financial services. So, content strategies in 
finance tends to be different than what you 
might see in traditional retail or consumer 
industries, where content marketing often 
revolves around fostering relationships 
with influencers. In financial services, con-
tent is critical to help position the execu-
tives or portfolio managers themselves as 
influencers and then disintermediate the 
traditional business media to reach specific 
end markets directly.

The other major difference is that with 
many of the organizations we work with, 
their marketing efforts before we were hired 
tend to range from somewhat sophisticated 
to nascent. It’s often the case that an invest-
ment firm will initially look to engage with 
BackBay for help in repositioning their go-
to-market strategy or to inquire about fairly 
straightforward PR work. There’s a misper-
ception that the subject matter is too com-
plex to hand off to a third party. That said, 
once they see how integral content can be 
to support PR activities and convey a more 
nuanced narrative, they’re generally quick 
to embrace content.

I mention this because I see my role as 
being both an advocate to help clients ap-
preciate how impactful content can be and, 
more importantly, to execute on strate-
gy and develop content that hits on all of 
the objectives we lay out. This is critical to 
build credibility and trust. Generally, our 
primary contact will understand our role 
in creating content. When you go a level 
deeper, we continually need to prove how 
we can elevate portfolio managers or any 
subject-matter expert to capture their voice 
and views and convey it in a way that reso-
nates with a sophisticated target audience.

So, how do you build trust when work-
ing within some of these very specialized 
sectors? 

I think it goes back to our background 
as journalists. I covered private equity and 
asset management for over a decade as a re-
porter and editor, so I like to think I have a 
pretty good idea of what makes the industry 
tick. I think roughly half our broader team 
at BackBay spent time as financial journal-
ists at one point or another. A big part of 
our value proposition is that we can bring a 
depth of understanding around our client’s 
business and help them articulate their edge 

in a way that appeals to a wider audience. 
Specific to content, though, whenever 

we’re working with portfolio managers 
or even software engineers within fintech 
firms, we need to continually demonstrate 
that we understand the market and can 
speak their language. And we’ll create con-
tent by researching market trends, gaining 
a thorough understanding about what’s 
topical or relevant, and conduct interviews 
with subject-matter experts to tease out 
specific views and capture their voice. Ul-
timately, trust is built through a finished 
product they’re happy with, but doesn’t re-
quire much work on their end other than a 
phone call.

Are you finding that more clients are in-
terested in content marketing? 

We’re definitely seeing more interest. In 
fact, we published a white paper last year 
quantifying that 88 percent of the top 200 
global asset managers are now utilizing 
content marketing in some form as part of 
their integrated PR program. As we high-
lighted in the paper, the catalyst for many 
firms was the global financial crisis. After 
2008, the financial services sector, broadly, 
had to rebuild their trust with clients and 
content gave them a platform to tell a story 
that offers context and instills credibility. 
This was also the year the iPhone was intro-
duced and ecommerce really took off, so as-
set managers suddenly had at their disposal 
platforms such as LinkedIn, Twitter and 
even Facebook. So, as they began to create 
more content they also had the means to 
distribute it directly to the audiences they 
wanted to reach. 

I’d note, though, that as these catalysts 
have driven the industry at large to em-
brace content marketing, it’s become some-
thing of an expectation rather than a “nice 
to have.” I’d equate it to a website maybe 15 
years ago. I remember a time when certain 
private equity firms didn’t have a web pres-
ence. The holdouts eventually got online to 
demonstrate that the lights were on at their 
firm. Content, today, is seeing the same dy-
namic take place. In fact, private equity is 
perhaps the biggest laggard when it comes 
to embracing outbound marketing. But in 
a separate white paper that we published 
recently, we found that over 60 percent of 
the top 100 global PE firms produce con-
tent regularly. They’re not as prolific as 
traditional asset managers who have more 
resources to dedicate to the effort, and they 
also aren’t as sophisticated in using social 

media to distribute their content, but the 
fact that over half are producing thought 
leadership was surprising to me. 

What are the key elements of a success-
ful content strategy?

The biggest challenge we encounter is try-
ing to convince our clients not to be promo-
tional with their content. Promotional mes-
saging is best left to paid advertisements or 
certain owned media. For content to be ef-
fective, it must entertain or inform and the 
second you try to “sell” something you’ll 
lose your reader. It’s 
English 101, but if you 
show versus tell, you’ll 
gain the trust of an au-
dience that’s naturally 
inclined to seek out and 
identify any bias that 
may exist.

Beyond that, we’ll 
generally point to what 
we refer to as the “Four 
C’s” of implementation: 
Champion, Cadence, Coordination and 
Connect. The content champion is a sub-
ject-matter expert who embraces the role. 
If you have a true content champion, they’ll 
push these projects through to the finish 
line. If you have to pull an author kicking 
and screaming, the effort will die on the 
vine.

Cadence, meanwhile, is critically import-
ant to build an audience. You don’t need to 
be as prolific as Nora Roberts; as long as 
you’re consistent in how often you publish 
content, you can set audiences’ expecta-
tions. It will hurt your content marketing 
efforts if you publish three pieces in Janu-
ary and then don’t produce anything else 
for the balance of the year. It looks haphaz-
ard and underscores a lack of commitment.

Coordination refers to how content is used 
as part of an integrated communications 
strategy. To get the most out of the effort 
and maximize the return on investment and 
time, you want to make sure you’re distrib-
uting content through as many mediums as 
possible and utilizing a range of distribution 
strategies. Content, if it’s topical and rele-
vant, can inform media pitches; it can serve 
as discussion points on conference panels; 
it can drive SEO strategies; it’s invaluable to 
communications. Organizations can maxi-
mize the impact of thought leadership, but 
it takes work and thoughtfulness to leverage 
the content for all it’s worth.

Finally, the “fourth C” is that content 
must connect. It needs to be authentic, 
transparent and engaging. We highlighted 
in each of the white papers that the best 
content tells a story, complete with tension, 
complications and resolution.. 

The growing case for content 

Ken MacFadyen
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Financial services shift: clients shake up PR structure 

W
hen financial services companies 
are making money, partnerships 
with third-party marketing and 

PR agencies don’t seem like an expense; 
they’re often viewed as a critical business 
function. But when the economy is in de-
cline? The agency is one of the first line 
items to go.

Given the current economic climate, it’s 
easy to understand why agencies are feel-
ing good. The Dow is holding steady after 
a tremendous year in 2017. Unemploy-
ment is down. Corporate earnings have 
impressed. Interest rates are rising. Con-
sumers are spending money. Tweets, tariffs 
and trade wars have been shrugged off like 
defenders standing in the way of a LeBron 
James drive and dunk. 

But a strong economy doesn’t mean that 
agency budgets are secure. Regardless of 
macroeconomic conditions, there’s always 
potential for an internal client shakeup that 
jeopardizes the agency-client relationship. 

Today, there’s a shifting tide within the 
financial services sector that’s keeping 
agencies awake at night: financial services 
companies — especially larger ones — are 
breaking down traditional silos and reor-
ganizing their external communication 
teams to increase collaboration and effi-
ciencies. 

Why now?
Though we’ve seen this restructuring 

more and more in recent years, the shift 
probably started in tandem with the rise 
of integrated communication. Financial 
 services companies have been slow to 
adapt to the changing PR and communi-
cation landscape, due largely to stricter 
regulatory and compliance measures. As 
those reins have loosened, though, we’ve 
seen more creative go-to-market commu-
nication strategies.

You see this from companies of all types, 
even the U.S. Securities and Exchange 
Commission (SEC). A poster organization 
for rigidity, the SEC deployed a powerful 
and effective campaign earlier this year 
to warn cryptocurrency investors of fake 
initial coin offerings. It created “Howey-
Coins.com,” a fake ICO, which touted 
features that should have tipped off inves-
tors that it was too good to be true. Those 
who “bought” the coins were redirected to 
an SEC webpage that told them they had 
been duped. Could the SEC have written a 

press release or whitepaper about ICO red 
flags? Those tactics might have been a safer 
choice, but ultimately less impactful.  

In order to encourage bolder, creative 
campaigns, we see a growing number of 
financial services companies restructuring 
their external communication function so 
that advertising, marketing and PR teams 
no longer work independent of one anoth-
er. 

Quick on your feet
This shift is being supercharged by the 

concept of becoming more “agile.” Leading 
consulting firms like McKinsey & Compa-
ny and management publications like Har-
vard Business Review, among many others, 
have covered the topic of agile teams in 
great depth. 

The premise is that smaller teams react 
to and problem solve real-world issues 
more quickly and productively in real time. 
While this management concept lends it-
self more neatly to industries like software 
development, it’s easy to see how agile 
teams can make a more purposeful impact 
for financial services companies. 

Historically, a client will group its busi-
ness segments — and target audiences — 
under an external communication func-
tion. For example, a bank client’s in-house 
PR team may be responsible for the corpo-
rate bank, retail bank and wealth manage-
ment arm. The in-house advertising and 
marketing teams may have mandates for 
those same business lines. 

With agile teams, external communica-
tion functions are grouped under business 
segments. For that same bank client, an ag-
ile wealth management team can plan for 
and react swiftly with an integrated plan to 
connect with external audiences on time-
ly topics like the fiduciary rule’s extinction 
and proposed 401k provisions. Multiple 
creative disciplines can collaborate quick-
ly to weave together cohesive messaging 
points through proactive media relations 
efforts, content collateral for customers 
and prospects, and even paid campaigns. 

Agency impact
I’ve always felt that change is good. I’ve 

also had people tell me that I’m crazy for 
thinking that change is good. But let’s all 
agree on one thing: when an agency hears 
that a client’s external communication 
team is undergoing an internal restructure, 
there’s a moment of panic. 

Reorganization has led to client roles 
changing — or even disappearing. It’s not 
like advertising, marketing and PR teams 
are being combined to form a super team 
with hundreds of people. Often, it means 
the elimination of jobs. So that longtime 
PR contact who’s been a champion of your 
agency for years? He or she is no longer in 
a position of power. 

Curveballs are part of agency life, and 
the “agile” restruc-
turing concept has a 
knee buckling 12-to-6 
action. It’s likely been 
popularized because 
regulatory and compli-
ance restrictions have 
loosened, and financial 
services companies 
have more creative 
freedom. You can also 
point to newly appointed CMOs who want 
to shake things up, as well as, ironically, 
the strong economy. Companies are flush 
with cash and making M&A deals, which 
almost always lead to communication re-
organization. 

I do believe this shift is a good one. What’s 
happening with clients, in many ways, mir-
rors what’s taken place in our own industry. 
Remember how PR was more traditionally 
focused on media relations? When secur-
ing front page Wall Street Journal coverage 
above the fold or getting clients on CNBC 
was the only priority? Times have changed 
and service offerings have blurred. It’s no 
longer “how many media hits can you get 
for me?” It’s “how can you extend the life 
of this content or our message so that it 
reaches the most eyeballs?”

If your shop isn’t already offering and 
implementing integrated services, stream-
lined client organizations can pose a threat 
to your bottom line. Now more than ever, 
financial services clients are looking for 
agencies that are agile themselves, ones 
that can assist in the new age of digital 
communication and content marketing. In 
fact, integrated agencies are often pigeon-
holed into traditional PR functions — agile 
restructuring could unlock doors to un-
tapped revenue streams.

As certain as everyone is about the un-
certainty of the economy, you can bet that 
agile restructuring is going to continue at 
an accelerated pace. 

Greg Hassel is a Vice President in the Fi-
nancial Services Practice Group at Bliss In-
tegrated Communication. 

Clients are restructuring their external communication teams, which 
can have a major impact on your agency’s bottom line.

By Greg Hassel

Greg Hassel



Why startups should invest in PR early

P
ublic Relations is typically the last 
item on a startup’s bucket list. In those 
heady, early days, it’s all about most 

viable product and customer acquisition; 
the  operations, HR and sales departments 
start hiring the moment seed money or 
Series A funding rolls in. While founders 
fight competing companies for program-
mers, marketers and sales personnel, they 
often leave communications hires to the 
later stages. I believe this is a move that 
places unknown companies at a dangerous 
disadvantage.

So, why is this talent class so universal-
ly undervalued? I think it’s because there’s 
no direct line between customer sales and 
PR. Many startups rely heavily on good 
old funnel marketing. Every lead, online 
ad buy and follow-up is measured for sales 
outcomes.

I once worked with a startup founder that 
said a VICE-published video highlighting 
his company wasn’t worth the $5,000 he 
paid to produce and place it. He felt that 
he’d missed out on sales leads during the 
time spent on camera. The truth is brand 
building through PR is mostly intangible, 
and it rarely leads to direct sales. That’s 
why it’s hard for new CEOs to measure its 
worth. And it’s even tougher for PR exec-
utives, staff and consultants to show value 
when CEOs focus squarely on sales.

The old canard “a good story is key to 
building a business” is a tired story. In-
stead, here are some unexpected upsides to 
investing early money in communications 
and PR talent.

Journalists help startups shape stories
Many startups use a BandAid approach 

to communications: they attempt to recy-
cle their website and investor pitches in 
other marketing assets. It doesn’t work. 
Interacting with journalists forces com-
panies to sharpen their messaging to play 
to a wider audience. I love pitching jour-
nalists with my clients in tow so they can 
immediately see how PR-shaped messag-
ing can resonate outside their own pro-
fessional bubble. Fresh perspective on 
how people view founders, startups and 
products gained from media circuit expo-
sure also forces founders to improve their 
own  presentation. It’s the best feedback 

loop. Unfettered from internal feedback, 
published stories in the media may prove 
to be a communications goldmine for a 
 company.

When we hire writers for our in-house 
magazines, we’ll frequently re-use descrip-
tors and taglines and apply them to subse-
quent media pitches. For example, a story 
on Winterlight Labs that ran in our Future 
of AI magazine has since been incorporat-
ed into our pitch deck for the press. The 
journalist was able to describe the difficult 
topic of using AI to determine cognitive 
health better than our internal PR team. 
We embraced it. And we continue to ben-
efit from the journalist’s clarity in our cur-
rent work.

Media filters your competitors
In choosing companies to highlight or ar-

ticles to publish, media firms validate ideas 
and indirectly endorse brands. If you aren’t 
in the news, and your competitors are, then 
your ranking among customers may take a 
hit. SEO is important, but marketing-driv-
en SEO isn’t enough. Investors and custom-
ers want to see your company or founder 
quoted in the mainstream press. A founder 
doesn’t have to — and frankly, shouldn’t — 
insist on profiles or stories that only feature 
their technology to successfully raise brand 
awareness through media.

A good communications strategy is one 
that includes your company in large fea-
tures about industry trends. A quote on 
how AI will impact the retail industry or 
how technology is helping farmers survive 
in a major outlet brings huge cachet to a 
venture. A good media hit can also deliver 
a timely boost over the competition.

Media provide the best testimonials
A good brand can’t survive on self-pro-

motion alone. It’s the fundamental concept 
behind the funnel theory of marketing. 
Other credible sources need to tell, or even 
sell, your story to make you credible, and a 
published article in a widely-read publica-
tion has incredible power. The main pur-
pose of media coverage isn’t about direct 
sales, it’s about direct brand messaging and 
awareness. That said, many of our startup 
clients, including zoom.ai and Carbon-
Cure, have reported that stories in main-
stream papers have led to a few customer 

inquiries and increased interest from top 
talent. The real gold is simple brand-build-
ing: archived media stories and videos 
on your website pro-
vide great testimoni-
als. When a customer 
comes along to kick 
your tires, their due dil-
igence may also include 
a media search. An 
impressive press page 
on your website that 
features objective vali-
dation of your offering 
could inspire custom-
ers to move in your di-
rection.

I engage with more than 1,000 ventures 
ranging from cleantech to agriculture to 
healthcare. Our startup founders are smart 
and their innovations exceptional, but a 
common Achilles heel resides in their fail-
ure to nail market-facing messaging from 
the beginning. The key to standing out in 
a competitive landscape is a strong story 
combined with a good PR strategy. You 
need both to bring exceptional products 
and brilliant leaders to the general public 
in a meaningful, profitable way.

Unfortunately, many founders simply 
can’t afford to pay for good PR. That’s why 
I’d argue that the innovation community 
must subsidize its startups’ communica-
tions efforts. In Silicon Valley, a handful 
of large venture capital firms support their 
portfolio of companies with value-add 
contributions that go above and beyond 
providing startups with capital. In addi-
tion to recruiting and IT advice, firms 
like Battery Ventures provide PR resourc-
es for their firms. These offerings include 
vetting outside PR films and marketing 
consultants, liaising with industry confer-
ence organizers, assisting with funding an-
nouncements and doing direct outreach to 
journalists. I believe more investors should 
step up to the plate. The reason: under-in-
vesting in brand building in the early days 
of startups may directly cost companies 
sales outcomes in the long-run.

Karen Mazurkewich is the head of commu-
nications and marketing at MaRS Discovery 
District. 

Startups often focus primarily on sales in the early days, which can put an unknown company on a 
dangerous path. On the other hand, early brand-building and media engagement efforts that lead to 
testimonials, reputation building and refined messaging is a process that can set startups apart from 
the competition. 

By Karen Mazurkewich

Karen 
Mazurkewich
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C
hange is always hard, and when or-
ganizations with distinctly different 
cultures and styles come together in 

the course of a merger or acquisition, it 
can be even harder. It’s important to clearly 
and consistently communicate with em-
ployees to keep them engaged and inspired 
during this period of change, heading off a 
 potentially material impact on the organi-
zation’s bottom line. Consider the follow-
ing best practices when planning for an 
integration: 

Understand the landscape
Is this a deal between two private compa-

nies? Is it a private/public transaction? Or 
are you looking at the combination of two 
public entities? These three distinct scenar-
ios all necessitate different communication 
strategies, cadences, and regulatory and fi-
nancial requirements. 

Have a plan
Get moving on a plan for pre- and 

post-merger/acquisition communication. 
Determine what people need to know, your 
desired outcomes and how you’ll achieve 
them. Make sure the plan outlines strate-
gies and messaging to communicate the 
following types of information:

Context: What’s going on in the indus-
try, economy or business environment that 
sparked this merger/acquisition?

Business Strategy: Where is the new com-
pany going, how does it plan to get there 
and how will the merger/acquisition help?

Individual: How will the merger/acqui-
sition impact individual employees and 
teams in their work environment?

Get your team together ASAP
Everyone needs to be on the same page 

and tell the same story. Get communicators 
from both companies together as quickly 
as possible, and involve investor relations if 
one or more of the organizations is public 
so you can begin working as a team. This 
is important even during periods of time 
when, legally, the companies must com-
municate separately. Everyone needs to 
be consistent with big-picture messaging 
before, during and after the merger/acqui-
sition.

Communication must be constant
First and foremost, your employees will 

want to know two things: what will change, 
and what will it mean for me? Focus your 

communication on information that will 
help answer these questions. Then, plan 
regular communication throughout the 
entire change process. Keeping employees 
updated helps avoid paralysis and sus-
tains morale, both of which are critical to 
 maintaining productivity and top-line rev-
enue. 

Talk about what you know, and what you 
don’t

If you don’t give information, rumors will 
certainly fill the void. And rumors only 
lead to reduced productivity and increased 
employee anxiety. You don’t have to wait 
until decisions are final to communicate. 
Share what you know (to the extent that 
it can be made public), but also be honest 
about what you don’t know yet. If possible, 
share a timetable for when more informa-
tion and decisions can be expected. Don’t 
speculate to make people feel better. It de-
stroys your credibility inside and outside of 
the company.

Share thinking, not just decisions
Employees want to know the “why” be-

hind a decision — even if they don’t agree. 
They want to know what was considered 
when the decisions were made. Explain the 
reasons for making changes and illustrate 
the need with industry or corporate infor-
mation.

Deliver experiences, not just information
Don’t rely on words alone, or on the cas-

cading of information. Engage audiences 
through different communication chan-
nels — such as town halls, division meet-
ings and other forums — but also through 
activities that will help them better em-
brace the changes. For example, create 
brand videos, host “speed dating” sessions 
across organizations, and plan “experience 
rooms” where people can preview the new 
environment, if a relocation is involved. 
Adding visual and interactive experiences 
helps minimize the unknown and engages 
people in the change. 

Invest in message training
For most organizations, managers, direc-

tors and supervisors often carry the weight 
of bringing information to the front lines. 
But, truth be told, these people are often 
operational experts, not communication 
experts. It’s a worthwhile investment — 
of time and money — to provide training 

on key messages and change management 
to these leaders, so that they are better 
equipped to communicate change to their 
teams. The better equipped they are, the 
more quickly staff will move through the 
stages of change.

Align internal and external messages
What you say externally must align with 

what you say internally, or you risk losing 
credibility with your stakeholders. Coor-
dinate the timing and 
delivery of messages 
across all audiences, 
ensuring that every-
one gets the informa-
tion they need and 
that the messages are 
consistent. Private/
public and public/pub-
lic transactions com-
plicate the cadence of 
communication. Un-
derstand what needs to be communicated 
and with whom, and the regulatory con-
straints surrounding timing.

Pay attention to what people are saying
If you know what people are saying, you 

can address issues as they come up instead 
of letting them fester. Develop a plan to 
monitor what internal and external audi-
ences are saying about the merger/acqui-
sition. Monitoring methods may include 
giving employees the opportunity to ask 
questions at town hall meetings, spending 
time in offices and in the field, informally 
talking to employees and customers, and 
monitoring social media, internal channels 
and industry blogs. 

Repeat, repeat, repeat
There’s a reason you see a commercial re-

peatedly: the average person needs to hear 
or see something seven to 10 times before 
they remember it. And in times of high 
stress — like a merger or acquisition — the 
number is even higher. Continue sharing 
consistent and important information with 
your employees.

Lastly, never forget that your employees 
will drive the success of your merger or ac-
quisition. Without engagement and consis-
tent and transparent communication, the 
risk of failure increases.

Matt Sullivan is a Vice President and Cor-
porate Communication Lead at Padilla. 

Driving employee engagement in M&A transactions
When it comes to employee morale and productivity, few developments have a bigger impact than a 
merger or acquisition announcement, especially if that announcement is communicated ineffectively.

By Matt Sullivan

Matt Sullivan
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P
ublic relations is a practice known for 
its ability to change and evolve at a 
rapid pace. Such is also true through-

out the wider communications industry. A 
prime example of this has been in the way 
communications professionals use press re-
leases. 

In the past, press releases were king. In 
fact, it was once unthinkable to complete a 
major announcement without a formal re-
lease going out over the wire. Press releases 
were the first step, and the most crucial in 
making the initial announcement.

But today, things have changed. Press re-
leases can’t solve all of your media relations 
problems. Reporters are spread thin, their 
coverage topics have widened, and there are 
fewer reporters to even read your release. 
While reporters are filing stories and in-
terviewing experts, many are spending just 
a few moments to review any recent press 
releases coming across the wire or hitting 
their inbox.

So, it might be tempting for us to assume 
that press releases are now nothing more 
than a formality for getting your most im-
portant announcements out into the public. 
The rise of social media has made the press 
release seem long, slow and clunky, and it 
would seem natural to embrace the latest 
tools for efficiency’s sake. 

But that would be a mistake. Press releas-

es are still quite useful, if used correctly and 
strategically. They remain a vital tool of the 
trade, and many organizations should con-
tinue to use them, albeit not exclusively.

In looking at the many changes that have 
affected public relations throughout the 
years, social media is the clear game-chang-
er, and tools like Facebook, Twitter and 
LinkedIn have become very tough compet-
itors for traditional news announcements 
through press releases. But on the positive 
side, competition with social media plat-
forms has introduced a higher level of cre-
ativity for how some PR professionals can 
leverage the press release. Instead of folding 
completely to the social media giants, there 
are opportunities where a press release can 
still lead a big announcement. 

It’s true that social media has changed how 
we communicate. Many companies — espe-
cially those targeting a consumer audience 
— choose to make major announcements 
through social media. For example, Denny’s 
last month announced the addition of new 
specials to its menu. Did the company just 
send out a press release to get the word out? 
Well, sort of. Denny’s public relations team 
“accidentally” sent out a draft version of the 
release, with supposed comments from ex-
ecutives. In the release, an “executive” added 
phrases to the release such as “limited time 
only” and comments like “with a price this 

crazy, we’ll need to stick to a limited time 
only.” This trick acted as a jumping off point 
for Denny’s, who was able to achieve greater 
exposure about their specials. 

Another example comes from the restau-
rant IHOP. They also wanted to announce 
a new menu item, but they took a different 
course of action, which gained them a com-
pletely different reaction than Denny’s, not 
all of which was positive. So how did they 
do it? The company’s so-
cial media team teased 
an announcement on 
social and later released 
a “statement” that the 
company was changing 
its name to IHOb, Inter-
national House of Burg-
ers, a stunt designed to 
highlight the addition 
of new items to their 
menu.

Besides social media, we now have a num-
ber of other tools that can complement the 
press release. For example, infographics are 
an innovative means for communicating 
news. Infographics are clear, easily under-
standable and appealing to many people. 
They can take a dense topic and summa-
rize it through images and colors that are 
eye-catching and engaging. 

With all of that said, it’s worth mention-
ing that the goals of an announcement, re-
gardless of the platform, haven’t changed. 
Hitting the right audience at the right time 
remains the most important goal for public 
relations professionals, even if it’s no longer 
on the front page of the daily paper. Wheth-
er this is done with a fun stunt involving 
social media, with faux announcements or 
with an infographic, there remains a num-
ber of ways brands can reach and engage 
their target audiences. 

I’m always proud to see innovation and 
creativity in our industries. It’s important 
for us to learn how to improve our skills and 
means for accomplishing our communica-
tions goals. We’re no longer limited in the 
ways we can reach the people we want to 
target with our messages, and this remains 
the true cornerstone of public relations. 
While things continue to change in com-
munications, the fundamentals remain the 
same. I’ll never forget an important piece of 
advice I learned from a mentor: “If you want 
to be star in PR, stick to the 4 C’s. Always 
say something clear, credible, colorful and 
compelling.”

Kent Sholars is an Account Supervisor in 
the Dallas office of Pierpont Communica-
tions, the largest independent communica-
tions agency in Texas. 
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Why public relations professionals should reconsider the 
press release in today’s fast-paced, competitive news-sharing 
environment.

When are press releases more than a formality? 

By Kent Sholars

Kent Sholars

CMOs express difficulty determining 
content marketing ROI

C
ontent  marketing programs remain 
a top priority for marketers this year, 
but measuring ROI and keeping up 

with the competition are the greatest chal-
lenges marketers face in the course of de-
veloping a content strategy, according to an 
annual study  analyzing the challenges and 
trends behind content marketing strategies 
by PAN Communications.

PAN’s “Content Fitness Report” found 
that more than 60 percent of chief market-
ing officers surveyed said they view content 
marketing as a top budget priority for the 
year.

The study also found that 65 percent of 
marketers still report a lack of confidence 
in measuring the impact of their strategies, 
and 62 percent said they struggle with the 
prospect of determining the ROI associated 
with their content marketing efforts.

Only 20 percent said they have a success-
ful content marketing program in place, 
while 21 percent reported feeling “ahead 
of their competitors” when it comes to the 
strength of their content marketing efforts.

While the PAN study found that content 
marketing budgets have grown overall, 
more than a quarter of marketers surveyed 
(26 percent) said their content marketing 
budgets have either remained stagnant or 
decreased since 2017, while 28 percent 
said their content marketing budgets grew 
by only five to 10 percent. Only 16 percent 
reported that their budgets grew by 25 per-
cent or more.

The study also found that 58 percent of 
marketers surveyed reported still being 
in the beginning stages of their influencer 
marketing programs, and 33 percent said 
they lack a mobile-first strategy. 
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Julie Talenfeld, President
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Boardroom Communications is 
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GROUP
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Nashville, TN 37206
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Jeff Bradford, CEO
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BUTLER 
ASSOCIATES, LLC

204 East 23rd St.
New York, NY 10010
212/685-4600
TButler@ButlerAssociates.com
www.ButlerAssociates.com

290 Harbor Drive 
Workpoint – Shippan Landing 
Stamford, CT 06902

Thomas P. Butler, President

Jeff Bradford, CEO of the Bradford 
Group.
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-

-
-

ing companies in crisis situations 

-

-

-

FINANCIAL 
PROFILES

11601 Wilshire Blvd., Suite 1920
Los Angeles, CA 90025
310/478-2700

875 N. Michigan Ave., Suite 3100
Chicago, IL 60611
312/337-3388

2225 East Bayshore Rd., Suite 106
Palo Alto, CA 94303
650/993-7000

Moira Conlon, President

-

-

Butler Associates earned the PRSA-New York’s 2018 Best Legal Market-
ing and Communications Campaign award, following 2016’s Best Busi-
ness Campaign & Best Public Affairs Campaign honors.  Presenting the 
2018 award to Tom Butler is PRSA-NY President Sharon Fenster.

Photo credit: PRSA-New York

Richard Anderson, head of Fein-
tuch Communications’ financial 
services practice

Richard Dukas, Chairman and CEO; 
and Seth Linden, President, Dukas 
Linden Public Relations

  _ Continued on page 28
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-

-

communications to help companies 
-

and build Wall Street and media 

-

long-term client partnerships and 

-

-

-

-

-

-

-

-
ing media stories in outlets that 
most impact business reputation 

Client engagements include Ar-
-

-

-

FTI CONSULTING 
STRATEGIC 

COMMUNICATIONS
88 Pine Street, 32nd Floor
New York, NY 10005
212/850-5600
www.fticommunications.com
 
Mark McCall, Global Segment 
Leader

As a leading global communica-

-
-

their key stakeholders in order to 

-

-

-

-

and nimble scenario-based plan-
-

-

-
cations is grounded in the under-

-
-

-

-
-
-

 

G&S BUSINESS 
COMMUNICATIONS
Worldwide Headquarters
60 East 42nd Street, 44th Floor
New York, NY 10165
212/697-2600
www.gscommunications.com
learnmore@gscommunications.
com

Luke Lambert, President and CEO
Mary C. Buhay, Senior Vice 
President, Marketing

-
-

-

security and risk management 
-

-

-

help mitigate risk and strengthen 
-

-

-

-
-

-

GLADSTONE 
PLACE PARTNERS

485 Madison Avenue, 4th Floor
New York, NY 10022
212/230-5930
www.gladstoneplace.com

Steven Lipin, Chairman and CEO
Lauren Odell, Partner and COO
 

and experienced team is designed 
-
-

-

-

-

the business success and long-term 

-

-

-

and digital capabilities embedded 

-

-

our clients’ most critical communi-
-

-

ICR
685 Third Ave., 2nd Floor
New York, NY 10017
646/277-1200
tom.ryan@icrinc.com
www.icrinc.com
 
Thomas Ryan, CEO 
(tom.ryan@icrinc.com)
Don Duffy, Pres. 
(don.duffy@icrinc.com)

Moira Conlon, President, Financial 
Profiles.

FINANCIAL PROFILES
 _ Continued from page 27
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Scott Tangney, Managing Director 
(scott.tangney@ircinc.com)
 

-

and execute strategic communica-
-

-

-
tionships to clients in more than 

the largest and most experienced 

-

IMRE, LLC
909 Ridgebrook Rd., Suite 300
Sparks, MD 21152
410/821-8220
Fax: 815/550-1030
davei@imre.com
www.imre.com

Christine Pierpoint, Senior VP
Brian Simmons, Vice President 
of Client Relations

6100 Wilshire Blvd., Suite 1110
Los Angeles, CA 90048
213/289-9190

60 Broad St., Suite 3600B
New York, NY 10004
917/477-4800

-

It’s a people-led approach that 

-

-

-
edge and helps brands to break 

-

-

INTERMARKET 
COMMUNICATIONS
425 Madison Avenue, Suite 600
New York, NY 10017
212/888-6115
mmosbacher@intermarket.com
mzachowski@intermarket.com

Martin Mosbacher and Matt 
Zachowski, Partners

Intermarket Communications 

-

designed to generate the media 
-

-

clients throughout the global 

-

-
-

-

JCONNELLY
135 Fifth Avenue, 7th Floor
New York, NY 10010
646/922-7770
ccherry@jconnelly.com
www.jconnelly.com

Jennifer Connelly, CEO
Carol Graumann, President
Michelle Pittman, Chief Strategy 

Chris Cherry, Director of Client 
Services
Steven Stoke, Managing Director, 
Interactive Productions
Ray Hennessey, Chief Innovation 

-

-

-

-

online presence and build commu-
-

-
-
-

JOELE FRANK, 
WILKINSON 
BRIMMER 
KATCHER

622 Third Avenue, 36th Floor
New York, NY 10017
212/355-4449
www.joelefrank.com

1 Sansome Street, Suite 2800
San Francisco, CA 94104

Joele Frank, Managing Partner
Matthew Sherman, President

and disciplined communications 
counsel and support to help our cli-

global public corporations to 

-

-

-
-
-

-

-
-

KEKST
437 Madison Avenue, 37th Floor
New York, NY 10022
212/521-4800
www.kekst.com

James Fingeroth, Chairman
Jeremy Fielding, President & CEO

unprecedented challenges and po-

-

-
-

-
-

cess; explain an enterprise-trans-

business challenges or crises; 
build trust and support among key 
stakeholders; and strengthen the 

-

-

-
-

that counsel and support across a 
-
-

-
sis communications; bankruptcy 
and restructurings; and litigation 

LAMBERT, 
EDWARDS & 
ASSOCIATES

1420 Broadway
Detroit, MI 48226
mhouston@lambert.com  
313/309-9506

Jeff Lambert, Founder/CEO
Don Hunt, Managing Director/
Partner
Bill Nowling, Managing Director/
Partner
Lance Knapp, Chief Financial 

Laura Godfrey, Senior Director, 
Talent & Culture
Arlen-Dean Gaddy, National 
Director, Business Development
Matt Jackson, Senior Director, 
Public Relations
Mike Houston, Senior Director, 
Investor Relations
 

-

-

  _ Continued on page 30
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  _ Continued on page 32

committed to supporting clients 
-

-

middle-market companies and na-

-
-

-

-

PADILLA 
1101 West River Parkway
Suite 400 (Headquarters)
Minneapolis, MN 55415
612/455-1700
PadillaCo.com 

Mike Mulvihill, Executive Vice 
President, Corporate Practice
Matt Sullivan, Vice President
David Heinsch, Vice President

public relations and communica-

-

-

-
-

-

-

PEPPERCOMM, 
INC.

470 Park Ave. South
4th Floor North
New York, NY 10016
212/931-6100
hello@peppercomm.com
www.peppercomm.com

Steve Cody, Co-CEO and Co-
Founder
Ann Barlow, Partner & President, 
West Coast
Deborah Brown, Jacqueline 
Kolek and , 
Partners & Managing Directors

-
-

nications and marketing agency 

messages and people through da-

communications and brilliant cus-

-
pany uses customer insights to 

including The Holmes Report’s 

Bulldog 
Reporter

Fortune -
-

-
-

-
-

-
-

PROSEK PARTNERS
105 Madison Ave., 7th Floor
New York, NY 10016
212/279-3115
Fax: 212/279-3117
jprosek@prosek.com
www.prosek.com 

Partners: Jennifer Prosek, Mark 
Kollar, Russell Sherman, Andy 
Merrill, Mickey Mandelbaum, 

Caroline Gibson, Karen Niovitch 
Davis

largest independent public relations 

-

approach brings breakthrough 
-

• We are a rare hybrid; a corpo-

-

-
-

neurial culture attracts and retains 

• Our transactions communica-
tions and issues and crisis manage-

RASKY PARTNERS
70 Franklin St., 3rd Floor
Boston, MA 02110
617/443-9933

555 11th Street, NW, Suite 401
Washington, DC 20004
202/530-7700

Larry Rasky, Chairman & CEO
Ron Walker, COO
George Cronin and Justine Grif-

, Managing Directors

-
-
-

tions that operate at the intersection 

-

including media strategy and pub-

communication and digital media 

-
sources to address complex com-

-

RF|BINDER
950 3rd Ave., Floor 7 
New York, NY 10024
Amy Binder, CEO
Joseph Fisher, Vice Chairman
David Schraeder, Executive 
Managing Director

-
ognized brands across retail bank-

-

planning and analytics practice to 

programs closely tied to business 

-

-
-

B2B/B2C communications initia-

-
-

team brings a broad understanding 

-

SARD VERBINNEN 
& CO.

630 Third Ave., 9th Floor
New York, NY 10017
212/687-8080
inquiries@sardverb.com
www.sardverb.com

George Sard, Chairman & CEO
Paul Verbinnen, President

a leading strategic corporate and 

-

LAMBERT, EDWARDS
 _ Continued from page 29
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SARD VERBINNEN & CO. 
 _ Continued from page 30

-

-

-

and capabilities include media re-

-
-

-

STANTON
880 Third Ave.
New York, NY 10022
212/366-5300
Fax: 212/366-5301
astanton@stantonprm.com
www.stantonprm.com

520 3rd St.
Oakland, CA 94607
510/635-4150

Alex Stanton, CEO
Tom Faust, Pat Harden, Charlyn 
Lusk, Managing Directors
Liam Collopy, Katrin Lieberwirth, 
George Sopko, Vice Presidents

-
lic relations and brand marketing 

-

that produces business-changing 

-
cations disciplines including media 

-

-
-

-
-

TREVELINO/KELLER
981 Joseph Lowery Boulevard
Suite 100
Atlanta, GA 30318
404/214-0722 X106 and X105
dtrevelino@trevelinokeller.com
gkeller@trevelinokeller.com
www.trevelinokeller.com
www.groovy-studios.com

-

-

-
-

dous momentum heading into the 

-

-

-

-

-
-

-

-

-

-

-
ing the industry’s number one re-

-

-

VESTED
22 W. 38th St., 9th Floor
New York, NY 10018
917/765-8720
info@fullyvested.com
www.fullyvested.com
Twitter.com/vestedsays

3 Waterhouse Square, 138 Holborn 
London EC1N2SW, UK 
+44 (0)203 890 8122

232 Scott St.
San Francisco, CA 94117

Dan Simon, CEO
dan@fullyvested.com
Binna Kim, President
binna@fullyvested.com
Ishviene Arora, COO
ishviene@fullyvested.com
Elspeth Rothwell, UK CEO
elspeth@fullyvested.com

Vested is a global and integrated 
-

-

-

-

-

-

-

WATER & WALL 
GROUP

19 West 21st Street, Suite 1202
New York, NY. 10010
212/625-2363
www.waterandwallgroup.com 

Andrew Healy, Co-Founder and 
Partner
Scott Sunshine, Co-Founder and 
Partner

-
munications and marketing agen-

-

includes retail/institutional asset 

-

-

The region’s fintech leaders gather 
at the new Mercedes Benz Stadi-
um in downtown Atlanta for a sold 
out Fintech South Conference with 
public relations and promotion 
managed by Trevelino/Keller on 
behalf of the Technology Associa-
tion of Georgia. 
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1. Edelman, New York, NY $78,688,000

2. ICR, New York, NY 39,918,042

3. Prosek Partners, New York, NY 36,039,367

4. APCO Worldwide, Washington, DC 11,996,400

5. Peppercomm, New York, NY 7,070,280

6. Vested, New York, NY 6,171,277

7. Gregory FCA, Ardmore, PA 5,374,600

8. Dukas Linden Public Relations, New York, NY 5,288,592

9. RF | Binder Partners, New York, NY 4,600,000

10. Intermarket Communications, New York, NY 4,050,000

11. Bliss Integrated Communication, New York, NY 3,682,000

12. BackBay Communications, Boston, MA 2,798,142

13. Lambert, Edwards & Assoc., Grand Rapids, MI 2,650,000

14. LaunchSquad, San Francisco, CA 2,410,000

15. Finn Partners, New York, NY 2,100,000

16. Padilla, Minneapolis, MN 1,548,175

17. 5W Public Relations, New York, NY 1,400,000

18. Akrete, Evanston, IL 1,268,889

19. G&S Business Communications, New York, NY 1,204,306

20. Rasky Partners, Inc., Boston, MA 1,067,888

21. North 6th Agency, Inc., New York, NY 1,023,041

22. CooperKatz & Co., New York, NY 1,009,797

23. Pierpont Communications, Houston, TX 937,624

24. Verasolve, Potomac, MD $842,000

25. 360PR+, Boston, MA 834,369

26. Moore, Inc., Tallahassee, FL 816,632

27. LANE, Portland, OR 813,344

28. Inkhouse, Waltham, MA 808,019

29. Beehive Strategic Communication, St. Paul, MN 772,229

30. Jackson Spalding, Atlanta, GA 740,832

31. Greentarget Global LLC, Chicago, IL 704,800

32. Public Communications Inc., Chicago, IL 424,302

33. Trevelino/Keller, Atlanta, GA 375,000

34. French | West | Vaughan, Raleigh, NC 250,445

35. Butler Associates, LLC, New York, NY 222,082

36. McNeely Pigott & Fox PR, Nashville, TN 221,104

37. BoardroomPR, Ft. Lauderdale, FL 200,000

38. Feintuch Communications, New York, NY 187,610

39. IW Group, Inc., West Hollywood, CA 176,000

40. Hunter PR, New York, NY 100,000

41. Singer Associates, Inc., San Francisco, CA 95,309

42. Hollywood Agency, Hingham, MA 81,333

43. Landis Communications, San Francisco, CA 50,000

44. Rosica Communications, Paramus, NJ 35,075

45. Weiss PR, Inc., Baltimore, MD 28,655

46. O’Malley Hansen Communications, Chicago, IL 19,000

      Firm  Net Fees (2017)       Firm  Net Fees (2017)

O’DWYER’S RANKINGS

TOP FINANCIAL PR & INVESTOR RELATIONS FIRMS
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F
rom global law and management con-
sulting firms to accounting and engi-
neering firms, the competitive need 

to aggressively promote brand, talent and 
POV on key business issues has become 
imperative to differentiating and achieving 
a thought leader status. That thought lead-
ership is the heart of business development 
at professional services firms and core to 
the DNA of the best rainmakers. It’s some-
thing that needs to be constantly attended 
to and refreshed with new ideas and con-
tent, or irrelevancy and loss of leadership 
can quickly set in.

Developing an effective thought leader-
ship plan involves many ingredients, in-
cluding top PR professionals, thoughtful 
messaging and careful orchestration. Here 
are some of the key steps to driving a suc-
cessful thought leadership campaign:

• Building out a roster of engaging 
spokespersons that can represent the com-
pany well and offer strategic insights.

• Determining the key themes and trends 
generating news while focusing the messag-
ing and positioning for each spokesperson.

• Developing an immediate response 
agency team that is dedicated to the client.

• Establishing a media strategy and inter-
action approach for key media.

• Creating an integrated program that 
combines content, visibility and digital ini-
tiatives.

• Staying vigilant and inoculating the 
brand for potential crises.

First, when we work with professional 
services spokespersons, we try to under-
stand the burning business issues they’re 
advising clients on at that moment and 
what potential pitfalls lie ahead. We deter-
mine what clients are struggling with and 
the consequences for non-compliance, es-
pecially with new regulations. In many cas-
es, we identify opportunities for businesses, 
where there’s great potential for revenue 
growth, or tax and cost savings associated 
with changes in laws or tax code. Recent 
trending topics where we’ve brought clarity 
of consequences or opportunity to interact 
with the media include tax reform, GDPR, 
cannabis legislation, data breaches and 
wealth transfer.

A campaign’s success is dependent on 
understanding the news and selecting 
emerging trends that will become bigger, 

sustained stories in the near future. Track-
ing themes related to a spokesperson’s 
 expertise is a 24/7 diligence where our 
team is monitoring for opportunities to 
have spokespersons address the latest busi-
ness issue or industry trend. The agency 
team is critical to making this work seam-
lessly and pay off. The team must be dedi-
cated and have relationships with influen-
tial journalists to be in the right place at the 
right time. Speed is critical, especially with 
the breaking news cycle, where the agency 
must secure national print and broadcast 
appearances before the rest of the world 
piles on. 

Just as important, each spokesperson 
needs to build strong relationships with 
the media. We’ve found one of the most 
effective methods is by having introduc-
tory conversations with the media where 
the spokesperson can offer insights and 
information to key reporters ahead of any 
breaking news stories. For a partner at 
a law firm, we arranged a briefing for an 
editorial team at a major newspaper and a 
group of producers at a national network 
on GDPR. The meeting cemented the rela-
tionship by featuring our expert in a pur-
poseful manner and the media received 
valuable information to better report on 
how the upcoming event could affect busi-
ness. This method led to many additional 
interviews on topics addressed during the 
briefing. For an accounting firm that com-
petes with larger Big Four competitors, we 
started our campaign by making media 
introductions and providing background 
calls where the firm’s top partners would 
explain complex tax reform issues to re-
porters and editors over 45 minutes. The 
time invested and relationship building 
phase with key reporters led to our team 
delivering over 60 media placements with 
top tier print and online media in one year, 
as well as broadcast TV appearances on 
Fox Business, Bloomberg, Fox News, NBC 
and MSNBC. By nurturing relationships 
with top-tier business and financial media 
and bringing spokespersons and media 
together to collaborate on story develop-
ment, our team was able to position this 
accounting firm as the “go-to tax experts” 
with the most influential media outlets.

Once a media thought leadership cam-
paign is in place and off to a good start, the 

next step is to integrate it with executive 
visibility, digital and content-building ef-
forts. The goal is to expand reach and influ-
ence using myriad initiatives.

We submit our spokespersons for speak-
ing roles at industry conferences or key 
events where they can speak directly to 
executive decision 
makers. This includes 
keynotes, serving as a 
panelist or simply net-
working with key play-
ers and industry media. 
On the content end, 
some of the most suc-
cessful thought lead-
ership campaigns are 
fueled by a pithy and 
punchy blog focused 
on key themes driving 
the program or a se-
ries of byline articles in 
top-tier and key trade 
outlets. Many media 
outlets are looking for 
new perspectives on 
national business is-
sues so there are plen-
ty of opportunities for 
top-notch visibility. In fact, we recently 
introduced a new partner specializing in 
the food industry at an accounting firm to 
a reporter at Forbes. The conversation went 
so well, the Forbes reporter asked the part-
ner to serve as a monthly contributor to the 
news outlet. For an attorney specializing in 
privacy and litigation, we were able to use 
a national news item to place a byline in a 
well-respected Washington, D.C. outlet. 

Digital is also a powerful thought lead-
ership tool. The thought leadership media 
coverage generated for spokespersons and 
their firm is “gold” on all social media chan-
nels carrying the endorsement of the top 
media in the world. We also utilize video 
to help break down and explain complex is-
sues, which can be repackaged easily for so-
cial media channels. In addition, Facebook 
Live allows your spokespersons to hold 
their own events, such as roundtables and 
panels, where you can invite interested ex-
ecutives as guests to join the conversation. 
LinkedIn is hungry for original business 
content on their platform and will use SEO 

Best ways to protect professional services brands
A successful thought leadership program is critical for raising the profile of professional services 
experts and attracting new business.

By Christine Hardman and Scott Tangney

Christine Hardman

Scott Tangney

  _  Continued on next page
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D
ecades ago, it was a major coup to 
place your client’s story in the phys-
ical, hard copy issue of a major na-

tional magazine such as Newsweek or U.S. 
News and World Report. These days, some 
of these magazines no longer exist except 
for online. 

Meanwhile, the virtual world has greatly 
expanded with the launch of hundreds of 
new news sites in a variety of industries. 
For example, while Wired and Computer-
world were once the center of the universe 
for technology stories, today’s PR practi-
tioner has a multitude of choices when it 
comes to placing a tech story. TechCrunch, 
The Verge, ReCode, CNET and Gizmodo 
are just a few candidates in a space flooded 
with them.

While some business/financial clients 
might still long for a front-page New 
York Times story, most will likely ask for 
a healthy array of placement in a variety 
of online media (including industry trade 
publications and major business news out-
lets such as Bloomberg) and some print 
media including the Wall Street Journal.

Many PR practitioners look at the pleth-
ora of growing news outlets as a positive 
sign that media opportunities for clients 
are expanding and that, therefore, their 
industry is doing well. But with this ex-
pansion comes increased expectations and 
responsibility for scoring ink in a financial 
and technology media world no longer 
limited to Dow Jones and the Financial 
Times.

In addition, many iPhone apps even have 
blogs that cover every business subject un-
der the sun, thereby offering even more 

publicity avenues.
But it’s critical to read, study and analyze 

all of these new sites and blogs to choose 
your vehicle carefully. Take a good hard 
look at your clients’ content to find the me-
dia that is the best fit for it. For instance, if 
you represent a company in the cryptocur-
rency business, determine if your current 
press release features an announcement 
that would warrant attention in a top-tier, 
general business news site such as the Wall 
Street Journal (such as the announcement 
of a million-dollar-deal) or whether it con-
tains detailed information specific to the 
Bitcoins of the world (i.e., a new cryptocur-
rency exchange has been hacked and the 
owners are on the lookout for the culprit).

The media itself — as well as global in-
dustry in general — has grown exponen-
tially since the late 20th century, so the 
roles of both the journalist and the PR pro-
fessional are vastly different from the old 
models. Most business/financial journal-
ists now specialize in one particular area 
and there are fewer generalists than in the 
past. 

This doesn’t mean they don’t possess 
a broad overview of the financial world, 
though, because news desks and crews are 
often kept small to remain profitable, so 
news people need to be well informed. But, 
nevertheless, a PR executive must do more 
homework than he or she once did to get 
the right match for each client’s story.

Taking again the cryptocurrency exam-
ple, PR practitioners must make sure they 
have a decent understanding of the cryp-
to business landscape and be able to talk 
about it intelligently with a reporter.

There’s no need to go back to school to 
take cryptocurrency classes, but the effec-
tive media relations executive will read rel-
evant news daily and ensure that he or she 
is on top of all the frequent developments 
in this rapidly evolving industry.

In addition to their newsworthy devel-
opments, also be sure to take advantage of 
your client’s expertise in the field. Deter-
mine which media covering Bitcoin accept 
bylined articles and en-
courage your client to 
write a piece on where 
they think the industry 
will be in five years or 
what are the challenges 
they and their compet-
itors are currently fac-
ing.

Also, be acutely aware 
that because there are 
more media choices 
than ever before, some of your clients may 
think that they should expect more than 
their appropriate share of publicity. It is 
important to counsel them accordingly and 
make them understand that an increased 
amount of media doesn’t automatically 
make their company more newsworthy. 
It simply means that media are more par-
ticular than they used to be and that each 
publication or TV show now has a particu-
lar part of the business world that they are 
mandated to cover actively and effectively.

The new state of digital media could be 
a win/win for media relations executives 
who carefully plan and consider all their 
options for comprehensive but targeted 
media campaigns. 

Frank Tortorici leads Marketing Maven’s 
business, financial and crypto media rela-
tions out their NY office. He can be reached 
at frank@marketingmaven.com. 

The media relations exec’s new role in the digital age
Today’s PR practitioners must always keep in mind that we’re 
operating in the digital era.

By Frank Tortorici

Frank Tortorici

and powerful algorithms to bring the most 
readers to the new content as an incentive. 
An influencer campaign also works well 
to target and engage interested Key Opin-
ion Leaders that are driving conversations 
around key themes. The right approach can 
result in them carrying forward your mes-
sage and brand.

Finally, every effort towards building 
thought leadership and strengthening the 
brand of spokespersons and the firm is the 
strongest defense strategy in preparation 
for a crisis. The reputation and goodwill 
developed through a thought leadership 

Professional services brands
 _ Continued from page 34 program helps businesses weather unan-

ticipated crisis events. Still, how a firm re-
sponds to and manages crises can either 
strengthen or erode reputation and affect 
stakeholder confidence for many years to 
come. For professional services firms, we 
have managed many crises, including data 
breaches, litigation, regulatory scrutiny of 
audits and compliance, top partner or CEO 
departures, misconduct in the workplace 
and regulatory impact on business, among 
others. What matters most in these situa-
tions is an open channel with the client, 
scenario planning and messaging, strong 
reporter relationships and a team of crisis 
experts ready to act. With the right process 

and team, you can successfully communi-
cate broadly to the full range of stakehold-
ers and ensure your positive messaging and 
brand is protected. 

Developing a successful thought lead-
ership plan is critical for gaining visibility 
as an industry expert and attracting new 
business. Having a dedicated team of pub-
lic relations professionals to advance your 
message, build key media relationships, 
protect your brand and raise your profile is 
essential to your campaign’s success. 

Scott Tangney is Managing Director at 
ICR Corporate Communications. Christine 
Hardman is Account Director at ICR Corpo-
rate Communications. 
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O’Dwyer’s guide to

5W PUBLIC 
RELATIONS

230 Park Ave., 32nd Floor
New York, NY 10169
212/999-5585
Fax: 646/328-1711
info@5wpr.com
www.5wpr.com

Ronn D. Torossian, Pres. & CEO
Dara Busch, Matthew Caiola, 
Exec. VPs

-
-

-
-

-
-

-

branding and digital marketing 
-

communications practitioners de-
-

paigns that connect our clients 

our programs is designed to impact 

-

-

-

-

-

-

-

-

-

-
-

BACKBAY 
COMMUNICATIONS
 
20 Park Plaza, Suite 801
Boston, MA 02116
617/391-0790
www.backbaycommunications.com
 
33 Cavendish Square
London, W1G 0PW
+44 (0)203 475 7550
 
Bill Haynes, President & CEO
Jen Dowd, COO

BackBay Communications is 
an integrated public relations and 

-
-

opment and integrated outsourced 

-

-
oping and executing market po-
sitioning and integrated commu-

-

-
-

-
-
-

-

BLISS  
INTEGRATED  

COMMUNICATION
Member of The Worldcom Public 

Relations Group

500 5th Ave., #1640
New York, NY 10110
212/840-1661
Fax: 212/840-1663
www.blissintegrated.com
 
Elizabeth Sosnow, Meg Wildrick, 
Managing Partners
Cortney Stapleton, Partner
Michael Roth, Partner, Healthcare
Vicky Aguiar, Alexis Odesser, 
Greg Hassel, Julia Mellon, Keri 
Toomey, Reed Handley, Sally 
Slater, VPs
 

Bliss Integrated Communica-
-

-

technology-enabled B2B solutions 

-

companies go to market on intan-

We’re energized by complex 
-

to build a seamless understanding 

attract and retain the right audi-
ences at the right time in the sales 

Butler Associates earned the PRSA-New York’s 2018 Best Legal Market-
ing and Communications Campaign award, following 2016’s Best Busi-
ness Campaign & Best Public Affairs Campaign honors.  Presenting the 
2018 award to Tom Butler is PRSA-NY President Sharon Fenster.

Photo credit: PRSA-New York
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BUTLER 
ASSOCIATES, LLC

204 East 23rd St.
New York, NY 10010
212-685-4600
TButler@ButlerAssociates.com
www.ButlerAssociates.com

290 Harbor Drive 
Workpoint – Shippan Landing 
Stamford, CT 06902

Thomas P. Butler, President

& Communications Campaign 

-

-

Whether a client’s need is a 

-
-

-

Butler Associates continual-

-
-

EDELMAN
250 Hudson St., 16th Floor
New York, NY 10013
212/768-0550
Fax: 212/704-0117
www.edelman.com

-

largest and emerging businesses 

-

-

FEINTUCH 
COMMUNICATIONS
245 Park Ave., 39th Floor
New York, NY 10167
212/808-4900
henry@feintuchpr.com 
www.feintuchcommunications.com
www.PRWorldAlliance.com 

Henry Feintuch, President
Richard Anderson, Senior 
Managing Director

-

-

to help package the core essence 

their thought leadership and gener-

include strategic media relations 
-
-

-
-

pendent communications consul-

-

HOPE-BECKHAM 
INC.

1900 Century Place, Suite 250
Atlanta, GA 30345
404/604-2600
www.hopebeckham.com
Twitter: @HBIpr

Bob Hope, President & 
Co-Founder
bhope@hopebeckham.com
Paul Beckham, Chairman & 
Co-Founder
pbeckham@hopebeckham.com

up-to-date on the latest trends in 

-

and sit on numerous boards includ-

-

-

-

ICR
685 Third Ave., 2nd Flr.
New York, NY 10017
646/277-1200
phil.denning@icrinc.com 
www.icrinc.com
 
Phil Denning, Partner, ICR 
(Phil.Denning@icrinc.com)
 

-

large and midsized accounting 

-

-
-

-
porate communications agencies 

-
-

We design thought leadership 
-

and solutions in traditional and 

-
-
-

Feintuch management team (l-r): Henry Feintuch, Rick Anderson, Richard Roher, Doug Wright.
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INFINITE GLOBAL
205 E. 42nd St., 14th Floor
New York, NY 10017
212/838-0220

www.linkedin.com/company/ 

twitter.com/igc_us
 

Chicago, Philadelphia, London
 
Jamie Diaferia, Founder & CEO
Zach Olsen, President
 

largest public relations and com-

 Our roots are in the legal indus-

-
tions strategy can best support their 

The National Law Jour-
nal

-

JOELE FRANK, 
WILKINSON 
BRIMMER 
KATCHER

622 Third Avenue, 36th Floor
New York, NY 10017
212/355-4449
www.joelefrank.com

1 Sansome Street, Suite 2800
San Francisco, CA 94104

Joele Frank, Managing Partner 
Matthew Sherman, President

and disciplined communications 
counsel and support to help our cli-

global public corporations to 

-

-
-

-

-
-

KONNECT
 AGENCY

888 S. Figueroa St.,  #1000
Los Angeles, CA 90017
213/988-8344
info@konnectagency.com
www.konnectagency.com

Austin
Sabina Gault, CEO
Monica Guzman, COO
Amanda Bialek, Vice President
Carmen Hernandez, Managing 
Director

With unmatched business acu-

-

-
-

-
-
-

gic campaigns that reach the target 

-

PERRY 
COMMUNICATIONS 

GROUP
980 9th Street, Suite 410
Sacramento, CA 95814 
916/658-0144
www.perrycom.com 
@PerryCommGroup

Kassy Perry, President & CEO 
Julia Spiess Lewis, Senior Vice 
President
 

-

-
-

coalition or helping clients com-

-

by building strong relationships 

-

Fortune
major industry trade associations 
and charitable organizations at the 

-
-

-

-

-

PROSEK PARTNERS
105 Madison Ave., 7th Floor
New York, NY 10016
212/279-3115
Fax: 212/279-3117
jprosek@prosek.com
www.prosek.com

Partners: Jennifer Prosek, Mark 
Kollar, Russell Sherman, Andy 
Merrill, Mickey Mandelbaum, 
Caroline Gibson, Karen Niovitch 
Davis

largest independent public relations 

-

approach brings breakthrough 
-

• We are a rare hybrid; a corpo-

Konnect Agency CEO Sabina Gault leading her team through a strategy exercise.

  _ Continued on page 40
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• We help clients stand out in the 

-

-
-

neurial culture attracts and retains 

• Our transactions communica-
tions and issues and crisis manage-

 

RACEPOINT 
GLOBAL

53 State Street, 4th Floor
Boston, MA 02109
617/624-3200
Fax: 617/624-4199
oyang@racepointglobal.com
www.racepointglobal.com

-

-

-

-

-

types that break through to audi-
-

-

RASKY PARTNERS

Boston, MA 02110
617/443-9933

555 11th Street, NW, Suite 401
Washington, DC 20004
202/530-7700

Larry Rasky, Chairman & CEO
Ron Walker, COO
George Cronin, Managing Director

, Managing Director

-
-
-

tions that operate at the intersection 

-

including media strategy and pub-

communication and digital media 

-

-
sources to address complex com-

-

RBB 
COMMUNICATIONS
355 Alhambra Circle, Suite 800
Miami, FL 33134
305/448-7450
www.rbbcommunications.com 
Christine Barney, CEO & 
Managing Partner
Lisa Ross, President 
Josh Merkin, Vice President, 
Professional Services Practice 
Leader 

rbb is an integrated communica-

marketing and public relations ser-

-

relations and thought leadership 

-

-
-

-

-

-

-
-

RF|BINDER
950 3rd Ave., Floor 7 
New York, NY 10024

Amy Binder, CEO
Joseph Fisher, Vice Chairman
David Schraeder, Executive 
Managing Director

communications agency that has 

recognized brands across the spec-
-

-
ly establish our clients as leaders 

integrated planning and analytics 

their communication program-
-

and corporate social impact pro-

including social and digital media 

-

has deep expertise in designing 
programs that align compelling 
content and communications strat-
egies to support our clients’ busi-

TUNHEIM
8009 34th Avenue S.
Suite 1100
Minneapolis, MN 55425
952/851-1600
www.tunheim.com

Kathy Tunheim, CEO & Principal
Pat Milan
Lindsay Schroeder Treichel, 

Brian Ortale, Chief Financial 

Liz Sheets
Darin Broton, Senior Consultant

Tunheim uses communications 
-

ness challenges and get the reputa-
-

Well-understood organizations 
-
-

-

-

-

-

the second-largest independent 

rbb Communications’ President, Lisa Ross and Senior Account Executive, 
Stephanie Schiff, with reporter Cindy Goodman at their client, Berger Sin-
german’s BusinessTalk event.

PROSEK PARTNERS
 _ Continued from page 38



O’DWYER’S RANKINGS

TOP PROFESSIONAL SERVICES PR FIRMS

1. Edelman, New York, NY $88,639,000

2. Finn Partners, New York, NY 8,765,000

3. Jackson Spalding, Atlanta, GA 8,122,081

4. Greentarget Global LLC, Chicago, IL 6,886,281

5. rbb Communications, Miami, FL 6,069,866

6. Infinite Global, New York, NY 4,616,068

7. Prosek Partners, New York, NY 4,251,203

8. Bliss Integrated Communication, New York, NY 4,077,000

9. 5W Public Relations, New York, NY 3,800,000

10. Quinn, New York, NY 3,315,803

11. Racepoint Global, Boston, MA 3,314,539

12. Inkhouse, Waltham, MA 3,252,101

13. Rasky Partners, Inc., Boston, MA 2,889,312

14. ICR, New York, NY 2,863,422

15. Schneider Associates, Boston, MA 2,822,507

16. CooperKatz & Co., New York, NY 2,559,937

17. Peppercomm, New York, NY 1,990,997

18. Tunheim, Minneapolis, MN 1,923,570

19. BoardroomPR, Ft. Lauderdale, FL 1,800,000

20. French | West | Vaughan, Raleigh, NC 1,771,559

21. Padilla, Minneapolis, MN 1,689,944

22. RF | Binder Partners, New York, NY 1,400,000

23. North 6th Agency, Inc., New York, NY 1,323,935

24. Matter Communications, Newburyport, MA 1,212,680

25. Pierpont Communications, Houston, TX 1,117,820

26. Konnect Agency, Los Angeles, CA 1,023,087

27. MP&F Strategic Communications, Nashville, TN 946,400

28. Verasolve, Potomac, MD $893,000

29. Fish Consulting, Hollywood, FL 862,700

30. LaunchSquad, San Francisco, CA 605,000

31. Brownstein Group, Philadelphia, PA 597,484

32. Greenough, Boston, MA 490,000

33. WordWrite Communications LLC, Pittsburgh, PA 393,050

34. LANE, Portland, OR 329,806

35. Gregory FCA, Ardmore, PA 303,000

36. Beehive Strategic Communication, St. Paul, MN 301,930

37. Maccabee, Minneapolis, MN 287,305

38. Standing Partnership, St. Louis, MO 283,143

39. IW Group, Inc., West Hollywood, CA 236,000

40. Marketing Maven PR, Camarillo, CA 222,907

41. Bellmont Partners, Minneapolis, MN 211,432

42. Public Communications Inc., Chicago, IL 208,337

43. Weiss PR, Inc., Baltimore, MD 200,589

44. Rosica Communications, Paramus, NJ 196,962

45. L.C. Williams & Associates, Chicago, IL 168,484

46. Butler Associates, LLC, New York, NY 140,015

47. Hollywood Agency, Hingham, MA 136,800

48. The Power Group, Dallas, TX 121,580

49. Trevelino/Keller, Atlanta, GA 100,000

50. The Buzz Agency, Delray Beach, FL 67,925

51. Akrete, Evanston, IL 55,102

52. O’Malley Hansen Communications, Chicago, IL 40,000

53. SPM Communications, Dallas, TX 37,013

54. Perry Communications Group, Sacramento, CA 7,500

    Firm Net Fees (2017)      Firm Net Fees (2017)

O’DWYER’S RANKINGS

TOP PROFESSIONAL SERVICES PR FIRMS

© Copyright 2018 The J.R. O’Dwyer Co.
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M
ichael Cohen has a real prob-
lem. And it’s not just that Donald 
Trump’s former friend and fixer 

finds himself in the crosshairs of attack dogs 
from the New York 
U.S. Attorney’s of-
fice, investigating 
him for, among 
other things, falsi-
fied bank records, 
fraudulent business 
dealings and illegal 
hush-money pay-
ments to presiden-
tial paramours.

No, Mr. Cohen’s 
real problem is that 
he recently fired 
his experienced 
but low key legal 
team and hired, in 
its place, a com-
bination lawyer/
PR man. And that 
particular “counsel-

or” is none other than our old buddy and 
self-promoter par excellence, Lanny Davis.

Now whom, you may ask if you haven’t 
been paying attention, is Lanny Davis? The 
short answer is that Mr. Davis is the con-
summate Democrat D.C. swamp thing, a 
lawyer-turned-public relations pretender 
whose client list reads like a Who’s Who of 
disgraced companies, corrupt politicians, 
ruthless dictators and virtually anyone else 
willing to pay his exorbitant fees.

Topping the Davis client roster are a feder-
ally-subsidized Maryland additive company 
accused of putting useless fatty acids in in-
fant formula sold to poor women, for-profit 
colleges accused of exploiting students, and 
at least two African despots condemned by 
the international community for assorted 
crimes against humanity. (Not to mention, 
Harvey Weinstein!)

Davis got his start as a Clinton White 
House lawyer who became one of the Pres-
ident’s primary public defenders against 
Monica Lewinsky, right up until Clinton 
admitted lying about his sexual shenanigans 
in the Oval Office. Thereupon presidential 
alibi-er Davis wrote a book, Truth to Tell, in 
which, lo and behold, he extolled the public 
relations virtues of being honest all the time.

Having found religion through his pub-
lic relations epiphany, the former Clinton 
con man became a “crisis communications 
counselor.”

Evidently, that was good enough for the 

cornered Cohen to drop his low profile, 
white-shoe lawyers from McDermott Will 
& Emery and sign on with loquacious 
 Lanny.

And ever since he did, Davis has been an 
omnipresent presence on cable TV, drop-
ping bombshell after bombshell about his 
new client’s treasure trove of Trump tapes.

Here’s why Cohen’s desperate hiring of 
Davis may likely prove fatal for the fallen 
fixer.

Davis’ spotlight strategy is the last thing 
Cohen needs. Michael Cohen’s best chance 
of avoiding jail is to cooperate with prosecu-
tors behind the scenes, providing valuable 
information quietly so that those he’s finger-
ing (guess who?) are kept in the dark and off 
balance. Presumably, that’s what his former 
lawyers were trying to do. And that’s what 
experienced public relations counsel would 
recommend as well.

But not Lanny, who claims to be guid-
ed always by a mantra of “tell it early, tell 
it all, tell it yourself,” which is admirable 
in theory, but often impractical, especially 
when “revealing all early” proves counter-
productive to your client. Such is the case 
with  Cohen.

When Davis launched his perpetual pub-
licity machine, first leaking word that Co-
hen taped his client talking about playmate 
hush money and then revealing the tape it-
self on CNN and talking about it non-stop 
on all the other channels, he set Cohen up 
for a monumental fall.

As Rudy Giuliani correctly concluded, the 
secret taping of a client destroys Cohen as 
a witness, leaving him with even less cred-
ibility than his spokesman. Even more im-
portant, if all Cohen has is a single, surrep-
titiously-recorded, garbled tape that may or 
may not suggest Trump lied about paying 
hush money to starlets, prosecutors may not 
be interested in striking a deal.

In that case, the Davis strategy of breath-
lessly busting out the tape for all to dissect 
and dispute is a colossal public relations 
blunder.

Lanny’s bombast on behalf of Cohen 
has destroyed any chance of a presidential 
pardon. Say what you will about Donald 
Trump: he’s a coarse, lying, cheating phi-
landerer, who paid off strippers and starlets 
to hide his extra-marital meandering. Fair 
enough.

But he has also proven himself loyal to his 
allies, as long as they don’t cross him.

Paul Manafort and Michael Flynn, for in-
stance, have remained true to their former 
employer, even in the face of a withering 
attack from a running-out-of time special 

prosecutor desperate to get the goods on 
Trump. Both will be convicted of crimes, 
and both may well receive presidential par-
dons for their loyalty.

Cohen, on the other hand, especially now 
that he’s retained such a loud-mouthed 
Trump hater, will likely not be so pardoned 
when the government’s wrath rains down 
on him. Even if Trump wanted to pardon 
Cohen, he couldn’t because …

Davis is a proxy for the evil empire the 
Trump base will simply not abide: the 
Clintons. Lanny Davis has been a Clinton 
toady for nearly three decades, first defend-
ing Bill’s sexcapades in the White House 
and then later toiling in the never-ending 
Hillary campaigns.

The nadir for loyal Lanny probably came 
in 2010 when the government was forced to 
release a glut of Secretary of State Clinton’s 
private account emails. The most obsequi-
ous of all 2,100 released emails came from 
Davis, asking if his “dear friend” Hillary 
might say some complimentary things to a 
reporter writing a news article about him.

So, in recruiting such a high profile and, 
in the eyes of Trump supporters, repulsive, 
Clintonista to his team, Cohen has effec-
tively made it impossible for the President 
to pardon him.

Lanny loves the limelight way more 
than he loves his “clients.” Davis’ penchant 
for personal publicity has already and will 
continue to impair the Cohen case for clem-
ency.

The fact is that whether it’s due to chron-
ic insecurity or the constant need to con-
vince his D.C. peers that he, too, is a bona 
fide “power broker,” Davis lives for the me-
dia limelight. And with every new TV ap-
pearance or print interview or over-the-top 
public challenge to the president, Davis digs 
the hole deeper for his confused and belea-
guered client.

In one particularly revealing interview, 
Davis acknowledged, “I don’t need to speak 
any further or go on any more shows. The 
tape speaks much better than I do.”

And to whom did he acknowledge this 
new strategy of radio silence? Why, to 
the New York Times, of course, in a front-
page story, complemented by a four-col-
umn beaming self-portrait, which he later 
washed down with interviews in the Wash-
ington Post and Politico. Lanny, it seems, 
just can’t get enough of Lanny.

So, the bet here is that poor, beleaguered 
Cohen, like other similarly-panicked and 
put-upon suckers before him, ultimately 
sealed his fate the day he hired an ersatz 
“crisis communications guru” who has 
demonstrated time and again that his only 
real “client” is himself. 

Fraser P. Seitel has 
been a communications 
consultant, author and 
teacher for more than 
30 years. He is the au-
thor of the Prentice-Hall 
text, The Practice of 
Public Relations.

OPINION

By Fraser Seitel

Michael Cohen’s PR problem
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Value pricing in the PR profession

M
y column this month will discuss 
the topic of value pricing.

One of my PR clients is engaged 
by a large company to provide PR services. 
That company is having an in-house pro-

curement depart-
ment negotiate 
billing rates with 
the firm. I use the 
word negotiate 
loosely; it has spe-
cific criteria that it 
follows. I can only 
assume that once 
that criteria is de-
termined, it’s used 
across the board 
for all agencies 
they work with. 
What’s interesting 
is the procure-
ment department 
sets rates based on 

formulas that I’ve written about over the 
years.

In establishing rates for a PR agency, 
three elements are considered: salary by 
level, overhead and desired profitability. 
The process I go through is to determine 
overhead as a percentage of direct labor. 
I usually look for overhead to be between 
80 percent and 100 percent of direct labor 
costs. When overhead exceeds 100 percent 
of direct labor, there is, for the most part, 
lower profitability.

The procurement department allowed a 
100 percent overhead factor. By this I mean 
if direct labor is $100,000, overhead is then 
$100,000. To this a profit factor is added. If 
the profit factor is 25 percent, then 331/3 
percent is added to the total. Therefore, 
$66,666 is added to $200,000 for a total of 
$266,666. $266,666 times 25 percent profit 
factor is $66,666. The result is divided by 
annual billable hours of 1,500 arriving at a 
billing rate of $178 per hour. 

Of course, the procurement departments 
don’t do it this way. They would multiply 
$200,000 times 25 percent or allow a profit 
of only $40,000. They also would use 1,800 
annual billable hours rather than 1,500 to 
arrive at an allowable billing rate of $133 
per hour. In calculating billing rates and 
billable hours, I don’t consider overtime 
billable hours. Please remember the goal is 
to determine a billing rate that will gener-
ate a percentage profit.

So, what’s the wrong with the above 
model? Nothing! It just doesn’t take into 
consideration value! Here is a story to 

highlight this concept. A client asks its PR 
agency about an idea it developed for the 
client. “Did we pay you for that idea?” “Yes, 
it took us about two hours and was billed 
as part of our monthly retainer invoice.” 
“Great, responded the client. It was worth 
about $1 million to us!” How would you 
feel if this was you?”

Another story. A woman was strolling 
along a street in Paris when she spotted 
Picasso sketching at a sidewalk café. She 
asked him if he might sketch her.

Picasso obliged. In minutes, there was an 
original Picasso. “And what do I owe you?” 
she asked. “5,000 francs,” he replied. “But, 
it only took three minutes,” she politely re-
minded him. “No,” Picasso said. “It took 
me all my life.”

So, what’s value pricing in the PR busi-
ness, or the accounting business for that 
matter? I once asked the late Al Croft if he 
ever used value pricing when he was in the 
agency business. He told me he had three 
billing rates: administrative, tactical and 
strategic. This does meet the definition 
of value pricing; however, it’s still tied to 
hours and a service rate. 

Regardless, consider it and use it. While 
it doesn’t capture the value surplus that a 
client may be willing to pay, it’s better than 
an agency rate per hour for all services. De-
velop different rates for different services.

What’s value pricing anyway?
According to Ronald Baker in his book 

“Professional Guide to Value Pricing,” a 
successful professional firm will price its 
services according to external value, as 
perceived and determined by the custom-
er — your clients are customers! — rather 
than by internal costs. By doing so, they 
will restore pricing to the strategic market-
ing tool that it is.

So, what’s value pricing anyway? Accord-
ing to Baker, value pricing can be defined 
as the maximum amount a given custom-
er is willing to pay for a service, before the 
time of delivery. It doesn’t mean a per-
centage markup on your standard rate, or 
a contingency arrangement based upon 
a certain result, or a bonus added to the 
agreed price, though any price negotia-
tions may include these factors. Value pric-
ing requires that you price on the margin 
for each customer, for each service, dis-
regarding the following: what you charge 
other customers for the same service, what 
you have charged the customer in the past, 
what your competition is willing to charge 
the customer, what your competition used 
to charge the customer.

More on this next month. I trust the topic 
will provide value and food for thought! If 
you do nothing else, consider the three-tier 
pricing strategy used by Al Croft. 

By Richard Goldstein

Richard Goldstein is 
a partner at Buchbind-
er Tunick & Company 
LLP, New York, Certified 
Public Accountants.

Financial Management

Streaming surges ahead in popularity

L
ive video streaming continues to gain 
adoption worldwide, with consumers 
viewing more content more often from 

an increasingly diverse array of sources and 
devices, according to  a global survey of 
consumer live video streaming preferenc-
es by the Interactive Advertising Bureau.

Nearly half (47 percent) of consumers 
worldwide who watch live streaming video 
said they’re  viewing more of this content 
today than they were a year ago, according 
to the IAB survey. In total, more than two-
thirds (67 percent) said they’ve streamed 
live video content, and 70 percent of those 
viewers said they now engage in the activity 
at least twice a day.

There’s little question that all this stream-
ing activity is coming at a cost to traditional 
TV consumption. Nearly half (44 percent) 
of consumers said they now watch less live 
TV as a result of the new streaming options 
available to them.

Where are consumers watching this con-
tent? More than half (52 percent) of viewers 
said their preferred source of live video is 
found on social platforms like Snapchat, In-

stagram, Facebook and Twitter, compared 
to digital streaming subscription like Hulu 
or Netflix (41 percent), a TV network web-
site or app (34 percent), a gaming site or 
app (33 percent) or a pay-TV service pro-
vider (21 percent).

When it comes to the factors influencing 
users’ streaming video source of choice, 
45 percent said quality content makes that 
determination, followed by the speed of an 
available Internet connection (38 percent) 
and whether that service is free or requires 
a subscription (35 percent).

More than half of consumers who stream 
live video content (52 percent) said they 
prefer free, ad-supported live streaming as 
opposed to subscription or à la carte ser-
vices. About a third of respondents said 
they now pay for TV or subscription video 
services.

Respondents said TV shows are the 
most preferred type of content to stream, 
followed by sports, tutorials, gaming and 
news.

IAB’s survey was conducted in May in 21 
markets around the world. 



44 AUGUST 2018     |     WWW.ODWYERPR.COM

WASHINGTON REPORT

ily time-consuming evidence,” according to a report in Bloomberg.
Mueller’s team said the exhibits show precisely what Manafort did 

in Ukraine. “The documents establish the breadth of the work that 
Manafort performed, including commissioning TV ads, writing 
speeches and carrying on campaign-related activities,” according to 
Mueller’s filing. 

Schools moves to Uber

F
ormer Justice Dept. official Scott Schools has joined Uber Tech-
nologies as its first Chief Compliance Officer.

The ride-sharing company faces investigations into such is-
sues as its pricing practices, accusations of bribery, and the use of 
software designed to evade local officials tracking its operations.

Schools, who was a close advisor to Deputy Attorney General Rod 
Rosenstein, has not been involved in any of the Uber probes and 
would recuse himself, if necessary.

He reports to Tony West, a former Justice Dept. official in the 
Obama administration.

Schools joined Uber as the San Francisco-based company an-
nounced the resignation of human resources chief Liane Hornsey 
following complaints about how she handled employee complaints.

She had led Uber’s effort to reform the corporate culture that fos-
tered bad behavior and sexism that existed under founder and for-
mer CEO Travis Kalanick. 

EPA press shop under Pruitt hit 
as ‘fake news’ factory

T
he Environmental Protection Agency’s press office was noth-
ing more than a “fake news factory” under former administra-
tor Scott Pruitt, according to the Public Employees for Envi-

ronmental Responsibility, a nonprofit alliance of federal, state and 
local environment professionals.

PEER, which obtained press office emails via a lawsuit lodged by 
a retirement EPA official, said the documents show that the press 
shop regularly discredited staffers who criticized the EPA as they 
either retired from the agency or quit.

The EPA’s public affairs team would then pitch the emails, which 
trashed the exiting officials, to conservative media outlets, the “war 
room” of the Republican National Committee and the White House 
press office.

Paula Dinerstein, PEER general counsel who represented Betsy 
Southerland, an EPA critic who retired from the agency in July after 
a thirty-year career, said the EPA emails “detail distasteful disinfor-
mation campaigns directed against distinguished public servants.”

She noted that the EPA withheld documents, claiming delibera-
tive privilege, which PEER presumes contained even sleazier infor-
mation.

Former coal lobbyist Andrew Wheeler is acting EPA administra-
tor. 

Congress moves to clean up 
lobbying rules

S
en. Michael Bennet (D-CO) and Rep. John Sarbanes (D-MD) 
have introduced the Curtailing Lobbyists and Empowering 
Americans for a New (CLEAN) Politics Act to ban lobbyists 

from soliciting, bundling or arranging large 
campaign contributions for Congressional 
candidates and to close lobbying regulation 
gaps and loopholes.

The bill would tighten the Lobbying Disclo-
sure Act provision that requires registration if 
a person makes two lobbying contacts over a 
two-year period and who spends more than 
20 percent of his or time in a quarter serving a 
particular client.

The Bennett/Sarbanes measure would re-
quire LDA registration if a person makes a single contact for a cli-
ent over two years, regardless of the time spent repping the client.

CLEAN would mandate registration if a person provides “strate-
gic advice” on how to influence the government, even if he or she 
did not make a direct lobbying contact. The act would also ban 
soliciting, bundling or arranging campaign cash of more than the 
$2,700 per-election individual cap on contributions.

It would close the loophole that allows firms representing foreign 
clients to register under the LDA rather than the more stringent 
Foreign Agent Registration Act.

Bennet blames Washington’s “corruption of inaction” on endless 
lobbying and fundraising. “The CLEAN Politics Act would reduce 
the influence of lobbyists,” he said. 

Ex-Biden aide opens Aperture

S
cott Mulhauser, a top Aide to former Vice President Joe 
Biden, has opened Aperture Strategies in DC to offer PA sup-
port to companies, coalitions, non-profits and trade associ-

ations.
As deputy chief of staff, Mulhauser traveled with Biden, handling 

messaging and communications during his campaign. 
Most recently, Mulhauser was Chief of Staff at the U.S. embassy 

in Beijing. He led U.S. trade missions throughout the country and 
worked closely with American companies, media outlets, univer-
sities and public officials to explore opportunities and respond to 
crises in China and across Asia.

Mulhauser worked on Capitol Hill for Senators Frank Lauten-
berg (NJ) and John Breaux (LA). He also did a stint at the Ex-
port-Import Bank. 

Manafort made $60M in Ukraine

P
aul Manafort earned more than $60 million for his political 
consulting work for Ukraine and failed to report a big chunk 
of that windfall in his tax returns, according to a filing in an 

Alexandria federal court in July made by special counsel Robert 
Mueller.

Jury selection for the bank and tax fraud trial of Manafort, who 
was president Trump’s campaign manager, begins tomorrow.

Manafort lawyers have asked the judge to bar 51 exhibits con-
nected to his more than 10-year run in Ukraine, advising its ousted 
president Vicktor Yanukovych and his Party of Regions and suc-
cessor Opposition Bloc. 

They called the exhibits “irrelevant, prejudicial and unnecessar-

Michael Bennet
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, Washington, D.C., , Washington, D.C., 
regarding U.S.-Bahrain relations.

, Washington, D.C., , Mission, KS, 
regarding tax reform legislation.

, Washington, D.C., -
posed on certain outdoor products.  Snow Joe makes outdoor power equipment such as lawn mowers, trimmers and snow blowers.

, Washington, D.C., , Washington, D.C., regard-
ing tracking and defending against unmanned aircraft system (UAS) threats.

Below is a list of select companies that have registered with the Secretary of the Senate, Office of Public Records, and the Clerk of the House of 
Representatives, Legislative Resource Center, Washington, D.C., in order to comply with the Lobbying Disclosure Act of 1995. For a complete list 
of filings, visit www.senate.gov.

NEW LOBBYING DISCLOSURE ACT FILINGS

NEW FOREIGN AGENTS REGISTRATION ACT FILINGS

FARA News

Lobbying News

Below is a list of select companies that have registered with the U.S. Department of Justice, FARA Registration Unit, Washington, D.C., in order 
to comply with the Foreign Agents Registration Act of 1938, regarding their consulting and communications work on behalf of foreign principals, 
including governments, political parties, organizations, and individuals.  For a complete list of filings, visit www.fara.gov.

, Washington, D.C., , Thailand, to 

System of Preferences.
, Washington, D.C., , Pikesville, MD, to provide 

government relations and representational services for persons supporting reform in Ukraine.  Innovative is a private limited liability corporation wholly 
owned by Mr. Sergei Krasnitski.

strategy, media outreach, and preparing relevant written materials for the Banks League and the Central Bank of Iraq.
, Washington, D.C., , Washington, D.C., regarding 

Poland’s contributions to peace and prosperity around the world and its alignment with U.S. economic, geopolitical, and national security interests.

Ballard bolsters Mali

B
allard Partners, which has close ties with President Trump, 
signed the Government of Mali to a one-year contract, effec-
tive July 1, worth $300,000.

The African nation, according to Reuters, is a launching pad for 
attacks across west Africa from groups linked to al Qaeda and ISIS.

More than 3,000 French troops joined by soldiers from Mali, Ni-
ger, Chad, Mauritania and Burkina Faso are fighting terrorists in 
operations funded by the U.S., EU and Saudi Arabia. A July 1 car 
bomb attack on a military patrol wounded four French soldiers 
and 31 others.

Ballard is to counsel and assist Mali in its communications with 
U.S. government officials, business executives and non-profit staff

According to its contract, Ballard will position the country as 
“a close working partner of key western countries in the struggles 
against Islamic extremism.”

It will help Mali raise awareness of its effort to promote peace 
nationwide among the “American public at large” and pursue ap-
propriations under the federal Millennium Challenge Corp. and 
other U.S. relevant organizations.

Brian Ballard headed Trump’s campaign fundraising activity in 
Florida. 

Sitrick joins Qatar’s PR team

S
itrick and Company has agreed to serve as public commu-
nications advisor and consultant to the Embassy of Qatar.

The crisis outfit is acting as subcontractor to law firm Pills-
bury Winthop Shaw Pittman, which signed on in March to handle 
legal matters and assist the Arab state on communications and PA 

matters.
Pillsbury bills Qatar at its hourly rate of $675-$955 (Partner), 

$615-$675 (Counsel) and $500-$615 (Associate).
S&C has not yet filed a formal engagement letter with the Justice 

Dept.
CEO Michael Sitrick and Los Angeles Times alum Sallie Hof-

meister handle the Qatar work. 
S&C joins Ogilvy Government Relations, Ashcroft Group, Ave-

nue Strategies Global, SGR and Ballard Partners on Qatar’s com-
munications team. 

Abu Dhabi investment authority 
invests in FTI

F
TI Consulting Group has inked a global communications and 
media relations agreement with Abu Dhabi Investment Au-
thority. The monthly retainer is $48,950.

The agreement, which runs from June 21 to March 3, 2019, calls 
for FTI to “proactively manage external interest in relevant ADIA 
transactions to protect ADIA’s reputation as a responsible, long-
term investor.”

The client requires 24/7 communications and representation in 
major financial markets, as well as a large number of developing 
and emerging markets.

FTI’s services include issue management, feature support, digi-
tal/social media, meeting program development, media network-
ing trips and intelligence gathering.

The ADIA work comes out of FTI’s London office. Andrew Wal-
ton, senior managing director/global head of financial services, 
and Jon Earl, Managing Director and head of Middle East strategic 
communications, handle the account. 








