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Trump mania reveals superficial media

Donald Trump’s meteoric rise to front-runner of the Republican presidential nomination 
has thrown a monkey wrench into the GOP machine and revealed a news cycle obsessed 
with cheap political grandstanding and schadenfreude. 

A July Economist/YouGov poll found 28% of Republicans cite America’s favorite blowhard as 
their top pick for President, amassing twice the support of other GOP nominees. The real estate 
mogul cum reality TV star now boasts a commanding lead in New Hampshire and is polling 
second place in Iowa. Political site The Hill in July noted that Trump’s newfound popularity 
doubled during the last two weeks of July alone, even in the wake of increasingly controversial 
and cartoonish statements. Paradoxically, the Economist/YouGov poll also found that Trump 
simultaneously exhibits the most unfavorable rating of potential candidates — 42% — among 
Republican voters. Taken together, it seems the more ridiculous and unlikable he becomes, the 
more we’re drawn to him. 

Trump’s campaign is characterized by an incoherent policy plan, zero political experience, 
and car-salesman clout. And let’s face it: he’ll never win the needed primary delegates to enter 
the general election. None of this matters. If Trump has done anything right, it’s his ability to 
sing for a media court that holds a childlike fixation on shiny, idiotic things. Throughout his 
ramshackle campaign, Trump has played a Jerry Lawler style heel who will say anything for ef-
fect: that he’d build a wall on our border and make Mexico pay for it, that illegal immigrants are 
“rapists,” that Senator John McCain is “not a war hero.” He broadcast Senator Lindsey Graham’s 
cell-phone number during a televised event and was the subject of threats from an escaped 
Mexican drug cartel boss. You can’t make this stuff up. It’s what Trump does. Sadly, it works.

Jon Stewart in July crystallized Trump’s success as indicative of “Americans’ inability to turn 
away from spectacular man-made disasters.” Indeed, using social analytic tools and working 
in tandem with a UCLA political scientist, a compelling July 20 Washington Post blog by John 
Sides shows that Trump has consistently attracted between 20-30% more news coverage than 
other GOP candidates in the weeks since his candidacy announcement. Senator Lindsey Gra-
ham, who blamed Trump for turning the presidential race “into a circus,” is pointing a finger in 
the wrong direction. If you’re looking for a culpable party here, you could start with the media. 
Which is really just a roundabout way of saying the blame falls squarely on us.

This brings me to another point. The fact that Trump is polling number-one among Repub-
lican candidates should also tell you what issues remain salient among today’s conservative 
voters. Not only do most GOP hopefuls now need a Koch endorsement for campaign support, 
they have to appeal to the furthest fringe demo to push the popularity needle. The more extreme 
Trump sounds, the more supporters come out of the woodwork. More than anything, Trump is 
a pariah in his own party simply because he reveals its true colors. As writer Amy Davidson put 
it in the August 3 edition of The New Yorker, “Saying it’s Trump who’s wrecking the Republican 
Party ignores the ways that he embodies it.” 

Of course, people also love Trump’s trademark braggadocio, the fact that he’s willing to spar 
publicly with his opponents. We enjoy the ridiculous things he says, but his surge in the polls 
also underscores how refreshing it is to hear someone speak their minds on the lectern for a 
change, even lob a few insults in the process. Trump is the id, our compulsory, primal drive to 
overpower our adversaries, and other Republican candidates, in a feeble attempt to match him 
in the polls, are scrambling to account for this. The result? They’re either aping Trump’s strategy 
by saying the most outrageous things they can, or they’re aligning themselves as “reasonable” 
alternatives to his hilariously extreme brand of conservatism. Former Arkansas Governor Mike 
Huckabee, during a recent interview with Breitbart News, grabbed the media’s attention when 
he took a cue from Trump and referred to President Obama’s Iran nuclear deal as one that will 
“take the Israelis and march them to the door of the oven.” Rubio has also tried this approach 
in recent attacks against Obama. Rick Perry and Graham have opted for a different strategy, 
repeatedly blasting Trump for his comments on McCain (note that few conservatives stood up 
for John Kerry when he was maligned by Swift Boat Veterans for his service). They’re all riding 
Trump’s coattails, when what they should be doing is crafting and positioning their own narra-
tives, not existing as mere reactions to his. 

It’s interesting to see the same phenomenon occurring on the other side of the fence. Though 
she’ll outspend him in the coming months, mass liberal indifference to Hillary Clinton now 
has her playing second fiddle to Vermont Senator Bernie Sanders, who’s gaining major trac-
tion for his views on the environment, wealth inequality, and college tuition debt. Most of us, 
for better or worse, find ourselves compromising at the voting booth on Election Day. While 
this time next year we may expect things to become as predictable as they traditionally have 
been — that is, while we may expect to see another Bush and Clinton square off for the White 
House — maybe Trump is actually the leader we deserve. 

— Jon Gingerich

EDITORIAL





The study, conducted by manage-
ment consultant McKinsey Quarterly, 
surveyed the purchase decisions of 

20,000 European consumers and more than 
100 brands.

It found social media recommendations 
influenced 26% of purchases across the 30 
surveyed product categories. Direct recom-
mendations played a role in two-thirds of 
the purchases.

Recommendations were most sought out 

by consumers in the travel, over-the-count-
er drugs and investments categories. Util-
ities ranked lowest. The consultant found 
that a small group of “power influencers” 
accounted for nearly a quarter of total rec-
ommendations.

For companies looking to maximize re-
turn on social media, McKinsey says they 
should “both encourage would-be custom-
ers to engage in more social interactions 
and inspire more influencers to express en-
thusiasm for their products.”

The research is bullish on the role of PR 
and third-party endorsements. It found 
that online articles posted by journalists en-
courage people to gather more social input 
to guide purchase decisions.

According to McKinsey: “Public relations 
spending to generate such articles may be a 
worthwhile investment.”

Spending effectively on search-engine op-
timization to move products up the search 
results can expect to benefit from a greater 
social-media impact.

McKinsey also found that some compa-
nies demonstrated they could turn negative 
vibes (from negative feedback) to their ad-
vantage by responding quickly. 
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Report: journalists hooked on social media
MEDIA REPORT

Social media’s growing influences on buying decisions continues, 
but impact varies across categories, according to a recent study.

By Kevin McCauley

Social media impacting more buying decisions

More than half of reporters say they 
couldn’t do their job without so-
cial media, according to the annu-

al “Global Social Journalism Study” from 
Cision and Canterbury Christ Church 
University, the British institution with 
more than 20,000 students.

Two-thirds of journalists surveyed in the 
U.S., U.K., Germany, Sweden, Finland and 
Australia spend up to two hours a day on 
social media, up from 38% in 2012. Twitter 
and Facebook rank as the top platforms.

American and British media pros rely on 
social media for publishing and promoting 
their content, while reporters in the other 
countries use it for sourcing.

Nearly six-in-ten (58%) of the polled U.S. 
journalists expressed concern over data se-
curity and privacy.

“This data confirms the mission-critical 
nature of social media and its ever-growing 
popularity for journalism,” said Valerie Lo-

Most reporters now say social media is essential to the articles 
they produce, and accounts for how they spend an increasing 
amount of their time, according to a recent survey.

By Kevin McCauley

pez, Cision’s VP of Media Research.
The Cision study also showed that PR 

pros are relying more on social media to 

interact with reporters.
American reporters consider PR contacts 

their second best source of information, 
after experts, which takes the number-one 
slot.

Journalists rate email (84%) as their best 
form of contact, following by social media 
(33%) and telephone (15%). 

Media brief

National Journal folds
The National Journal, the prestigious w ashington 

political news magazine, will suspend print publica -
tion by the end of the year after a 46-year run.

Atlantic Media Chairman David Bradley said news 
in D.C. “moves too quickly for a weekly publication.”  
NJ will now shift to the “higher velocity work” of its  
online edition for “hour-by-hour coverage.”

Bradley held a July staff meeting to inform staffers  
of the shutdown and the need for cutbacks. He prom -
ised to either keep/reassign staffers or help them  
“transition to a new employer.”

In a memo, Bradley noted the publication has grown 
“in revenues, employees and capital investment from  
10% to 20% this year.”



Social media impacting more buying decisions
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The process of going public doesn’t 
begin with filing official documenta-
tion (the SEC Form S-1), nor should 

communications shift occur on the actual 
listing day. An IPO is a once-in-a-lifetime 
branding opportunity, and should be the 
culmination of a thoughtful and methodi-
cal strategic communications process that 
readies the company for the public stage.

In some ways, the 2012 Jumpstart Our 
Business Startups Act has lulled pre-IPO 
companies into communications compla-
cency. Under the JOBS act, private busi-
nesses that fall into the “emerging growth 
companies” category (which included 
85% of new issues in 2014, according to a 
Latham & Watkins study) is able to file its 
S-1 confidentially. From a communications 
perspective, this mean the general public — 
apart from rumor and speculation —  has 
no knowledge of the EGC’s IPO plans until 
the finalized registration statement is pub-
licly filed. In most cases, this is about one 
month before a company completes the 
IPO and goes public.

Here’s where many companies make a 
mistake: they don’t begin thinking about 
IPO communications until right before 
their filing is set to become public. At this 
point, the company is already deep into an 
SEC-mandated quiet period, which severe-
ly restricts their ability to communicate. 
While it’s widely viewed as permissible to 
conduct media interviews on listing day, it’s 
far from the ideal time to begin telling your 
story. How can you expect the media to get 
your story right, if listing day is the first 
time they’ve ever heard of the company?

Private companies on the public path face 
a host of communications challenges: some 
have no media presence, others are loved 
by the consumer media but are ignored or 
misunderstood by the financial press, and 
others are overhyped. Regardless of their 
situation, companies benefit from man-
aging the messages around their IPO and 
growth story as often and as early as they 
can. And in order to get the story to unfold 
the way they want it, companies should 
seed the key elements of their story with 
the media well ahead of publicly announc-
ing IPO intentions.

So, when should companies begin strate-
gically communicating around their IPO? 

For companies that need to build brand 
awareness or correct misperceptions in 
the business and financial media, the more 
time they build into their planning, the bet-
ter. Launching a corporate rebranding, or 
announcing new strategic plans weeks be-
fore the start of a quiet period isn’t going 
to be nearly as effective as a program that 
begins six months or a year in advance. 

IPO communications should begin taking 
shape at the onset of the IPO consideration 
process. That doesn’t mean the company 
should broadcast that it’s preparing to go 
public — not only would that be premature, 
it could potentially scare off investors, lead 
to unnecessary speculation and derail the 
entire process. But if it is a sponsor-backed 
company or one that contemplates a future 
liquidity event (IPO or sale), then it’s never 
too early to start setting the stage.  Com-
panies should focus on ensuring a clear 
understanding of their business model, 
growth strategy and key points of differen-
tiation. Every media opportunity should be 
seen as an opportunity to educate the me-
dia on the company’s value proposition and 
competitive advantages, the broader market 
opportunity and dynamic industry trends. 

The idea is to build momentum going into 
listing day, and present the IPO as a logical 
next step in a gradually building story. Not 
only do companies need to actively culti-
vate that story line, they need to make sure 
they’re telling it to the right people. Private 
companies that have been hyped prior to 
their IPO may not struggle to find ears, but 
not every reporter will deliver the story like 
they tell it. On the flipside, companies fly-
ing under the radar may not get the atten-
tion they deserve or wind up talking to a 
reporter unfamiliar with their business. 

Relationship building is hugely important 
for both under-hyped companies and com-
panies in the spotlight. There’s no room on 
listing day for surprises. Companies should 
be picky with their listing day interviews 
and take meetings with reporters who will 
be most receptive and share it with the most 
relevant audience. Listing day shouldn’t be 
a first conversation but a continuation of an 
ongoing dialogue. And reporters who have 
preexisting relationships with executives 
are much more likely to be invested in the 
outcome of the IPO and pen thoughtful 

stories.
In order to have those relationships in 

place by the time listing day comes around, 
companies need to carve out time for rais-
ing their profile and meeting with media 
before they’re confined by quiet period re-
strictions.  

Listing day isn’t the 
be-all and end-all for 
IPO communications. 
There aren’t just inves-
tors and the media to 
think about, but em-
ployees, vendors, part-
ners and customers. 
Going public has impli-
cations for every com-
pany stakeholder, and 
just as much time needs 
to be spent on communicating with these 
internal audiences and assuring them busi-
ness will continue as usual. Management 
needs to walk a fine line between rallying 
the company behind the IPO and preserv-
ing confidentiality. Quiet period restric-
tions apply to every employee, from CEO 
to intern, and a violation of these rules can 
have serious repercussions. 

While many CEOs want to be transparent, 
practically speaking, informing employ-
ees of IPO plans in advance of the public 
filing of the S-1 is risky. Instead, manage-
ment should put together a task force to 
stay involved throughout the IPO process 
and oversee internal and client communi-
cations. This entails developing strict com-
munications guidelines and social media 
policies for when the S-1 does become pub-
lic, as well as educational materials on the 
implications of the IPO for each relevant 
stakeholder.  

A successful IPO is typically the result of 
years of hard work and careful planning. 
Instead of throwing together a communi-
cations plan, IPO communications should 
be approached in the same strategic and 
thoughtful manner. Most companies get 
only one opportunity to walk down the IPO 
aisle and it will serve them well to ensure 
they look their best before they step up to 
the altar.

Michael Fox is Managing Partner at ICR, 
and co-heads the company’s Crisis and 
Transaction group. 

The art of IPO communications, and why it matters

Michael Fox

With the short amount of time between an IPO filing becoming public and the completion of the IPO, the 
transition from private company to public can feel like a whirlwind. In a matter of weeks, companies 
move from relative obscurity to being scrutinized by stakeholders, investors, analysts, regulators and 
the financial media. Under this transformation, the rules of communicating should change as well.

By Michael Fox
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Communicating corporate governance practices 

Rare is the publicly traded company 
whose board hasn’t thought at length 
about corporate governance: review-

ing it, adjusting it, and improving it to con-
form to best practices. 

 Investors are now holding management 
teams and boards accountable for what 
they deem “bad behavior,” and the re-
percussions can be significant. Activists, 
specifically, use lapses in corporate gover-
nance as mechanisms to tarnish the rep-
utation of management teams and board 
members.  Doing so helps activists build 
goodwill with other shareholders, as well 
as garner good press, both of which can 
bolster activists’ agendas.  

Given all that’s at stake, it’s crucial for 
public companies to implement clear 
and decisive communications strategies 
around corporate governance. Above all, 
companies should bear in mind the old 
adage: communication is a two-way street.  

While proactive communication regard-
ing corporate governance policies is key, 
listening to what shareholders have to say 
is of equal, and perhaps greater, impor-
tance. 

Generally recognized features of sound 
corporate governance include: annual 
election of directors, a majority voting 
standard for the election of directors, sep-
aration of the Chairman and CEO roles, 
and allowing for proxy access, the ability 
for shareholders to call special meetings, 
among others.  Together, these structures 
are the key to manifesting good corporate 
governance. 

A company’s shareholders should view 
the board as being engaged and account-
able to its shareholders.  Not only must 
board members have the right skill set for 
the job, as well as the right level of share-
holder engagement, they cannot be en-
trenched, or perceived as entrenched, due 
to a company’s structure or other actions.

Regular engagement with shareholders is 
arguably the most important aspect of cor-
porate governance.  Periodic (i.e., at least 
annual) shareholder outreach to the gov-
ernance departments of institutional hold-
ers, via face-to-face meetings or telephonic 
discussions outside of proxy season and 
other special situations, is the cornerstone 
of a company’s communication of gover-
nance practices. 

Often, the root of investor frustration is 
the lack of communication from manage-
ment teams except during the proxy sea-
son to solicit a vote. 

Companies should strongly consider 
participating in a “corporate governance 
roadshow,” which provides the manage-
ment team and Board with an opportunity 
to highlight positive governance policies, 
while allowing the company to convey 
any important board-level developments 
or potential changes to the makeup of the 
board.  Likewise, shareholders then have a 
chance to communicate their likes and dis-
likes, as well as to note the qualities they 
would like to see reflected at both the di-
rector and management levels. 

However, companies should be careful 
not to tout their corporate governance 
practices, as shareholders and proxy advi-
sory firms tend to believe that such prac-
tices should already be in place.  

As with all interpersonal relationships, 
good communication is not just about 
telling your story, it’s about being a good 
listener. Investor relations are no different. 

Discussions with investors and insti-
tutions must represent a true dialogue, 
striking a balance between showcasing 
policies regarding corporate governance, 
and demonstrating a willingness to listen 
open-mindedly.  A company must engage 
in an earnest dialogue and be open to 
evaluating and implementing shareholder 
feedback.

Furthermore, effective, ongoing commu-
nication with investors can be particularly 
helpful in deterring potential shareholder 
activism. Before an activist has made ini-
tial contact with a company, they have of-
ten canvassed the investor base, in order to 
get a sense of where the management team 
stands on shareholder engagement.  

If they learn that management has rarely 
or never communicated with shareholders, 
the activist then has ammunition to draw 
upon and may have already developed 
shareholder support for a future proxy 
campaign.  If, however, the feedback points 
to a temporary “rough patch” within the 
company — one from which management 
has communicated a clear and logical path 
forward — activists are more likely to be-
lieve that they will pursue a proxy fight at 
their own peril.  

Companies should also strive to under-
stand and implement, as appropriate, the 
corporate governance guidelines outlined 
by proxy advisers, such as ISS and Glass 
Lewis & Co.  Using the proxy statement 
and investor relations website, companies 
can clearly call out their best-in-class cor-
porate governance policies, while high-
lighting robust investor 
relations initiatives. 

A key corporate gov-
ernance score for com-
panies to keep in mind 
is the ISS QuickScore, a 
decile-based score that 
indicates a company’s 
governance risk relative 
to its index or region.  

QuickScore is a pub-
licly available metric 
and can be viewed on financial websites, 
such as Yahoo! Finance, Bloomberg and 
NASDAQ Online.   Most importantly, 
proxy advisers want companies to demon-
strate that they are being responsive to 
corporate governance initiatives that have 
received shareholder approval, and can 
penalize unresponsive companies by rec-
ommending against directors or executive 
compensation plans. 

At the end of the day, even the high-
est-rated corporate governance policies 
are not going to inoculate a company from 
the threat of activism. Investors, particu-
larly major institutions, are primarily con-
cerned with a company’s long-term growth 
prospects and exploring ways to accelerate 
that growth and increase valuation.  

If shareholders do not feel confident that 
the board and management team have 
the strategies and skills necessary to drive 
shareholder returns, then there are bigger 
issues at hand. However, activists frequent-
ly tie their arguments about poor perfor-
mance to complaints about corporate gov-
ernance, resulting in a one-two punch to 
the company’s defenses. 

Implementing strong corporate gover-
nance practices internally and then ef-
fectively communicating them to share-
holders and other constituents can foster 
good relationships with institutions and 
their governance departments.  By doing 
so, companies can eliminate a key piece of 
ammunition for activists — and most as-
suredly be better off for it.

Mark Harnett is a Managing Director at 
Sard Verbinnen & Co. 

Due in part to a rise in shareholder activism, a spotlight has been 
placed recently on corporate governance policies. As a result, 
it’s paramount that public companies implement communications 
strategies that focus on corporate governance.

By Mark Harnett

Mark Harnett
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Can Wall Street win back Millennials?

T he 2015 Makovsky “Wall Street Rep-
utation Study” found that more than 
two thirds (69%) of U.S. Millennials 

— adults between the ages of 18 and 34 — 
reported a lack of trust in financial institu-
tions, compared to consumers age 35 to 54 
(59%) and 55 and over (54%).  

This is a big deal, because Millennials are 
a larger group than Baby Boomers, and now 
represent $1.3 trillion in buying power in 
the U.S. and $10 trillion globally.  Banking 
and other financial services stand to suffer 
due to this mistrust and Millennials’ influ-
ence on people. Also, consider that savings, 
home buying, investing and financial plan-
ning are now beginning to come into focus 
for Millennials.   

One of the reasons why Millennials’ trust 
in financial institutions lags behind the rest 
of the population could be the lingering ef-
fects of the financial crisis and recession. 

When asked, “Over the past seven years, 
how has the financial crisis impacted your 
lifestyle?,” U.S. Millennials reported that 
they had been negatively impacted more 
than consumers age 55 and over. Top re-
sponses from Millennials were: not being 
able to save, or living paycheck to paycheck 
(33%) significant spending cut-backs (29%) 
and financial hardships for them and their 
families (27%). 

Millennials also reported a significant-
ly lower loss in their retirement accounts 
compared to other age groups. This impact 
on lifestyle and the recent pains of hardship 
are chief reasons that more than two-thirds 
(78%) of communications, investor rela-
tions and marketing executives surveyed 
said the financial crisis continues to have a 
major effect on stakeholders’ perceptions of 
their companies.    

While this age group embraces the In-
ternet and leverages the latest in mobile 
technology, they remain equally concerned 
about the security of their personal financial 
data. In fact, the number-one reason  why 
Millennials would be likely to change to an 
alternative digital financial services provid-
er was due to unauthorized access and theft 
of personal data (79%).   

Fraud prevention becomes top concern
Just a couple of years ago, a good reputa-

tion could be generated by keeping negative 
news about a financial services company 

to a minimum. Today, protecting personal 
data and preventing fraud has become crit-
ical for financial institutions to retain cus-
tomers and rebuild trust.      

Forty-two percent (42%) of U.S. Millen-
nials feel that failure to protect personal 
information and financial information are 
the biggest threats to their financial service 
company’s reputation. This threat is also felt 
inside financial institutions, where 83% of 
executives at financial services firms agree 
the ability to combat cyber threats and pro-
tect personal data will be the biggest issues 
in building reputation over the next 12 
months.   

The mounting cost of trust
While the economy has improved, this un-

dertow of consumer trust issues and grow-
ing competition is weighing on the financial 
services industry. Executives in charge of 
marketing, communications and investor 
relations reported that they have lost 20% in 
revenues in the past year due to continued 
reputation and customer satisfaction issues.  

Financial institutions should take heed 
and develop a new approach for this seg-
ment of the marketplace, as the competition 
remains poised to fill the gap with services 
more in line with Millennials’ needs and 
expectations.  Millennials (49%) would be 
much more likely to consider banking and 
financial services from digital alternative 
providers like Google, Apple or Amazon if 
available, compared to consumers’ age 35 to 
54 (37%) and age 55 and over (16%). 

In fact, 68% said the availability of ad-
vanced and mobile technology for im-
proved financial service functions would 
make them more likely to switch providers. 
Also, a higher percentage of Millennials re-
ported that not keeping up with new tech-
nology and service innovations was a ma-
jor threat to their current financial service 
firms’ reputation.  

Traditional banks and other financial ser-
vices firms still have an advantage when it 
comes to whom consumers trust to keep 
their personal information and privacy safe.  
Today’s consumers ranked traditional fi-
nancial institutions higher by a wide margin 
over new online providers.  

A larger percentage of consumers how-
ever, are untrusting of any organization, 
having the ability to protect data:   Bank/

brokerage, insurance, or credit card com-
pany (33%), U.S. Government (IRS, So-
cial Security) or U.S. Postal Service (13%), 
Current healthcare company (4%), Online 
wallets (PayPal, Google Wallet, Apple Pay) 
(4%), Retail chain or small businesses (4%), 
All other organizations (3%), none of these 
organizations or companies can be trusted 
(39%).

Preparation is paramount
Developing an advantage in cybersecurity 

and special programs to safeguard personal 
information would be 
a game-changer for fi-
nancial services firms to 
win back trust and re-
tain customers. Regard-
less, companies need to 
be ready to respond and 
recover, while keeping 
customers their top pri-
ority once a data breach 
occurs. 

Many experts believe that for financial 
services, data breaches are crises waiting to 
happen. Given this, there is no excuse for 
financial services firms to be unprepared. 
An organization should have a crisis com-
munication plan in place before an incident 
occurs, including what needs to be said 
and when. Internal consensus should be 
achieved before the first media call arrives, 
and third-party experts should be briefed 
on the company’s preparations in advance. 

With this blueprint, leadership can act 
with purpose and dispatch in the heat of 
battle. Preparedness, put simply, is the dif-
ference between success and failure in the 
struggle to preserve customer trust after 
privacy has been breached. 

Scott Tangney is Executive Vice President, 
and Financial Services Practice Leader at 
Makovsky. 

Seven years after the financial crisis of 2008, we continue to see 
residual damage to both the economy and the American psyche. 
Perhaps nowhere has a mistrust of banking and financial services 
remained as high, however, as it has among Millennials.

By Scott Tangney

Scott Tangney

PR news brief

Joele Frank books bodycam sale
The Safariland Group, the police and military equip-

ment maker said to be working toward an initial pub-
lic offering, engaged Joele Frank for PR support of its 
late-June acquisition of police body camera maker 
VIEVU.

The bodycam market, estimated at around $1 bil-
lion by the Wall Street Journal, is expected to thrive 
as support for the recording devices rises following 
high-profile police shootings of unarmed civilians. 
President Barack Obama announced in December 
$263 million for a program for local police to buy 
50,000 bodycams.

Safariland, sold by BAE Systems in 2012 for $124 
million and known for its body armor, is based in On-
tario, Calif. Joele Frank Managing Director Jonathan 
Keehner is advising the acquisition on the PR front. 



Can Wall Street win back Millennials?
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There’s long been an unwritten rule on 
any train that leaves Connecticut on 
New Haven’s Metro-North line before 

8 a.m.: no talking.  Instead, people sleep, or 
— in the case of perhaps two-thirds of the 
commuters on any given morning — they 
read the newspaper. 

If were you to step into the typical New 
Haven line railroad car back in early 2010, 
you would’ve been greeted by the sight of 
sleep-deprived passengers grappling with 
ungainly print newspapers, hands covered 
in newsprint, carefully trying to spread the 
pages without smacking the adjacent pas-
senger in the face.  

Fast forward to 2015. On the same Met-
ro-North train some five years later, print 
newspapers have pretty much gone the 
way of the Bar Car, replaced with tablets 
and smartphones. The latter can pretty 
much do anything a tablet can do, if you 
like looking at typeface the size of a speck 
and scrolling until your thumb falls off. 
This is something many people — partic-
ularly younger people — apparently enjoy, 
because smartphones seem to outnumber 
tablets on the train these days by two-to-
one.

Of course, the changes in behavior evi-
dent by commuters on the New Haven line 
mirror changes our society as a whole has 
undergone over the past five years. Gart-
ner Group forecasts that tablets will outsell 
PCs in 2015, joining smartphones, which 
long ago passed PCs.  Almost 1.5 billion 
smartphones will be sold worldwide in 
2015, as opposed to some 300 million PCs. 
This shift to mobile consumption of data 
and information has been the tipping point 
in a parallel shift from print to online me-
dia, and from “old” to “new” media.

Consider this: roughly two-thirds of 
the subscribers to the Financial Times to-
day are online rather than print. It’s a sea 
change from 2010, when three-quarters 
of the FT’s audience was made up of print 
subscribers. The Wall Street Journal has 
had a similar experience.  In 2010, 20% of 
WSJ subscribers were online; today the fig-
ure is roughly 40%.  

We all know that the Internet was not 
invented in 2010; Financial Times and the 

Wall Street Journal had websites back then 
that updated the news throughout the day, 
just like today.  It was the boom in mobile 
devices — itself made possible by the build-
out of Wi-Fi networks — that marked the 
beginning of the end for print.

But, as the saying goes, it gets worse. The 
move to mobile also spawned the so-called 
“app economy.” And just like that, mobile 
applications like Google News and social 
media sites like Twitter, Linked-In and 
even Facebook became “legitimate” rivals 
to long-established brands as sources for 
news, particularly among younger, digital-
ly-oriented consumers of information.  

My kids, now both in their 20s, almost 
never pick up a print publication. They 
get their news directly from digital sourc-
es or aggregators like Google News. As 
Baby Boomers move into retirement and 
Millennials dominate the work force, this 
trend will dramatically accelerate.

And why not? After all, reading the print 
edition of the morning paper is, in fact, 
reading yesterday’s news.  Relying on print 
media for your news today puts you “out 
of the loop,” like someone without a tele-
vision in the 1950s.  Back then, not know-
ing what Sid Caesar did on “Your Show of 
Shows” was like not knowing today that 
the U.S. and Iran reached a nuclear agree-
ment overnight. 

Print media today represents “old news.” 
Events that shape the world today are seed-
ed in digital and social arenas.  If I were 
running the Wall Street Journal or USA 
Today right now, I would be aggressively 
planning for a media landscape that did 
not include print.  

Certainly, they are already experiment-
ing with new forms of content, respond-
ing creatively as their business is trans-
formed.  Even the New York Times in 
August launched a program incorporating 
so-called “paid posts” into its editorial pag-
es — thinly disguised advertising that was 
once anathema to any respectable news 
outlet.  But the ability to creatively incor-
porate paid content and advertising will 
likely be critical to surviving the changes 
over the next decade.  Successful newcom-
ers haven’t had to make this transition.  For 

them, Web 2.0 is part of their DNA. 
The rapid shift from print to mobile over 

the past five years has spawned pushback.  
Many financial industry firms — arguably, 
a somewhat conservative lot — continue 
to value print coverage over online cover-
age.  Somehow print coverage seems more 
tangible; you can hold 
it in your hands, even 
smudge the newsprint 
if you like.  

Academics have also  
weighed in on this is-
sue.  Andrew Piper 
of McGill Universi-
ty argued that online 
reading “isn’t reading” 
because of the loss of 
the tactile experience inherent in a book 
or a newspaper. “The touch of the page 
brings us into the world,” he said, “while 
the screen keeps us out.”  In a New Yorker 
article last fall, Maria Konnakova claimed 
that we tend to skim more and retain less 
reading online than on paper. Whether 
or not this represents the last gasp of the 
bourgeoisie, I’m not certain, but it is hard 
to miss that sweeping change in the media 
landscape is on the near horizon.  

The challenges facing PR firms as a con-
sequence of this are numerous. Traditional 
media will still exist a decade from now but 
will be transformed. As social media ma-
tures, there will be more “citizen journal-
ists.”  These individuals will both cover the 
news and serve as opinion makers.  

Companies will likely use social media to 
release news directly to their constituents 
and “followers.” Partly as a result, media of 
every type will be forced to adopt the AP’s 
longstanding motto: “A deadline every 
minute.” Meanwhile, journalists will likely 
distinguish themselves more on the basis 
of their news focus then on the publication 
for which they write. Freelancing will be-
come a profession, not just expediency.  

Amidst this transformation, the basic 
focus of PR will remain the same. Its role 
will always be to create messages, shape 
narratives and deliver content to targeted 
audiences through the media in whatever 
forms it may exist. But the landscape will 
be different and the challenges will be sig-
nificant.  

Successful PR firms will need to be more 
flexible, more creative, and more focused 
on the present than ever before.  

Matt Zachowski is Executive Chairman at 
Intermarket Communications. 

PR’s future looks increasingly mobile, social
Mobile consumption of information, our shift from newspapers to 
tablets and smartphones, were a final tipping point in the scales of 
print and online, old and new media. This evolution has provoked 
vast changes to consumers’ reading habits and the overall media 
landscape, and will pose challenges in how communicators serve 
clients and engage the public. By Matt Zachowski

Matt Zachowski
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Communicating with investors when disaster strikes

Y ou’re the head of communications 
for a public corporation in the man-
ufacturing sector that has been public 

for a year. You’re responsible, among other 
things, for sharing the corporation’s story 
with audiences that matter. You’re doing ev-
erything right. Then the unexpected occurs.

Until then, things had been going well. 
The investor relations function reports to 
you instead of the CFO.  The CEO is smart, 
directed, always forthcoming when asked 
questions by employees, customers and in-
vestors. Analysts have more or less gotten 
the growth story, and the company has de-
livered on its promises made at the time of 
its IPO.

Then, on a Friday afternoon in the heat 
of summer, a tragic workplace shooting 
occurs at neighboring business in the same 
manufacturing park where your company 
holds important operations. Your CEO is 
on the phone with the CEO of that compa-
ny to express concern, when a major blast 
rips through your own company’s plant 
next door. You help gather the crisis team,  
which, on a Friday afternoon in the sum-
mer, is in multiple locations. You determine 
that it appears multiple employees have 
been lost and your plant will be off-line for 
an undetermined amount of time.  

You help the company do all the right 
things. You and the CEO embark on the 
company jet immediately to the location.  
You advise the CEO to meet and thank local 
first responders. You and the crisis team set 
up an emergency effort to meet the needs 
of employees’ families. Senior executives, 
including the CEO, reach out to key cus-
tomers and assure them that the company 
will increase output at other locations and 
product availability and service will not be 
significantly affected. 

Your general counsel and risk manager 
handle the insurance end. You manage mul-
tiple on-site television crews. And you field 
media calls from around the world. Was it 
terrorism? Was it sabotage? Why were the 
two CEOs on the phone at the time of the 
blast, a fact leaked to the press? The Depart-
ment of Homeland Security says publicly, 
within the first day, that there were no signs 
of terrorism. You are told not to comment 
further.

In general, you believe the company and 

the CEO have done everything right. Em-
ployees seem appreciative; the affected 
families are saddened but grateful of the 
support; customers are, for the most part, 
satisfied. The town’s mayor is glad to hear 
that the company will rebuild.  The CEO is 
satisfied with the outcome so far.

Now what about the investors? 
Just as it seems that all crises happen on a 

Friday afternoon, it also seems major crises 
also happen close to a quarterly earnings 
call.

That’s the case in this scenario.  The CEO, 
who has visited with each of the affected 
families, holds a town hall meeting for em-
ployees, and pledges employees will be re-
assigned or given paid leave during recon-
struction of the plant. But now that CEO 
faces a different audience.   

He tells you he wants his call script to fo-
cus exclusively on all that has been done for 
the families, for the town, for the industry. 
He tells you that, out of respect for the de-
ceased and their families, the call should 
deviate from its normal financial scripting 
and focus exclusively on the story: how he 
flew to the site, how impressed he was re-
garding the fighting spirit of the employees 
and this town. And indeed, he wants to 
show that he’s the right leader at a time of 
crisis. He reasons that the financials in the 
earnings release and the 10-Q that will be 
published later that day “speak for them-
selves” and should be all that analysts and 
investors need.  

It’s a well-intentioned but misguided reac-
tion we have seen many times.  

You write this script. The CEO says it cap-
tures everything he wants it to say. You tell 
him the press will pick up on his comments, 
and that’s a good thing, because it demon-
strates humanity and a can-do spirit. How-
ever, as the CEO’s strategic communications 
advisor, you also express concern that inves-
tors may have their own questions. The ex-
ecutive team backs the CEO and agrees that 
this is not the time for financial discussions. 

The CEO reads his script and opens the 
call for Q&A. The questions, all hard-hit-
ting, set the company on its heels: 

“It looks like the quarter showed good 
momentum but, in light of this incident, 
will this momentum continue?”

“How will this incident affect the annual 

guidance you affirmed last quarter? Can 
you reaffirm? What about next year?”

“Is there enough capacity among the com-
pany’s other plants to meet customers’ de-
mands?”

Analysts’ reports issued immediately af-
ter the call are critical 
of the company’s ap-
proach, and accuse the 
corporation of not be-
ing forthcoming. The 
stock drops ten minutes 
into the call. At the end 
of the day, it has fallen 
10%.  The CEO tells his 
executive committee 
that Wall Street is heart-
less, something he knew 
before but now sees writ 
large.

The trade press covers 
the stock drop. Major 
customers are now get-
ting nervous.  

What happened?  
Clearly, the company 

made a critical mistake 
in believing the actions 
and messages that worked so well for other 
audiences were sufficient for investors.  As 
a strategic communications advisor, you 
know that while every audience hears the 
same words, Wall Street has different, spe-
cialized needs in times of crisis.  To navigate 
the crisis dialogue with investors, the com-
pany must be proactive in anticipating and 
responding to their number one question: 
“How will this affect my earnings model?” 

Investors need to know that the CEO is 
in control. They need to know that a small, 
empowered team is handling the crisis, and 
management remains committed to run-
ning the company and conducting business 
as usual. They need to be reassured.

It’s a special skill to balance these audi-
ences in a time of crisis when information 
is fluid. Part of that skill is to know and an-
ticipate what investors need to hear.

The ultimate test of crisis management is 
that over time the issue is absorbed by Wall 
Street and does not, over time, reflect the 
valuation or the overall reputation.  

Rhonda Barnat and Mike Pascale are Man-
aging Directors at Abernathy MacGregor. 

One mistake many companies make in a crisis is believing that just because everyone hears the same 
words, all audiences receive the same message. For any corporate communications professional, 
close coordination with investor relations is paramount. What works with employees, customers, 
vendors and the community may not serve the needs of investors. 

By Rhonda Barnat and Michael Pascale

Rhonda Barnat

Michael Pascal
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Strategically reaching stakeholders, client goals

When meeting with a new cli-
ent, the conversation typically 
starts with a question along the 

lines of: “What are the campaign goals?” 
Following this, discussion could migrate 
to increasing brand recognition, driving 
revenue, or any number of strategic initia-
tives. At the very center of this, however, 
there should be a dialogue regarding which 
stakeholders should be reached. Without a 
strategy revolving around the primary and 
secondary stakeholders involved with the 
end goals of the client, it’s far more difficult 
to clearly quantify campaign success. 

What’s being measured? Is it considered 
a campaign victory to earn awards, media 
placements, or visits to the website? What 
variable best correlates with the success of 
the organization? Based on these conver-
sations, the stakeholders most applicable 
to business success will dictate which fol-
lowing steps are most pertinent. When it 
comes to media outreach, there are two 
options.

Mainstream or niche
Mainstream outlets have advantages and 

disadvantages. While their reach is a large 
sampling of the population, these consum-
ers or potential investors are less likely to 
know much about the field of your busi-
ness transactions. In order to properly 
reach those less finely tuned to the state of 
your industry, expert insights and inter-
views from your client should be commu-
nicated in verbiage less particular to your 
industry — eliminating all trade-specific 
jargon and delivering helpful tips in the 
vernacular of the audience of that media 
outlet. By synthesizing the complex top-
ics that your company covers into easy-
to-consume information, you can reach a 
whole new audience.

Niche markets can include a variety of 
publications and types of media. These are 
typically trade media outlets that cater di-
rectly to your client’s target demographic. 
While their reach is often lower than those 
of mainstream outlets, the percentage of 
readers or viewers that are more educated 
on the subject matter you’re speaking on is 
often substantially higher. When position-
ing the company’s leaders as experts for 
these types of articles and broadcasts, they 
can use terminology that is more specific 
and technically advanced due to the back-

ground of the readers. Niche media place-
ments can be critical for reaching a variety 
of stakeholders.

The percentage of different media mar-
kets that you reach out to is entirely depen-
dent on the original goals of the client and 
which stakeholders you intend to commu-
nicate with. The intention of gaining no-
toriety within a community as a thought 
leader would require a higher percentage 
of investment in niche inclusion, while 
trying to change public sentiment towards 
your organization due to a shaky past 
might necessitate more of an emphasis on 
mainstream placements.

Positive publicity and SEO
A key formulator of success in working 

with any media outlet is to expand on the 
good — positive publicity — and mitigate 
the bad. Positive publicity involves the act 
of proactively reaching out to media out-
lets to offer either products for review or 
experts to interview. Utilizing your spokes-
person to discuss valuable tips and subject 
matter of interest to the audience of a me-
dia outlet, all while speaking on the core 
business message, helps to increase good-
will: a sentiment so valued that it’s includ-
ed on the balance sheet.

When it comes to search engine optimi-
zation, there are many variables that lead 
to success. From a PR perspective, positive 
publicity and properly implementing press 
releases can be surprisingly impactful. 
Among these is ensuring that in all media 
placements and press releases, your website 
is linked. To completely own the first page 
when stakeholders type in your company 
name on search engines, it is important to 
not only link to the homepage but also to 
other subsidiary links from your website. 
This will take advantage of search engine 
algorithms to include multiple pages from 
your website at the top of a search. 

Multimedia press releases
A new option that embraces an old-

school technique, the press release, and 
gives a technological update, is the multi-
media press release. This new stage PR tool 
provides a landing page that includes not 
only words to describe the news surround-
ing your company, but also implements 
video content, images and a more in-depth 
look at what this announcement means. 
But is this technique good for reaching 

all stakeholders? Possibly not. Despite its 
supply of perfect-for-TV B-roll and mag-
azine-ready images, there has been little 
data to prove that multimedia press releas-
es are positively impacting press pickup. 
What they have notice-
ably been effective with 
is as a more palatable 
offering of information 
to customers, whether 
they be consumers or 
business-to-business 
recipients. If the stake-
holders most integral 
to the overall success 
of your company are 
the purchasers of your 
product or service, and they are likely to 
utilize press releases, then implementing 
multimedia variations could be a wise in-
vestment — if your client’s goal is media 
inclusion, then this might not be the best 
use of funds.

Sentiment analysis
Experience has shown brands that are 

trusted are generally more successful, 
whether it is consumers purchasing their 
goods and services or driving more inves-
tor interest. A recent study from Pennsyl-
vania State University found that word of 
mouth from friends and family, as well 
random strangers and influencers — those 
trusted in a given community — had a 
positive effect on trust of a brand. Senti-
ment analysis software is an important 
resource to see what individuals are say-
ing about your brand online. This can re-
alistically gauge the effect that different 
actions are having on stakeholder trust. 
Was there a bump in stock price after the 
company’s representative was quoted in a 
national newspaper? Did you notice peo-
ple responding positively on social media 
after being mentioned on a niche website? 
Comparing current outcomes to overar-
ching goals and strategizing next steps ac-
cordingly can more easily be accomplished 
by keeping an eye on sentiment analyses 
on the different stakeholders of your com-
pany. It’s not just overall sentiment analy-
sis, but what the stakeholders — both actu-
al and potential —  are saying and thinking 
about your brand.

Sean McCarthy handles Strategic Com-
munications at Marketing Maven. 

Do you know your clients’ goals? Do you know which stakeholders you’re supposed to reach? Most 
of us have an objective in mind at the beginning of any campaign, but it’s often difficult to maintain the 
client’s goals and have a strategy prepared as the stakes of the campaign and the overall goals of the 
client begin to evolve.

By Sean McCarthy

Sean McCarthy
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Financial market disruption: risk or opportunity?

New technologies will help grow the 
banking and financial services pie 
for everyone by removing friction 

from consumer transactions. 
Some technology-driven disruptors 

threaten to take a full piece of the pie away 
from the traditional banking business. And 
still other technologies seem better suited 
to be co-opted by the finance industry as it 
looks to transform itself for the digital age.

There will be winners and losers, as new 
Fintech players challenge the established 
banking and investment community. But 
the winners won’t always be determined 
by the best technology or biggest online 
network. The winners will be the firms that 
best articulate their value proposition in 
the new market environment. 

Simple, clear marketing communication 
is always going to make the most impact, 
but it is nothing short of essential during 
times of market disruption. Capitalizing 
on the emerging opportunities will require 
new thinking and a willingness to explore 
unconventional territories and potentially 
redefining how value is measured in finan-
cial services industry. 

For the incumbents, this might require 
moving away from defining their value in 
transactional terms and begin thinking 
how to position the value of their exper-
tise. 

One thing is for certain: the old adage 
that the person who frames the issue wins 
the debate, should be the marketing man-
tra for all financial services firms, new and 
old, during the next five years. Many of the 
traditional financial services are being un-
packed, streamlined and automated. They 
aren’t changing; they are being improved. 
And marketers in finance should tap into 
that truth to communicate what changes 
mean for their customers. 

The dangers of automation?
The rise of the “robo-advisor” is one ex-

ample of recent upheaval in the financial 
world. In truth, stories alleging the “fight 
to the death” between human and robot 
advisors are greatly exaggerated. The rise 
of the robo doesn’t spell the end of the 
human investment advisor and guidance; 
in fact, it should mean that wealth advi-

sors can spend more of their time solv-
ing bigger, more complex issues related to 
managing life’s more challenging financial 
questions — strategies for tax planning, 
philanthropic investments, generational 
wealth transfer, and business succession 
planning, among others.

Portfolio allocation and rebalancing is 
clearly an area of the market that can be 
made more efficient and less expensive 
through automation. At its core, portfolio 
construction and management is binary 
and data driven, perfect for a machine. Ad-
visors should not shy away from embrac-
ing this technology, and most won’t. At the 
same time, advisors must reframe what 
their primary value is to the client. 

Most investors will become quite com-
fortable with the knowledge that a ma-
chine is running their investment strategy. 
Where most people will want human guid-
ance is on complex financial decisions that 
require sober thinking, deep insight and 
sound planning. 

Advisors will need to recast themselves 
as a “personal CFO” for their clients, help-
ing them navigate complex financial deci-
sions rather than be a gatekeeper to a pool 
of investment insights. This will require 
developing a high-touch, low-touch busi-
ness model and a marketing strategy that 
focuses on their ability to deliver value and 
results on the challenging financial issues 
their clients are facing. 

New platforms, new possibilities
Peer-to-peer lending poses a different 

challenge for the banking community. 
These platforms have stepped in to fill the 
void created by reduced lending activi-
ty from banks during the downturn and 
through several years of a near-zero inter-
est rate environment. 

With new platforms popping up to con-
nect borrowers with lenders, the crowd-
funding era of personal loans has arrived. 

While this has historically been a core 
offering of the community bank, there is 
no arguing that peer-to-peer lending plat-
forms make it faster and easier to access 
loan funding. And that is a compelling 
value proposition, even if rates on peer-to-
peer platforms can often times be higher 

than traditional banks. 
It’s possible, though, that banks may not 

want or need to compete in this space mov-
ing forward. Many should, and will, focus 
on moving upstream 
and better defining 
their value proposition 
for providing and ser-
vicing larger commer-
cial loans with higher 
profit margins.

Disruption in the 
payments arena, how-
ever, offers banks an 
opportunity to capital-
ize on the ability of new 
technologies to exponentially grow con-
sumer transaction volumes. 

New payments technologies are remov-
ing friction from online and mobile pur-
chasing, making it easier than ever before 
for consumers to swipe and small business 
to facilitate non-cash transactions. This is a 
positive, no matter which way you slice it. 

While banks that don’t offer their own 
digital wallet risk being disintermediated 
from the transaction, the overall higher 
volume of transactions should offset any 
fees that take from the banks’ traditional 
commission for this type of service.

So while the financial services industry 
is undergoing one of the most significant 
transformations it has had to endure, it is 
best not to view this shift as an existential 
threat for traditional financial institutions. 

The industry is becoming more efficient, 
and we can expect to see continual technol-
ogy-driven innovations and improvements 
to the sector over the next several years. 
And it won’t be just up to the banks to build 
that future. Silicon Valley is willing to help. 
That’s a good thing. This convergence of old 
and new, however, will require traditional 
financial services firms to reevaluate how 
they measure value. Those firms will also 
have to change how they communicate that 
value proposition to the market. It is an op-
portunity, not a threat, and we, as an indus-
try, should embrace it with vigor.

Patrick Ruppe is Vice President of Finan-
cial Services Practice at Bliss Integrated 
Communication. 

The financial services sector is facing a watershed moment. New technologies and historic regulations 
are disrupting long-established business models and creating new industry categories. The emergence 
of peer-to-peer lending, alternative payment technologies, and the recent rise of automated investment 
advisor services are a few examples of disruptive technologies that promise to significantly alter the 
financial services landscape.

By Patrick Ruppe
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Some financial institutions, banks in 
particular, have turned to corporate 
social responsibility to give back, de-

velop credibility, and regain consumer trust 
and confidence that waned in the wake of 
the U.S. financial downturn.  

Since 2008, Americans have lost confi-
dence in banks at an alarming rate. Ac-
cording to yearly Gallup polls, just 22% of 
Americans had a “great deal” or “quite a lot” 
of confidence in banks between 2009 and 
2012, down from 53% in 2004. 

Banks are not trusted, and they’re certain-
ly not admired. In the Reputation Institute’s 
2015 list of the world’s 100 most reputable 
companies, banks were completely absent. 

As CSR has moved from buzzword to 
communication cornerstone, Cision’s Glob-
al Insights team looked at the media cover-
age of multiple banks from the first half of 
2015 to uncover the nature and impact of 
their CSR coverage, and determine take-
aways. 

The results show that earned media 
around CSR was a major driver of banks’ 
positive coverage, accounting for up to 20% 
of positive news items. Additionally, banks 
with the highest proportion of CSR cover-
age had the highest percentage of positive 
coverage and the lowest percentage of neg-
ative coverage. 

Here are some other insights, which can 
be applied to any business: 

Local news matters
Although 71% of the bank coverage com-

piled by Cision came from national outlets 
like Bloomberg, CNBC-TV or American 
Banker, the majority of CSR coverage (86%) 
came from local outlets. Local television sta-
tions and newspapers want to cover banks’ 
community-oriented news — and residents 
are consuming that content. 

According to a 2015 Pew Research Cen-
ter study of three cities (Denver, Macon and 
Sioux City), local TV was residents’ domi-
nant source of news, watched “often” by 58 
to 68% of each city’s residents. Local news-
papers also fared well, “often” read by 23 to 
40% of residents. 

Sure, a placement in The Wall Street Jour-
nal or a top industry publication will wow 
the C-suite and can produce huge results. 
However, too often in fighting for those 
placements, brands miss out on local cov-
erage, which can be easier to obtain and 

reaches a plugged-in and caring audience.
Help those that align with your business
For CSR to make an impact, it needs to be 

a genuine effort and involve an area of inter-
est for brands.

For example, banks strong in mortgage 
lending often support organizations like 
Habitat for Humanity or NeighborWorks 
America, to help increase home owner-
ship, provide affordable housing or combat 
homelessness.

Banks focusing on business or govern-
ment clients announce initiatives to revital-
ize municipalities, like the struggling city of 
Detroit, or offered grants for small business 
start-ups. 

Other initiatives that support bank inter-
ests on the periphery include donating to 
organizations that focus on youth STEM 
programs or employing military veterans. 
Taking a long-term lens, it’s easy to see how 
individuals helped by these programs could 
one day become an employee.  

Give based on corporate values
CSR doesn’t necessarily need to be tied to 

a product or service. What matters more is 
that it impacts the right audience. As long as 
this initiative reflects the company’s values, 
it will be seen as genuine.

Support of AIDS research, schools, food 
banks, the arts and climate change research 
doesn’t match the primary business lines 
of banks. But by acting on their internal 
values and reaching out to local commu-
nities, where many of their employees live, 
work and play, they establish an inextricable 
connection between brand and employee, 
brand and consumer, and even brand and 
employee. 

Don’t forget the workplace
CSR isn’t just about communities; it’s 

about employees. It involves how employees 
are treated, valued and supported, and taps 
into their diverse interests and backgrounds. 

Maureen Calabrese, Cision’s Chief People 
Officer, says CSR tends to be public rela-
tions-driven or human resources-driven. 
CSR initiatives run by the public relations 
department focus on winning over target 
audiences, developing influencer relation-
ships or establishing thought leadership.

CSR run by human resources drives em-
ployee engagement, cohesion and loyalty 
because they are focused on employee pas-
sion points.

Studies have found that happy employees 
lead to higher productivity and profitability. 
Several banks had programs that matched 
employee donations, 
supported and awarded 
employee volunteerism 
and even included paid 
leaves of absence for 
philanthropic causes. 

Many banks under-
stand their employees 
reflect the diverse com-
munities from which 
they come, and as they 
build support for vari-
ous groups (LGBT, ethnic and women) into 
their own culture, they promote those val-
ues internally and externally.

Moving forward with CSR
The media environment for banks, which 

bottomed out in 2011, is getting better. Fa-
vorable positioning of banks as community 
supporters has increased every year since 
2011, growing the amount of positive cov-
erage and cutting the amount of negative 
coverage. 

In 2011, roughly one-third of bank news 
items were negative — that figure has fall-
en to 13% so far this year. The percentage of 
positive news rose 5 points during the same 
time frame. 

The overall quality of bank coverage as 
measured by Cision’s PR Recall score has 
also increased every year since 2011, and is 
now more than three times higher (+19% on 
a scale of -100% to +100%). There is room 
for further improvement, but the direction 
of each of these metrics is encouraging.  

There are many forces that impact the 
quality of banks’ media coverage, includ-
ing earnings, products, lawsuits, regulatory 
pressures and stock. While some of these 
forces cause communicators to jump into 
reactionary mode, CSR coverage can be a 
constant, proactive strategy that improves 
difficult times and makes good times even 
better. 

By no means should financial institutions 
or any brand see CSR as a quick fix. It’s a 
long-term strategy to establish or rebuild. 
Look no further than banks. Their progress 
shows how community outreach can im-
prove a brand’s standing and bolster a bat-
tered brand. 

Mark Thabit is CMO of Cision. 

Banking and corporate social responsibility
A challenging communication environment can take many forms: an oil spill, rumors of a politician’s 
infidelity, missed expectations in quarterly financial results. Perhaps the most difficult, though, are 
issues that linger year after year like a chronic infection, requiring a constant regimen of treatments 
to recover. This is the reality for today’s banking communicator.

By Mark Thabit
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Unlike marketing, PR is still in transi-
tion to becoming a more data-driven 
function, and ultimately requires a 

different approach when using metrics.  Of-
ten, the action-to-outcome relationship is 
unclear, making it complicated when using 
traditional metrics to inform PR decisions.  
Good metrics are important to identify 
where incongruences lie within a company, 
enhance PR activities and align PR opera-
tions with business results. A mixture of 
quantitative and qualitative metrics should 
be leveraged to address both the scientific 
and artistic nature of PR.

Traditional measurement tools have be-
come outdated; the focus has shifted away 
from content platforms and volume metrics 
toward actionable analysis.   To quote San-
dra Fathi, President of Affect, a New York 
public relations and social media firm, “PR 
and marketing pros tend to measure what’s 
convenient, not what matters.”  It’s easier to 
count tweets/shares of a message, but much 
more difficult to address how a message is 
perceived by a community. Though it’s more 
complex and requires cross-departmental 
collaboration, it’s important to create met-
rics that tie PR campaigns and press releases 
to the larger goals of the business.

When initially creating metrics for PR, 
simplicity is better than complexity — and 
it is crucial to create a plan and workflow 
around the data necessary to your specific 
organization.  Below are six themes that can 
help companies and organizations on the 
path to installing an actionable intelligence 
program.  

Decide what you need to measure. This 
needs to be realistic and achievable.  Work-
ing backwards is a great way to determine 
the key milestones that are required to move 
towards the desired outcome.  Ask yourself, 
“How will I know when we have achieved 
X?”  Make sure you also consider what 
would indicate that you are going off course.  
Accept that not all things can be measured 
with numbers, and create a format that uses 
the type of measurements your company 
needs — whether quantitative or qualita-
tive.  Consistency is key when dealing with 
seemingly subjective data sets (e.g., senti-
ment).   Remaining consistent will ensure 
your measurements do not get skewed, en-
suring the integrity of your data.

Know what is and isn’t ROI. “Your lead-
ership thinks in objectives and outcomes, 
and you must track your progress towards 
their business targets if you want to measure 
successfully,” according to Fathi.  Each busi-
ness has its own metrics to determine suc-
cess; the challenge of a data driven PR oper-
ation is to effectively align your PR analyses 
with the metrics your business uses, as well 
as educate and inform the business leader-
ship on the new metrics you are creating. 

It’s also important to have a means of 
tracking effort as opposed to results. Con-
sider, “where am I spending the most time 
and how does that lead the business?”  For 
example, track the investment of internal 
resources required to craft a press release 
or blog post, and then monitor the relative 
impact it has on increased web traffic, sales 
inquiries and media interviews. This type of 
tracking makes it possible to relate resourc-
es and time to specific results and will help 
prioritize efforts when planning content 
and future campaigns.

Start small. It’s easy to feel overwhelmed 
if you jump in the deep end too quickly.  Be-
gin by verifying what you think you know 
(you may be surprised) and then focus on 
the known unknowns before worrying 
about unknown unknowns.  Try to remain 
objective when looking at how your compa-
ny and brand fits into the world. 

For example, you may want to start by 
looking at your company as a standalone 
entity first — and then evaluate how the 
brand fits into the macro business world.  
Remember to think objectively during this 
evaluation.  Ask yourself: “how well does 
this align with our communications objec-
tives?”  “What is working, what is not work-
ing, and why?” From there, you can begin 
to develop the answers that drive your busi-
ness to results.

Match your desired solution to your needs 
now, but be mindful of your needs in the 
near to medium future.  Start small and pay 
attention to the quality of your data over the 
quantity.

Track as you go along. Make the chal-
lenge more manageable by taking multiple 
small steps rather than one giant leap.  This 
also offers room for error as you go along; 
many small errors are par for the course. 
Pay attention when they happen, be realis-

tic, and adjust accordingly.   As you evolve, 
you will start to think of other elements you 
would like to under-
stand and measure.   It’s 
common to make ad-
justments as you grow 
and begin to digest the 
data.  Be sure to balance 
costs with data sample 
sizing — relevance and 
accuracy trump volume 
in most situations. 

Implement a sus-
tainable measurement 
program. Get support from the other key 
stakeholders in your business, e.g. market-
ing, corporate affairs, IR, and sales.   If you 
can demonstrate that this project is under-
way and needs their attention and focus, 
it will be easier to get their time when you 
need help to educate, advise, or request 
support from other business leaders.  Once 
they are able to see value in the reporting, 
there is potential for stakeholders to give in-
sight into what other data they would like to 
understand.   This opens the discussion for 
more resources to deliver improved support 
going forward.  Driving good metrics is an 
ongoing team effort that requires cross de-
partmental collaboration. 

Find help! There are multiple places you 
can go to seek help from people and orga-
nizations that have experience in creating 
metrics for PR. Agencies, individual con-
sultants, solution providers, and peers have 
expertise and advice that can help you along 
your journey.  

The importance of PR is growing rapid-
ly and marketing cannot do the job alone.   
When both departments compare metrics, 
objectives and collaborate on campaigns, 
the overall outcome increases significant-
ly.  Add to this investor relations, corporate 
affairs, sustainability and risk management 
— and immediately it becomes clear that 
without internal buy-in on clear goals and 
objectives, simple things like consistent 
narrative and messaging become an impos-
sibility.  As the chief communicator, it is the 
role of the PR professional to weave these 
all together and to deliver the message that 
leads the direction of the business forward.

Apollo Otika is Commercial Manager of 
Media Intelligence Solutions at Nasdaq.  

PR’s evolution into a data driven operation
Public relations is an art as much as it is a science, making it a challenge to evaluate and analyze its 
efforts and success. PR practitioners need ways to bypass internal barriers and assume the function 
of cross-departmental contributors. By working across departments to shape narratives, share metrics 
and collaborate, PR can provide increased impact, consistent messaging, and effectively demonstrate 
the value and return of good communications programs.

By Apollo Otika
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PR practitioners working with inde-
pendent broker-dealers and regis-
tered investment advisors — arguably 

the original disruptors of wealth manage-
ment — are familiar with the power of 
technological change. The breakthrough 
technologies that helped usher in a new era 
of wealth management and financial plan-
ning gave rise to communications cam-
paigns that heralded fee-based financial 
advice and publications that covered this 
nascent industry.

Disruption takes the finance world
With the recent rise of “robo-advisors,” 

the growing number of firms that provide 
online financial advice and automated in-
vestment services directly to consumers, 
financial advisors themselves now find 
themselves in this sea change as well.

Robo-advisors represent a unique chal-
lenge for financial services communica-
tions professionals. “Robos” are a small 
and unknown entity outside the industry, 
so in some ways it’s tempting to ignore 
them and focus on more urgent issues. Ac-
cording to a recent Wells Fargo survey, just 
one in five affluent clients said they were fa-
miliar with automated investment advisory 
services. And industry consultant Corpo-
rate Insight notes that robo-advisors have 
less than 0.1% of the $33 trillion U.S. retail 
investing market.  

This is all likely to change — and quick-
ly. Robo-advisors are estimated to grow 
by over 2100% globally within five years. 
Naturally, some financial firms are feel-
ing pinched by the lower fees and strong 
online user experience that robo-advisors 
offer, and many are concerned about de-
mographic trends that suggest younger in-
vestors who grew up with computers and 
cell phones are more comfortable going 
online for money advice than to financial 
advisors. 

 Financial firms can leverage technology 
disruption to their advantage and com-
munications teams can extol the benefits 
of automated investing tools in campaigns 
that can help attract new clients.

Lessons from other industries
Financial advisory firms aren’t the first to 

face such a serious core-shaking disruption 

— and they won’t be the last. A new survey 
of Fortune 500 executives found that “the 
rapid pace of technological change” was 
identified as the No. 1 greatest challenge 
for the world’s top businesses. RIAs and 
IBDs who innovate to embrace this change 
can emerge on the other side thriving as 
stronger businesses.

The travel industry is a prime example 
of an industry transformed by technology. 
With the click of a mouse, Expedia, Orbitz 
and others exploited the Internet, empow-
ering travelers to become their own travel 
agent. As a members-only travel company, 
Indagare recreated the travel agency con-
cept, developing a distinct reputation for 
high-end boutique travel that leap-frogged 
the competition. But it’s Indegare’s online 
editorial content that has set it apart from 
other agencies. In essence, the agency has 
become a content publisher, providing 
news, reviews and a handsome online mag-
azine. Combining deep content with other 
travel agency functions ensures that users 
booking through the site get the best rec-
ommendations and accommodation perks.  

Independent booksellers also felt the 
squeeze when Amazon and its Kindle 
came on the scene. To survive, bookstores 
needed to embrace this change and broad-
en their offerings. Denver’s Tattered Cover 
Bookstore did just that by expanded pro-
gramming, bringing in authors to draw 
people into the store, creating what Tat-
tered Cover owner Joyce Meskis says is a 
“personal contact and the community con-
nection, and that is a cultural legacy that is 
important to maintain.”

 Advisor communications solutions
So, how can RIAs and IBDs adapt and 

flourish amid the disruption? Here are five 
communications strategies to embrace as 
disruptive technological change envelops 
the world of financial advice:

Engage on social media and immerse 
yourself in the technology. Take the per-
sonal, hands-on side of your business to 
places where people are already having 
conversations to stay ahead of the pack.

Think about the essence of what you do, 
not solely about how it’s currently deliv-
ered. What sets your business apart from 

others? How can you better tell this story, 
and how can this essence translate to other 
delivery models?

Don’t adopt technol-
ogy for technology’s 
sake. In some ways, 
over-enthusiasts are 
more dangerous than 
philistines. Approach 
adopting new technol-
ogies in your business 
and communications 
practices from your 
audience’s perspective 
rather than your own. Does it improve 
their experience? The answer is not for 
companies to create a competitor to a ro-
bo-advisor, the answer to is adopt tech-
nology that makes sense for and enhances 
your businesses’ strongest attributes and 
customer experience.

Focus on the cultural practices sur-
rounding the technology. New platforms 
come along all the time. What matters is 
the patterns in how and why people are 
using them, and how it might shape new 
expectations for the way your company 
communicates and does business.

Look at how people use technologies in 
their leisure time. The ways people engage 
with new technologies in their free time to-
day shapes how they engage in their lives 
as professionals, investors, and citizens to-
morrow. Pay attention to what’s happening 
in the media space, the B2C space, etc., and 
think about how it might bring change to 
you down the line.

Thrive amid disruption. Your business 
can survive — and thrive — as technology 
disruption replaces the old with the new. 
Think like the pioneers of financial advice 
and move to the head of the pack, under-
standing why new business models, advice 
channels and modes of communication 
appeal to many investors. Smart marketing 
and communications can help drive the 
value of your business, and can commu-
nicate innovative transformations you’ve 
made in this changing environment.

Thomas Walek is President of Capital 
Markets and Financial Services at Pepper-
comm. 

How industries adapt to technological change
From LPs to streaming music services, bank tellers to Apple Pay, travel agents to Kayak, technology 
has made a profound, historical impact on the ways in which we live, work and play. Financial firms 
and the communications professionals that serve them can take a cue from other industries that have 
recently been transformed by technology, and learn to leverage these challenges to their advantage 
and thrive amid the disruption.

By Thomas Walek
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Frank Bruni of The New York Times’ re-
cently wrote a column that began, “In 
the dire prophecies of science-fiction 

writers and the fevered warning of left-
wing activists, big corporations will soon 
rule the earth — or already do.” He added, 
“Fine with me. They’ve been great on the 
issue of the Confederate flag,” referring to 
the public position that Walmart, Sears, 
Boeing, and BMW had taken in supporting 
the divisive flag’s removal from the South 
Carolina statehouse. 

Bruni went on to commend Eli Lilly, 
American Airlines, Intel and other com-
panies that were “crucial to the defeat or 
amendment of proposed ‘religious free-
dom’ laws in Indiana which licensed an-
ti-gay discrimination.”

Bruni then singled out Apple, AT&T, 
Caterpillar, Facebook, Goldman Sachs, 
Google, McDonald’s, Marriott and Micro-
soft, who, along with 238 other companies, 
signed a Chamber of Commerce letter urg-
ing Congress to modernize the nation’s im-
migration system.

In raising their voices, these companies 
were demonstrating greater sensitivity to 
diversity, social justice, and the changing 
tides of public sentiment than the law-
makers elected by the public, according to 
Bruni. 

That’s because each corporation rep-
resents a broader constituency than elect-
ed officials who are paralyzed by partisan 
bickering and held hostage by a few big 
donors, a few loud interest groups or some 
unyielding ideology. 

Bruni drew attention to a Newsweek story 
that had made a similar point, when it said 
that inclusiveness “may not be good politics 
in this day of polarization and micro-tar-
geting, but it seems to be good business.”

And he closed by saying, “It forces you 
to admit that corporations aren’t always 
the bad guys. Sometimes the bottom line 
matches the common good, and they’re the 
agents of what’s practical, wise and even 
right.”

 Popularity of CSR grows
Those of us in public relations know just 

how controversial this kind of corporate 
involvement and corporate social responsi-

bility has always been. 
In fact, the aforementioned debates sur-

rounding CSR are as old as capitalism. In 
1776, Adam Smith warned that free mar-
kets don’t always perform perfectly, and 
market participants have to act honestly 
and justly toward each other. Two centuries 
later, the conservative economist, Milton 
Friedman, remained unconvinced, declar-
ing “the sole purpose of a business is to 
make money for its shareholders.” 

Obviously, the increase in CSR activity 
over the past twenty years hasn’t occurred 
without controversy. That controversy 
makes Bruni’s comments even more signif-
icant for public relations professionals, but 
it would be premature to suggest that a final 
resolution of the matter is close at hand. 

Yet, at the same time, there has been a 
series of recent developments with serious 
financial and investment implications that 
indicate we are entering a new phase in de-
fining the proper social role for the corpo-
ration. 

Those developments begin with an un-
derlying reality that becomes increasingly 
evident every day: the public wants busi-
ness to act responsibly. Whether they’re 
speaking as customers, employees, inves-
tors or citizens, they support and reward 
CSR activities.

Product developers and marketers were 
the first to recognize this phenomenon 
years ago. Research has consistently indi-
cated that consumers’ CSR perceptions are 
tightly correlated with fundamental perfor-
mance indicators such as purchase intent, 
willingness to recommend, positive word-
of-mouth, and trust. 

Now, a new study from Nielsen reports 
that 55% of consumers across 60 coun-
tries are willing to pay more for products 
and services from companies committed to 
having a positive social and environmental 
impact. 

No doubt, digital technology is the pri-
mary driver of the public’s awareness and 
engagement. We’re living in the global 
village’ that Marshall McLuhan predicted 
forty years ago in Understanding Media, a 
world where anyone can access, create and 
share information — and they do.

Corporate leaders have come to under-
stand this. Disney CEO 
Bob Iger spoke on be-
half of many of his fel-
low executives when he 
said, “Being a respected 
global citizen isn’t just 
good for our employees 
and the communities 
in which we operate, it 
is critical to the growth 
and success of our busi-
ness.” 

The media itself, tra-
ditional and online, 
understand this as well. 
Their audiences are in-
terested in corporate 
social behavior, wheth-
er good or bad. They’re 
interested in reporting 
it as news and in de-
veloping it into feature 
content. 

The annual rankings of corporations’ CSR 
performance are a prime example. Fortune’s 
“World’s Most Admired Companies” rank-
ing has been so successful that they’ve re-
cently added “The 100 Best Companies To 
Work For” and “The 100 Best Workplaces 
for Millennials.”

Companies see benefits of CSR
It’s not surprising that a large number 

of corporations are now issuing their own 
CSR performance reports. Companies 
want to communicate their own CSR story. 
Twenty years ago, fewer than 30 companies 
worldwide, released this kind of data. By 
year’s end, that number will have climbed 
to more than 7,000, including 80% of the 
world’s largest 250 companies. 

In a natural evolution, companies are also 
publishing formal corporate sustainability 
strategies. These detail the company’s poli-
cies, actions and investments on specific en-
vironmental, social and governance factors. 
The potential significance of these factors in 
evaluating corporate social behavior cannot 
be overestimated. 

Understanding the social role of the corporation
More companies have become invested in the practice of corporate social responsibility. As the tides 
of social sentiment change among the public, companies are exhibiting greater sensitivity to justice, 
diversity, and inclusivity than ever. Evidence now suggests that companies making social investments 
also outperform their peers in terms of stock price, sales growth, and profitability. Corporate social 
responsibility isn’t just an issue of doing the right thing — it’s also good for business.

By Amy Binder and Joseph Fisher
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Understanding the social role of the corporation To underscore this from a financial and 
investment perspective, the Harvard Busi-
ness Review in April reported the results of 
a groundbreaking study, “Corporate Sus-
tainability: First Evidence on Materiality” 
conducted by Mozaffar Khan, George Sera-
feim and Aaron Yoon (March 9, 2015). This 
analysis provides tangible evidence that 
companies making investments on ESG 
factors outperform their peers in terms of 
risk-adjusted stock price performance, sales 
growth, and profitability margin growth. 
And it offers valuable guidance to compa-
nies and investors in selecting strategically 
material ESG initiatives to maximize per-
formance results. 

The researchers noted that their study 
was made possible by the data infrastruc-
ture recently developed by the Sustainabil-
ity Accounting Standards Board. SASB is 
a new policy organization — and, for full 
disclosure, an RF|Binder client — that has 
been formed to develop and disseminate 
sustainability accounting standards that 
identify material ESG issues with financial 
implications and help public corporations 
disclose material, decision-useful informa-
tion to investors. 

The CSR of the future
With Michael Bloomberg as Chairman 

and former SEC Chairperson, Mary Shap-
iro, as Vice Chair, SASB is making its case 

aggressively. As they enter their next phase 
in 2016, SASB will put the processes in 
place that will enable corporations to begin 
to integrate this into their regular report-
ing. SASB’s sustainability accounting stan-
dards will greatly improve the process of 
review and selection regarding appropriate 
ESG factors from both a company and an 
investor perspective.

Certainly SASB’s timing couldn’t be bet-
ter. CalPERS, the California-based compa-
ny that administers health and retirement 
benefits on behalf of more than 3,000 pub-
lic school, local agency and state employers, 
announced in May that it will now require 
its investment managers to integrate ESG 
factors into their investment decision-mak-
ing process. 

CalPERS is in good company. Recent data 
from the Forum for Sustainable and Re-
sponsible Investment identifies 308 money 
managers and 880 community-investing 
institutions that currently incorporate ESG 
issues into their investment decision-mak-
ing. 

That represents $4.80 trillion in assets 
under management, which is 3.4 times the 
corresponding figure for 2012, when mon-
ey managers and community investing in-
stitutions held $1.41 trillion in ESG assets 
under management.

Those numbers alone signal a new phase 

in the evolution of corporate social respon-
sibility. Along with these other recent de-
velopments, it is clear that a confluence of 
technology and public attitudes is expand-
ing the criteria against which corporate 
behavior will be measured in the future. 
The implications are unmistakable. CSR is 
becoming strategically material for public 
relations professionals.

Joseph Fisher is Vice Chairman of RF|Bind-
er. Amy Binder is the CEO of RF|Binder. 
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PR news brief

Joele Frank sets M&A PR pace
in first half of 2015

Joele Frank, advising 58 transactions in the first 
six months of the year , was the top M&A PR adviser  
for the period, according to finance news source The 
Deal.

JF, which also led in Q1, counseled the acquiring  
or bidding entity in 32 deals and the target/seller in  
26. That included the $2 billion Hill-Rom/ w elch Allyn 
merger and the $574 million sale of Coach’ s luxury 
shoe brand Stuart w eitzman.

Sard Verbinnen & Co. was involved in 33 transac -
tions in the first half, followed by Kekst and Company 
(19), Abernathy MacGregor Group (11) and Brunswick  
and Owen Blicksilver PR (9 apiece).

Sard’s current roster includes Aetna’ s blockbuster 
$37 billion move to acquire Humana.

The Deal reports that first half M&A activity set 
records thanks to “confident executives, favorable 
credit markets and eager buyers, particularly in the  
healthcare market.”
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Measurement services are designed 
to cut through the communication 
clutter and help surface issues, ru-

mors and discussions that can positively 
or negatively impact the company and its 
reputation.

When it comes to creating a useful mea-
surement and monitoring program, it’s im-
portant to mention that investor relations 
and public relations teams must be equally 
involved in its creation. In most compa-
nies, company monitoring programming is 
led by PR or research and analyst teams. In 
2015, it is imperative that IR professionals 
become part of this program.  

Why monitor?
It’s just as likely that a company will be 

attacked by an activist on social channels 
as it is to receive a customer com-
plaint. The sooner you know that 
this is happening, the sooner you 
can take the steps needed to pro-
tect your company. 

Moreover, new tools allow com-
panies to see the direct impact 
of their news, as well as industry 
news regarding the company’s 
stock price, which is an extreme-
ly important metric for those 
charged with protecting that 
number. 

As tools evolve, however, so too 
must our goals. Communication 
professionals must learn to spot 
emerging trends, rumors or at-
tacks that can impact the true 
financial core of a company — 
their stock price.  In order to do 
this, communication teams must 
become more involved in under-
standing how company news is 
shared and distributed across so-
cial channels, as well as how stock 
price-impacting rumors spread, 
and which tools are available to 
measure it. 

By monitoring what’s being said 
and how company news affects 
trading behavior, companies can 
achieve a much deeper, nuanced under-
standing of not only how your commu-
nication program impacts the financial 
health of your company, but the kind of 
investors your news is attracting.  

Today business news discussions initiate 
in two ways. It’s either company initiated 
or it begins with a 3rd party: a partner, an 
employee, a reporter, an analyst, a stock 
holder, an activist, a brand fan, or a brand 
hater. 

When a public company distributes a 
news release, that information initiates a 
wide range of response communications. 
From analyst reports, to tweets, to message 
boards, others outside the company begin 
supplying and consuming perspectives that 
directly impact not only the news, industry 
and financial media coverage generated 
from that release, but the stock price itself.  

This sort of impact can be monitored and 
measured with reporting services such as 
NUVI, which tracks in real time the social 

discussions generated (brand reputation), 
and the Market Impact Report, which 
measures the impact of these discussions 
upon your stock price (financial health).

Third party communications tend to 

initiate on social channels and spread out-
wards to local media, trade press, financial 
and national media and ultimately financial 
audiences. The sooner communications 
pros are alerted to potentially damaging or 
incorrect conversations 
online, the faster they 
can activate a plan to 
refute that data.

In 2014, Rocco Pen-
dola, at that time the 
Director of Social Me-
dia at TheStreet, initi-
ated a social discussion 
on the state of brick 
and mortar sales, and 
of large retail stores in 
general, featuring a series of photos of a 

half empty, unkempt retail store. 
Rocco used Twitter to share his 
opinions and called for his fol-
lowers to share similar images of 
their local stores. Rocco initiated 
this discussion on Twitter but in 
response to reactionary com-
ments by the brand and response 
images shared by his followers, 
this discussion turned from a 
social conversation to a financial 
discussion, generating a series of 
secondary discussions that could 
have had serious impact on stock 
price.

Rocco isn’t the only person do-
ing this. Stockholders, analysts, 
employees, prospects, reporters 
and more are all online and are 
actively talking about the compa-
nies they interact with every day.  
These updates are easily found 
and often acted upon by those 
doing research for articles, trad-
ing stock or determining whether 
they want to buy from you or not.  

With so many audiences dis-
cussing companies across so 
many forums, catching negative 
discussions early is no longer con-
sidered an act of luck, but rather, a 

necessary and standard part of the investor 
relations program.  

Online activity’s impact on company stock price
With today’s proliferation of communication platforms and devices, information travels faster than 
ever. News breaks 24 hours a day, seven days a week.  With so much information now available and 
being shared, measurement services, and tools that can track the impact a news release has on a 
company’s stock price, are more critical than ever.  

By Serena Ehrlich

Serena Ehrlich

 _  Continued on next page

Business Wire’s Market Impact Report illustrates how news 
events affect a company’s stock price. The service highlights “val-
ue” (What is the fluctuation in stock price from the moment com-
pany news is disseminated?), “volume” (How does a news release 
influence the trading volume of your stock?), and “volatility” (What 
is the variability in the trading of your stock following the issuance 
of a news release?). Company stock performance is compared to 
performance on non-news issue days, and also measured against 
three peer companies of a company’s choosing.



Online activity’s impact on company stock price What to measure, how to respond
When it comes to social discussions, even 

negative ones, communication profession-
als must develop a thick skin.  Social chan-
nels provide users a way to connect with 
businesses — in real time — and empower 
audiences to provide public feedback, pos-
itive or negative, true or false, with their 
followers. 

Obviously, many social media posts re-
lated to a brand or business don’t trigger 
a crisis or impact a company’s reputation 
or stock price.  This is why it’s important 
to listen to what’s being said, to separate a 
complaint from a potential problem, and 
to be prepared in advance with a social re-
sponse program.

When it comes to measuring brand sen-
timent and impact from an investor rela-
tions perspective, there are two key ele-
ments to measure.

The first includes company and industry 
related terms or phrases that are already 
being used when discussing that company’s 
overall well-being. This includes C-suite 
names, company experts, brand and prod-
uct names, cash tags (a ticker symbol pro-
ceeded by $), competitors, industry terms, 
Industry reporters and analysts, activists, 
key investors, reporters, annual industry 
events and holidays.

I sugest searching these terms regular-
ly as a means of establishing a baseline of 
average discussions, and to pay attention 
when conversations surpass this baseline.  
When conversations go beyond the normal 
limits, look for salient discussion themes 
and from there, determine a response plan.  

Many companies utilize decision trees 
to help identify how negative discussions 
should be handled.  The best way to cre-
ate one of these is to combine your current 
customer service response programming 
and your crisis communication plan.  Iden-
tify what scenarios are considered a low, 
medium or high threat and build a process 
on how to elevate and reply, reducing anx-
iety and reaction time when a threat does 
appear. Then when a crisis or attack does 
occur, you can refer to this to determine 
next your steps.

Protecting your stock price
Of course, for IR professionals the most 

important element of measurement con-
tinues to be the impact of company and in-
dustry news on the company’s stock price.  
Luckily a product launched in 2015 to help 
with this.

The newest monitoring tool available, 
the Market Impact Report showcases how 
news events impacted a company’s stock 
— and those of its competitors — trading 
volume and volatility as well as aggregates 
sub-penny, odd-lot, block transactions and 
media monitoring.  

The time-stamped media monitoring 
component of these reports highlights 
stock price and volume changes as soon as 

stories about your company post to media 
and investor points such as AP, Bloomberg, 
CNBC, Fly on the Wall, Forbes, Fox Busi-
ness Network, FT.com, MarketWatch, Re-
uters, Seeking Alpha, The Business Insider, 
TheStreet.com and The New York Times.  

Allowing IROs to understand which sto-
ries are impacting their stock price, a key 
function for IR practitioners, is made sim-
ple with these new reports. These reports 
not only provide users an instant view of 
the overall market impact, they are inex-
pensive and easy to use, dramatically re-
ducing the amount of time and number 
of tools needed to uncover this important 
information.

Given the age in which we live, it’s time 
for investor relations professionals to take 
control of their stock price. IROs can no 
longer claim they “didn’t know” an attack 
was coming, or the impact of their news 
upon their stock price. 

With the launch of low-cost monitoring 
tools such as NUVI or the Market Impact 
Report this can easily be done, taking you 
one step closer to managing the real, tan-
gible impact of news upon the financial 
health of your company.

Serena Ehrlich is Director of Social and 
Evolving Media at Business Wire. 

PR news brief

Labor costs cut into PR firm  
profitability

PR agency profitability inched up to 16.2% last year, 
a marginal climb from 2013 but still below pre-reces-
sion levels of nearly 20%, according to an annual sur-
vey by Gould+Partners.

The largest firms in the survey of 104 agencies, 
those with revenues of $25 million-plus, saw profit-
ability plunge from 17.9% in 2013 to 15.8% last year.

G+P managing partner Rick Gould said declines in 
operating profits are completely attributable to in-
creases in labor costs without a corresponding boost 
in fees.

He said only about a dozen firms consistently meet 
or exceed model performance targets through slow-
downs and recessions due to an ability to hold sal -
aries to under 40% of net revenues. T otal labor cost 
should be about 50%.

After strong increases in 2011-12 to 18.8%, the 
profitability of PR firms slipped to 15.8% in 2013. 
Gould said firms in the $10-$25 million range were 
the most profitable, but declined from 18.6% in 2013 
to 17% last year. Smaller firms (up to $3 million, and 
$3 million-$10 million) posted increases to 16.6% and 
16.1%, respectively.

Gould is slated to release the full results this month. 

www .ODwy ERPR.COM      |     AUGUST 2015 33



34 AUGUST 2015     |     www .ODwy ERPR.COM

FEATURE

In the beginning of ’08, I accepted an in-
house media relations position at a large 
asset management firm. After starting my 

career at an agency I was excited to see what 
life was like on the corporate side, but fate 
had other plans. In March Bear Stearns, the 
85-year-old iconic Wall Street investment 
bank, was sold for $2 a share, when just a 
month prior shares traded at $93. And that 
was only the beginning.

Because my new job was for a mostly re-
tail-focused firm and not an investment 
bank or hedge fund, we avoided much of 
the turbulence and heartache that others on 
the Street experienced. But, like everyone 
else in the world, we got hit hard. A lot of 
good people lost their jobs and there was 
a dark cloud looming over all of our heads 
that just wouldn’t go away.

At the time, Lehman Brothers was a client 
of the agency I had recently left, and for four 
years prior I was one of their main account 
people. Seeing Lehman in the media on a 
daily basis resonated a bit differently with 
me, and I ended up keeping a close dialogue 
with my former agency colleagues during 
that time as they worked to get through it 
and survive the crisis. When we spoke, I 
offered counsel, but most of the time I just 
listened. There wasn’t much they, or I, could 
do.

After what felt like an eternity, the storm 
passed and things slowly started to return to 
normal, but life as a financial communica-
tions professional was never the same. And 
believe it or not, that’s a good thing.

I feel terrible suggesting that the worst 
financial crisis since the Great Depression 
has a silver lining, but the undeniable truth 
is that it was a harsh, but much-needed 
wake-up call for our industry.

Pre-2008, financial brands — and I’ll 
touch on “brands” in a moment — large-
ly received a free pass. The public then 
didn’t have nearly as much interest in Wall 
Street as they do today, and the news cycle 
was such that most people on Main Street 
weren’t even in a position to know what was 
going on. That one-two punch of limited in-
terest and limited knowledge allowed many 
financial companies to completely ignore 
the importance and value of their reputa-
tion. Sure, B2C brands have long been in 
the public eye, but the B2B financial world 
still remained largely unseen, and the insti-

tutional asset management space was even 
further removed. It’s impossible for compa-
nies to build trust when they haven’t even 
built awareness, and this would eventually 
come back to haunt the industry.

“Brand? I only care about one thing, kid. 
Money.” A hedge fund manager actually said 
this to me pre-crisis. And you know what, I 
completely understood where he was com-
ing from. The resistance many financial 
firms back then, hedge funds in particular, 
had against crafting and building a reputa-
tion was that at the time they simply didn’t 
need one. Global markets were doing well, 
performance was strong, confidence was 
high and institutional investors were pour-
ing billions of dollars in these strategies.

I spoke with dozens of firms pre-2008 
who admitted they understood and appre-
ciated the importance of creating and dis-
tributing an effective message to their var-
ious constituencies (investors, media, etc.), 
but since assets were flowing in branding 
simply wasn’t a priority. They considered it 
a “nice to have,” not a “need to have” issue. 
We made our passionate case for why firms 
need to establish a strong brand when the 
times are good, but just as many firms don’t 
create a crisis plan until they’re actually fac-
ing a crisis, many financial firms back then 
saw no need to create a positive image.

Over time, though, things started to 
change. The crisis brought the entire world 
to its knees, and between enhanced public 
scrutiny, regulatory oversight, sharehold-
er demands, the recovering economy, and 
a variety of other factors we probably can’t 
appreciate at the moment, a newer and lean-
er Wall Street emerged. Bruised and broken, 
but still standing, the financial world moved 
on. And then our phones started to ring.

Nothing shakes up Wall Street like losing 
money, and once firms understood that the 
public scrutiny would not go away, and in 
fact would only get worse, they realized they 
needed to do some damage control. Firms 
went through the usual crisis communica-
tions handbook and that had a slight im-
pact, but the smart firms knew they couldn’t 
put a Band-Aid on the 
crisis and they needed to 
engage with the public 
in a consistent, ongoing 
and proactive way.

Consumers today are 
smarter and more skep-
tical than ever and they 
have access to news and 
information in a way 
that would have been 
inconceivable back in 
2008. Their once laissez faire approach to 
the financial world had gone out the win-
dow, and as firms of all sizes worked to grow 
their asset base and rebuild their company, 
they finally realized just how important 
their brand was.

Financial brands often get knocked for be-
ing behind the curve and failing to evolve 
as quickly as other industries. Some of that 
criticism is justified but our world is catch-
ing up. They’re finally realizing that a pos-
itive and respected brand can in fact drive 
assets, they’re finally embracing social and 
digital tools to better reach their audiences 
with timely and effective content, and every 
day we see firms telling their stories in new, 
intriguing ways.

Seven years isn’t that much time, when 
you think about it. For example, back in 
2008 I had a Blackberry and guess what? 
That was cool! So that tells you how long 
ago seven years can be.

Where will our industry be in another 
seven years? No one has a crystal ball, but 
if the last few years have taught us anything, 
transparency and education will be para-
mount. Technology will continue to evolve 
at warp speed and the financial brands that 
stay ahead of the curve and leverage these 
tools will reach larger audiences and build 
and strengthen their brand.

Is the new version of Wall Street fool-
proof? No; nothing is. Is it better? I think so. 
Will we face future crises? Without a doubt, 
only the next time financial firms will val-
ue their public reputation as much as their 
share price and the smart firms will be bet-
ter prepared.

Andrew Healy is Co-Founder and Partner 
of Water & Wall Group. 

A look back at the financial crisis, seven years later
September marks the seventh anniversary of Lehman Brothers’ 
bankruptcy filing, and while I can’t tell you what I had for lunch 
yesterday, I can — like most of my industry peers — recall the 
events of 2008 like they just happened. By Andrew Healy

Andrew Healy



A look back at the financial crisis, seven years later



36 AUGUST 2015     |     www .ODwy ERPR.COM

Ex-Jerry Brown aide
joins Edelman

Kish Rajan, who directed economic
development efforts for California
Governor Jerry Brown, has joined

Edelman’s Sacramento office at Senior VP. 
Rajan ran the
Governor’s Office of
E c o n o m i c
Development (Go
Biz) established by
Brown to tur-
bocharge job cre-
ation in the Golden
State, which ranks as
the globe’s No. 7
economy.

Rajan, who exited Go Biz in May, also
served as Southern California Leadership
Council President, Walnut Creek city coun-
cil member and Sandisk North American
Sales Director.

Edelman’s Sacramento office is the top PA
operation in California’s capital city. It regis-
tered $3.9 million in fees last year.

Steve Telliano is Edelman’s Sacramento’s
GM. �

Douglass reports to
Bloomberg Media to
head comms

Linda Douglass, a former journalist and
Obama Administration alum who
stepped down

as head of communi-
cations for Atlantic
Media in 2013, has
moved to Bloomberg
Media to head global
communications.

Douglass worked
on the Obama cam-
paign and later
directed communi-
cations for the Obama White House’s
Office of Health Reform before moving to
Atlantic Media in 2010. She is a former
TV correspondent for ABC and CBS
News.

Bloomberg Media CEO Justin Smith
called Douglass a “force of nature, a gifted
strategist, and a forward-thinking, cre-
ative media executive.”

Bloomberg Media includes its consumer
media like Bloomberg Businessweek, politi-
cal news and Bloomberg View operations.

Jason Schecter is Chief Communications
officer of parent Bloomberg LP. �

Carberry lands at
Schwab to lead comms

Joe Carberry, who exited eBay as VP
of Global Communications in May,
has landed at Charles Schwab in San

Francisco to head communications as a
Senior VP.

eBay last month tapped Daniel Tarman as
Chief Communications Officer, replacing
the outgoing Alan
Marks.

Carberry is a for-
mer Brunswick
Group Partner and
Western Region
President of
MSLGroup. He also
led PA for Visa Inc.
and did agency
stints at
FleishmanHillard
and Stoorza, Ziegaus & Metzer. �

Medtronic’s Slone 
settles in at McKesson

McKesson Corp. hired Medtronic’s
Pete Slone as Senior VP-corpo-
rate affairs.

The 13-year Medtronic VP-Global
Government Affairs veteran joined San
Francisco-based McKesson June 22.

Slone handles policy PR, legislative/regu-
latory advocacy,
stakeholder engage-
ment and the politi-
cal action committee
of the $179 billion
pharmaceutical dis-
tribution and tech-
nology giant.

Prior to joining
medical devices com-
pany Medtronic,
Slone worked for 17 years at Burson-
Marsteller’s BKSH and Assocs, now Prime
Policy Group.  �

Cisco’s Aronson plugs
into PR role with
Malwarebytes

Doron Aronson, Senior PR group
lead for Cisco’s Internet of
Things group, has moved to anti-

virus and digital security software
developer Malwarebytes as Director of
Global Communications.

Aronson’s role, reporting to COO

Rebecca Kline, includes PR, social media
and analyst relations. The seven-year-old
San Jose-based company staffs about 200
with operations in Florida, Ireland and
Estonia. It kicked off a major EMEA push in
the enterprise market in June with an out-
post in Cork, Ireland.

He spent seven years at Cisco, working PR
for its M&A unit, Collaboration
Technology and Security Business Groups.
Earlier PR roles included Cadence Design
Systems, Sun Microsystems and ATI
Technologies. �

Dalton speaks for HRC

Olivia Alair Dalton, who was Senior
VP for SKDKnickerbocker and
Spokesperson for First Lady

Michelle Obama, has joined the Human
Rights Campaign as Senior VP-communi-
cations & Marketing. She assumes duties
once held by Fred Sainz.

Dalton will lead HRC’s outreach to feder-
al, slate and local government levels for civil
rights protection for lesbian, gay, bisexual
and transgender people.

At SKDKnick, she worked with HRC to
help manage a communications “war
room” in support of the Respect for
Marriage Coalition.

Though the Supreme Court ruled in avor
on marriage equality, Dalton said, “Millions
of LGBT Americans continue to face per-
sistent discrimination in the workplace, at
school, in housing and in public places
across the country.”

The new HRC staffer also served as
Spokesperson for former Transportation
Secretary Ray LaHood and Vice President
Joe Biden. �

ESPN scribe Blount
races to NHRA post

Terry Blount, who spent the last three
years covering the Seattle Seahawks’
rise to the top of the NFL for

ESPN.com, is moving to the PR side as VP
of PR and Communications for the NHRA,
the governing body for drag racing.

Blount is a veteran auto racing reporter
and member of the Texas Motorsports Hall
of Fame who chronicled NASCAR’s rise in
Texas during the 1990s. He was a sports
reporter for the Houston Post, Houston
Chronicle and “Dallas Morning News”
before moving to ESPN in 2006, first to
cover auto racing.

For the NHRA, Blount will handle corpo-
rate comms., media relations and PR, start-
ing July 30. �
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THE ABERNATHY 
MACGREGOR 

GROUP

277 Park Avenue, 39th Floor
New York, NY 10022
212/371-5999
www.abmac.com

Our agency provides strategic, 
corporate and financial communi-
cations counsel to companies and 
boards of directors. We offer top-ti-
er capability in corporate public 
relations, crisis management, initial 
public offerings, litigation commu-
nications, investor relations and 
shareholder activism, mergers and 
acquisitions, and restructurings and 
bankruptcies. We support our coun-
sel with a wide range of planning, 
research and execution services.

Companies frequently seek our 
counsel in times of change. Their 
needs may vary greatly — from 
poor market valuation, lack of visi-
bility in the media or product crisis 
to financial distress, management 
transition or a pending transaction 
— but our approach is consistent. 
Narrowness of focus is a defining 
principle of the firm. We believe 
in targeting small, influential audi-
ences, and using simple messages, 
constant feedback and follow-up.

We bring a diversity of experi-
ence to every unique client situa-
tion. All of our professionals are 
accomplished practitioners of cor-
porate communications; many have 
particular expertise in corporate 
finance, corporate management, 
electoral and regulatory politics, in-
vestment banking, investment man-
agement, law, strategic planning, or 
traditional and digital media. Our 
structure allows each client to have 
access to the full range of expertise 
within the firm.

The Abernathy MacGregor 
Group is based in New York City, 
with offices in Houston, Los An-
geles and San Francisco and a net-
work of closely affiliated agencies 
in the financial centers of Europe, 
Asia, the Americas and Middle 
East.

BLISS INTEGRATED 
COMMUNICATION

Member of the Worldcom Public 
Relations Group
500 5th Avenue, Suite 1640
New York, NY  10110
212/840-1661
Fax 212/840-1663
www.blissintegrated.com

Elizabeth Sosnow, Managing 
Partner
Meg Wildrick, Managing Partner
Cortney Stapleton, Partner

Bliss Integrated Commu-
nication is an award-winning 
business-to-business and busi-
ness-to-consumer marketing, pub-
lic relations and communication 
firm. We thrive in the space where 
financial services, healthcare, pro-
fessional services and regulation 
intersect. 

Established in 1990, our prac-
tice has consistently delivered 
strong results for some of the big-
gest names in asset management, 
insurance, wealth management, 
banking, private equity and finan-
cial technology. As a mid-sized 
agency, we are big enough to im-
pact business performance and 
nimble enough to quickly pivot 
when market or regulatory chang-
es mandate fresh thinking or an 
unchartered approach.

With deep expertise in B2B 
and B2C strategy, branding, PR, 
thought leadership, content devel-
opment, digital and social media, 
crisis communication, analyst 
relations and analytics, we are 
poised to help our clients identify 
the right opportunities to engage 
and connect.

BRUNSWICK 
GROUP

245 Park Avenue, 14th Floor 
New York, NY 10167 
212/333-3810 
www.brunswickgroup.com   

Brunswick is a leading business 
communications firm: a glob-
al partnership with 22 offices in 
13 countries. Founded in 1987, 
Brunswick has grown organically, 
operating as a single profit center 
— allowing us to respond seam-
lessly to our clients’ needs, wher-
ever they are in the world. When 
clients turn to us, it’s because they 

know that good communications 
is more than managing percep-
tions — it’s essential to making 
business work. Our background in 
financial communications means 
we understand how businesses 
are wired. It also means integrity 
is deep in our nature: diligence, 
openness and accuracy. We have a 
reputation for high-caliber, highly 
experienced people. So whatever 
the task, we can assemble a broad 
range of expertise from right 
across the firm. Our clients know 
we’re always in their corner. We 
build trusted, long-term relation-
ships which help our clients to de-
liver their strategy.

BUTLER  
ASSOCIATES, LLC

204 East 23rd St.
New York, NY 10010
212/685-4600
TButler@ButlerAssociates.com
www.ButlerAssociates.com
 
One Stamford Plaza
263 Tresser Blvd, 9th Fl.
Stamford, CT 06901

Thomas P. Butler, President
 
Butler Associates, LLC, is an 

award-winning communications 
firm successfully serving clients 
since 1996. Our firm provides cor-
porate, financial, legal and public 
affairs communications strategies 
that have a positive and lasting 
impact.

Whether a client’s need is inves-
tor relations, shareholder activ-
ism, brand and leadership identity 
campaigns or reputation and crisis 
management, our firm prides itself 
on developing and nurturing long-
term relationships that effectively 
build and sustain our client’s repu-
tation in the public eye. 

Butler Associates campaigns 
continually achieve significant vis-
ibility for consumer brands, spot-
light corporate and financial lead-
ers, support winning shareowner 
proxy campaigns, deliver clear 
and crisp messaging for a diverse 
range of legal and public affairs 
campaigns. The Butler team in-
cludes seasoned professionals who 
are committed to their clients and 
deliver consistent, measurable re-
sults. Its Litical Solutions division 
delivers mobile consumer engage-
ment campaigns and award-win-

ning advertising for broadcast, 
online and print.

Clients: Association of BellTel 
Retirees Inc., Astoria Developers 
LLC, Empire Government Strat-
egies, Grandparents.com, Hunts 
Point Cooperative Market, Hostel-
world Group, Mechanical Con-
tractors Association of New York, 
New York Affordable Reliable, 
Electricity Alliance, Patriot Na-
tional Bank, Plumbing Foundation 
of New York,  ProtectSeniors.Org, 
Siebert Brandford Shank & Co., 
LLC., Stamford (CT) Police As-
sociation,  Stamford (CT) Profes-
sional Fire Fighters Association, 
Steamfitters Local 638, New York, 
Uniformed Firefighters Associa-
tion (NY City). 

COMMUNICATIONS  
STRATEGY GROUP 

(CSG)

44 Cook St., Suite 450
Denver, CO 80206
720/726-5457
www.csg-pr.com
dmahoney@csg-pr.com

What sets CSG’s award-winning 
Financial Services communica-
tions team apart from the rest? It’s 
our unique combination of indus-
try expertise, leading-edge content 
marketing strategies and influenc-
er connections.

CSG clients work closely with 
a dedicated team of professionals 
well versed in the challenges and 
opportunities within each segment 
of the financial services industry. 
We help clients define goals and 
map out measurable strategies for 
success. Our team is able to:

Create and carefully place com-
pelling, targeted content for au-
diences ranging from investment 
advisors to bank directors to con-
sumers.

Leverage longtime relationships 
to connect clients with prominent 
reporters and critical industry 
influencers, including analysts, 
bloggers, social media VIPs and 
associations.

Effectively apply the latest tac-
tics in content marketing, digital 
media and public relations.

All of these deliverables are 
backed up with success metrics 
and analytics, so clients always 
know the exact return on their in-
vestment in CSG.

O’Dwyer’s September issue will 
profile Beauty & Fashion PR firms. 

If you would like to be profiled, 
contact Editor Jon Gingerich at 

646/843-2080 or 
jon@odwyerpr.com
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COOPERKATz & 
COMPANY, INC.

205 Lexington Avenue, 5th Floor
New York, NY 10016
www.cooperkatz.com

Ralph Katz, Principal
Anne Green, President, CEO

CooperKatz & Company offers 
full-service public relations, digi-
tal and creative services capabili-
ties to a national client base, with 
significant industry experience 
across the many sectors of the fi-
nancial services industry. We are 
highly regarded for our strong stra-
tegic and creative credentials. 

Our 19-year track record includes 
the development and execution 
of high-impact communications 
campaigns for such financial ser-
vices clients as: American Institute 
of Certified Public Accountants 
(AICPA); CapGemini (Financial 
Services practice); DealerTrack; 
Fiserv; Guardian Life Insurance 
Company of America; Jackson 
Hewitt Tax Service; J.P. Morgan; 
National Association of Insurance 
Commissioners (NAIC); S1 Enter-
prise; TD Bank; and analyst firm, 
TowerGroup.

Our expertise encompasses 
both business-to-business and 
business-to-consumers offerings 
and outreach, and extends across 
a spectrum of services. Clients 
leverage our award-winning team 
for needs including: brand posi-
tioning; media relations; industry 
analyst relations; digital / social 
strategy and execution; social 
community management; content / 
editorial strategy; advertising; vid-
eo production; collateral materials; 
design; and more. 

DUKAS PUBLIC 
RELATIONS

100 W. 26th St.
New York, NY 10001
212/704-7385
richard@dukaspr.com
www.dukaspr.com

Richard Dukas, Chmn. & CEO 
Seth Linden, Pres.
Doug Hesney, Exec. VP
Ed Nebb, Sr. Managing Dir.
Zach Leibowitz, Stephanie 
Dressler, Sean Dougherty, VPs

DPR is an award-winning finan-
cial PR agency, which is known 
for its media relations expertise, 
results-driven approach and in-
volvement of senior management 
on all accounts.  DPR recently 
added new services in IR and 
transactional work.

DPR’s clients include both well-
known and emerging companies 
in many key areas of finance, and 
asset and wealth management 
including: mutual funds, ETFs, 
hedge funds and alternative invest-
ments, private equity, institutional 
investing, investment banking, 
broker/dealers and fintech. DPR 
also is strong in the B2B technolo-
gy and professional services space, 
where it represents companies in 
law, accounting, compliance, risk 
management, lending, housing, 
and marketing services and man-
agement consulting.

DPR is highly regarded for 
its ability to generate consis-
tent top-tier coverage for its cli-
ents in the media, including The 
Wall Street Journal, New York 
Times, Barron’s, Financial Times, 
CNBC, Bloomberg and all of the 
top trade publications, websites 
and blogs. Trade outlets in which 
DPR regularly places clients in-
clude Institutional Investor, Pen-
sions & Investments and The Deal, 
among many others.

The agency is particularly 
strong in broadcast, where it av-
erages approximately 55 bookings 
per month — mainly on CNBC, 
Bloomberg, and Fox Business 
Network.

DPR provides comprehensive 
media and presentation training, 
message development, editorial 
services, a speaker’s bureau, crisis 
communications and digital media 
services.

Clients: BlueMountain Capital, 
Brown Advisory, Brandes Invest-
ment Partners, Citrin Cooperman 
Credit Union National Assn., Ea-
ton Vance, EisnerAmper, Global 
X Management, Hirtle Callaghan, 
JMP Group, Morgan Creek Cap-
ital, Muddy Waters, Raymond 
James.

FEINTUCH  
COMMUNICATIONS

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

Henry Feintuch, President
Richard Anderson, Senior Manag-
ing Director 

Feintuch Communications (FC) 
provides true integrated financial 
communications services to public 
companies and those seeking to go 
public. We have a sophisticated un-
derstanding of the intersection be-
tween investor and public relations 
and work with our clients to bridge 
any gaps between them. Our senior 
team helps companies to mine their 
business assets for “The Street” 
and financial / business accom-
plishments for the trade. 

FC has a particular expertise in 
counseling companies in crisis sit-
uations involving the SEC, DOJ 
and other types of government 
investigations. The firm provides 
strategic IR services in-house and 
works in partnership with best-of-
breed providers to deliver a full 
IR platform including corporate 
positioning, institutional and sell-
side targeting, IPO consulting and 
road shows, conference call prepa-
ration, shareholder letters, M&A 
advice, speaking platforms and 
more. Financial practice head Rick 
Anderson is the former chair of 
PRSA’s financial communications 
section.

FC is a founding member of PR 
World Alliance, an international 
alliance of premier independent 
PR and IR consultancies. Our prin-
cipal is Vice Chair of PRWA and 
past President of PRSA-NY.

FINN PARTNERS

301 East 57th St.
New York, NY 10022
212/715-1600

Richard Funess, Senior Managing 
Partner, New York 
Dan Pooley, Managing Partner, 
Chicago & Detroit
Ronald Roberts, Managing Part-
ner, Nashville
Beth Seigenthaler Courtney, 
Managing Partner, Nashville

Finn Partners specializes in the 
full spectrum of communications 
services, including digital, social 
media, and creative. Specialty areas 
include technology, consumer, edu-
cation, financial services, travel & 
lifestyle, CSR, arts, health, profes-
sional services and public affairs.

Finn Partners was named “Best 
Midsize Agency” in 2015, “Best 
Agency to Work For” in 2013 
and “Best New Agency” in 2012. 
Headquartered in New York City, 
the company has approximate-
ly 450 employees, with offices in 
Chicago, Detroit, Fort Lauderdale, 
Jerusalem, London, Los Angeles, 
Munich, Nashville, Paris, San Fran-
cisco and Washington D.C., and has 
additional international capabilities 
through its own global network and 
PROI Worldwide. Find us at www.
finnpartners.com and follow us on 
Twitter @finnpartners.

GREGORY FCA

27 West Athens Avenue
Ardmore, PA 19003
610/228-2095
JoeA@GregoryFCA.com
JoeH@GregoryFCA.com
www.GregoryFCA.com
www.FinancialServicesMarketing.
com 

Joe Anthony, President, Financial 
Services
Joe Hassett, SVP, Investor Rela-
tions 

Seeking a communications part-
ner that knows the ins-and-outs of 
the financial services world? Our 
team of seasoned financial services 
public relations and investor rela-
tions professionals has served as 
the agency of record for more than 
250 financial industry firms since 
our founding in 1990. With a strong 
track record in generating A-list 
media coverage and executing in-
novative digital media campaigns, 
there is a reason why ETF issuers, 
mutual funds, RIA firms, insurance 
carriers, banks, broker-dealers/cus-
todians, FinTech, and other finan-
cial firms call on us.

Rick Anderson, Senior Managing 
Director of Financial Services at 
Feintuch Communications.

Richard Dukas, CEO and Chairman 
of Dukas Public Relations.
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The FCA in Gregory FCA spells 
investor relations. Our profession-
als understand the Street, market 
expectations, and how to com-
municate in a highly compelling, 
compliant manner that generates 
interest, creates followings, and 
builds shareholder value. We can 
identify and tell your story, deliv-
er it to both the buy and sell side, 
introduce you to investors and in-
stitutions as well as the financial 
media that drives markets.   

Media relations. Investor re-
lations. Social media strategy. 
Blogging and editorial services. 
Content marketing. Media train-
ing.  Issues management/Crisis 
communications. All from a firm 
that knows the financial industry 
and the audiences our clients are 
trying to reach.

Media training is available on-
site or in our Philadelphia studios.

ICR

685 Third Avenue, 2nd Floor
New York, NY 10017
Fax: 646/277-1201
www.icrinc.com

Thomas M. Ryan, CEO, Co-Founder
Don Duffy, President

 
Established in 1998 and private-

ly held, ICR partners with compa-
nies to develop strategic commu-
nications programs that achieve 
business goals, manage risk, and 
enhance the value of the enterprise. 
The firm’s pairing of capital mar-
kets veterans and senior commu-
nications professionals provides a 
highly-differentiated offering, one 
that continues to serve as the foun-
dation for significant growth.

Today, ICR has approximately 
500 clients across 20 industries 
and is one of the largest indepen-
dent agencies in North America. 
The firm maintains offices in Bos-
ton, Connecticut, Los Angeles, 
New York, San Francisco and Bei-
jing.

In 2014, ICR once again saw 
double digit revenue growth driven 
by new client wins including Wei-
bo, La Quinta Holdings, Freshpet, 
Rubicon Project, Extended Stay, 
AltheaDx and Paramount Group, 
among others. In January of 2015, 
ICR hosted the 17th Annual ICR 
XChange, the firm’s annual inves-
tor conference, which drew more 
than 150 private and public com-
pany management teams and over 
2,000 attendees. 

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 
is a leading independent provider 
of public relations and marketing 
services to clients in the global fi-
nancial services industry as well as 
select corporate clients. We offer 
clients a combination of strategic 
expertise and informed execution 
designed to generate the media 
coverage and social media ampli-
fication that builds and maintains 
reputation, and achieves sustained 
results.

Founded in 1986, Intermarket 
Communications works with cli-
ents throughout the global business 
community, including investment 
marketplaces and exchanges, lead-
ing buy-side and sell-side institu-
tions, banks, alternative investment 
providers, technology and service 
providers, as well as government 
and industry organizations.

Service is the key factor that sets 
Intermarket apart. At Intermarket, 
all clients work directly with a 
team of experienced financial com-
munications professionals who un-
derstand your business, help shape 
your story, and know how to make 
that story resonate with the audi-
ences you need to reach.

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

Joele Frank provides effective 
and disciplined communications 
counsel and support to help our cli-
ents take control in advancing their 
business and strategic objectives. 
Our clients range from large, glob-
al public corporations to smaller, 
private enterprises across many 
industries. Our professionals have 
been recognized by our peers, the 

financial community and journal-
ists for their quality work, strate-
gic acumen and creative approach 
to challenging issues.  The firm’s 
practice areas include investor 
relations, corporate communica-
tions, transaction communications, 
shareholder activism and corporate 
governance, crisis communications 
and special situations, litigation 
support, restructuring and bank-
ruptcy, and private equity. Joele 
Frank consistently ranks among 
the top PR firms in announced 
M&A transactions, defense against 
activist investors, and restructur-
ings.

KCD PR 

610 West Ash Street, Suite 901
San Diego, CA 92101
619/955-7759
info@kcdpr.com
www.kcdpr.com

Kevin Dinino, Founder/President

KCD PR is a San Diego-based 
public relations and inbound 
marketing agency that delivers 
award-winning strategic public 
relations, marketing communica-
tions and social media campaigns 
to financial services and B2B cli-
ents nationwide. Our mission is to 
create and communicate a brand’s 
vision through highly visible 
campaigns focused on messaging 
development, strategic media re-
lations, content development and 
social media marketing.

We believe the integration of 
digital marketing and public rela-
tions is a crucial attribute needed 
to increase brand recognition and 
client loyalty in today’s market.

The KCD PR team is adept at 
crafting strategic PR campaigns 
for clients in wealth management, 
asset management, venture capital 
and private equity, banking, real 
estate, transportation and more. 
With extensive experience in B2B 
and financial services, KCD PR 
leverages a vast network of influ-
ential media contacts throughout 
the country.

For more information on client 
results and case studies, please vis-
it www.kcdpr.com and follow us at 
@KCDPR.

KEKST AND  
COMPANY

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

Jeremy Fielding, President and 
Chief Executive Officer

James Fingeroth, Exec. Chairman

Kekst is one of the world’s lead-
ing strategic and financial commu-
nications consultancies.

We advise senior managements 
and boards of directors of publicly 
listed as well as private companies 
and institutions on their most se-
rious communications issues. The 
firm takes pride in its strong long-
term client relationships, many 
spanning decades.

In addition to Kekst’s expertise 
in virtually every facet of stra-
tegic and financial communica-
tions, a significant proportion of 
our engagements involve “special 
situations” such as: crisis commu-
nications, mergers & acquisitions, 
bankruptcies and restructurings, 
litigation support, spin-offs, activ-
ism and other governance issues, 
and issues management. The firm 
is also a leader in advising private 
equity firms and hedge funds. 

Kekst’s professionals are highly 
experienced, with diverse back-
grounds. They are adept at strate-
gy and implementation. Our peo-
ple possess a deep understanding 
of the business world, the capital 
markets and the media — both tra-
ditional and new media. And, most 
importantly, they excel at helping 
clients articulate and effectively 
communicate their key messages 
to their most important audiences. 

Kekst is headquartered in New 
York.

LANE
 

500 Fifth Ave., Suite 2720
New York, NY 10110
212/302-5365
www.lanepr.com
 
905 SW 16th Ave.
Portland, OR 97205
503/221-0480
 
Wendy Lane Stevens, President
Amber Roberts, Senior VP

LANE is a national, independent 
firm with a 25-year track record of 
driving growth for clients through 
strategic communications counsel.

Every LANE client benefits 
from the expertise of senior-level 
practitioners with relevant educa-
tion and direct experience in the 
financial industry. Our clients span 
the financial services spectrum, 
and we have built significant ex-
pertise in retail and commercial 
banking, investment firms, invest-
ment banking, wealth manage-
ment, and private equity.

We couple our in-depth under-
standing of the industry with a 
tenacious approach to connecting 

GREGORy  FCA
 _ Continued from page 39
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with media and other critical au-
diences. Our tailored, multifac-
eted programs engage targeted 
audiences, from media, bloggers 
and consumers to investors, ana-
lysts and key influencers, with an 
emphasis on areas critical to our 
clients’ ongoing success: strength-
ening brands, building thought 
leadership, safeguarding reputa-
tions and managing strategic in-
vestments.

LANE’s investor and corporate 
communications strategies bene-
fit micro- to small-cap companies 
seeking better visibility and valua-
tions. For more than two decades, 
LANE has built credibility and 
awareness for companies and their 
leadership teams. As a strategic 
partner to growing public com-
panies, LANE is knowledgeable 
about every aspect of our clients’ 
businesses and industry sectors as 
well as the financial environment 
in which they operate. We under-
stand which messages will reso-
nate with investors, analysts and 
the media and are adept at crafting 
compelling reasons for investing 
in a company.

Founded in 1990, LANE is a 
bicoastal force with fully staffed 
offices in New York City and Port-
land, and a presence in Seattle.

MAKOVSKY

16 East 34th Street 
New York, NY 10016 
212/508-9600 
stangney@makovsky.com 
www.makovsky.com 

Ken Makovsky, President & CEO
Scott Tangney, EVP, Financial Ser-
vices Practice Leader
Mike Goodwin, SVP 
John McInerney, GVP

Makovsky opened its doors 35 
years ago as a diversified financial 
communications firm. Since then, 
the firm has strategically grown 
its financial services practice in 
revenue, reputation and expertise. 
From the start of each engage-
ment, we are part of a client’s 
team. “The Power of Specialized 
Thinking,” Makovsky’s brand en-
ergy line, reflects the firm’s com-
petitive edge. We are a savvy team 
of financial services communica-
tions professionals with diversified 
backgrounds aligned with the spe-
cializations critical to the financial 
services industry. This alignment 
produces effective programs, 
which build reputation, sales and 
fair valuation. Makovsky exper-
tise is deep and broad — from 
wealth management, brokerage, 
banking, insurance, real estate, 
ratings, accounting, consulting, le-

gal, executive search and financial 
technology, to asset management 
vehicles of all types, including 
mutual funds, ETFs, REITs, hedge 
funds, venture capital and private 
equity. An Inc. 5,000 growth com-
pany, Makovsky was honored in 
2014 with an unprecedented 39 
client campaign, firm and indi-
vidual awards, including multiple 
“Agency of the Year” awards. In 
2015, we have already won a doz-
en awards including the American 
Business Award (STEVIE), for our 
work on behalf of a leading finan-
cial services client. And now in 
its fourth year, Makovsky’s “Wall 
Street Reputation Study,” has won 
the 2014 Stevie Gold Award for 
Innovation in PR and the 2014 
PR World Gold Award. Other ac-
colades have included a full com-
plement of Silver Anvils, Sabre 
Awards, and IABC Awards. Head-
quartered in New York, Makovsky 
has global reach through IPREX, 
a partnership of more than 100 of-
fices, $800 million in billings and 
nearly 2,000 professionals found-
ed by Makovsky. It today stands as 
the second largest worldwide cor-
poration of independent agencies.

MARKETING  
MAVEN 

135 East 57th Street, 4th Floor
New York, NY 10022
212/967-5510
lindsey@marketingmavenpr.com
natalie@marketingmavenpr.com
johnk@marketingmavenpr.com
www.MarketingMavenPR.com

Los Angeles Headquarters 
310/994-7380

Lindsey Carnett, CEO & President
Natalie Rucker, VP of Business 
Development
John Krisiukenas, Managing Di-
rector, NY

Bicoastal integrated marketing 
and strategic communications 
firm, Marketing Maven, focuses on 
media relations, investor relations, 
issues management, crisis com-
munications and public affairs. 
We are in constant communication 
with key financial media, analysts, 
shareholders and influencers on 
behalf of our clients. From tradi-
tional earned media to new forms 
of social engagement, Marketing 
Maven drives conversations while 
maintaining a positive reputation 
for clients by delivering newswor-
thy messages to key audiences, us-
ing a range of platforms.

From high profile litigation, 
bankruptcy or restructuring an-
nouncements, analyst calls with 
media, public affairs issues with 

utilities companies, law enforce-
ment association communications, 
mergers and acquisition stake-
holder communications to reputa-
tion management for educational 
institutions, our strategic execu-
tion is core to the success of our 
campaigns for financial and pro-
fessional services clients.

Marketing Maven is 8(a) cer-
tified by the U.S. Small Busi-
ness Administration, Women’s 
Business Enterprise (WBE), has 
WOSB status with the government 
and DBE, CUCP and CPUC cer-
tification.

MBS VALUE  
PARTNERS

501 Madison Avenue, 13th Floor
New York, NY 10017
212/750-5800
Lynn.morgen@mbsvalue.com
Betsy.brod@mbsvalue.com
Monique.skruzny@mbsvalue.com
www.mbsvalue.com

Lynn Morgen, Betsy Brod, and 
Monique Skruzny, Partners

MBS Value Partners is an In-
vestor Relations and Financial 
Communications firm dedicated 
to helping clients maximize val-
ue and raise their visibility. With 
executives who previously man-
aged one of the largest indepen-
dent investor relations firms in the 
country, MBS combines the expe-
rience and reputation of a leading 
international communications firm 
with the partner-level attention of 
a boutique advisory.

Our senior level advisors draw 
on decades of experience in invest-
ment management, research, me-
dia relations and as operating ex-
ecutives to help CEOs and CFOs 
develop and execute customized 
IR and PR strategies. We are com-

munications specialists with a 
deep knowledge of the financial 
drivers and smart strategists who 
know what moves analysts, inves-
tors and journalists, and can deliv-
er positive, tangible results.

With offices in New York, Bue-
nos Aires, London and São Paulo, 
MBS works with small and mid-
size public and private U.S. com-
panies, as well as offering spe-
cialized services in bondholder, 
private equity and media relations. 
Internationally, we have extensive 
experience working with Latin 
American and European compa-
nies seeking to raise their visibility 
in the investment community.

MWWPR

304 Park Avenue South
New York, NY 10010
212/704-9727
rtauberman@mww.com 
www.mww.com
 
Richard Tauberman, Executive VP

MWWPR is a leading global in-
dependent communications agen-
cy. Our financial PR and investor 
relations services include IPO and 
pre-IPO communications, analyst 
and investor relations, financial 
media strategy and execution, an-
nual report development, quarterly 
earnings support, merger & acqui-
sition and restructuring communi-
cations and beyond, to ensure that 
our clients Matter More™ to the 
people that matter most to them 
—their stakeholders — through 
strategic counsel and integrated 
corporate and financial communi-
cations programs. 

MWWPR has a proven track 
record of implementing strate-
gic communications campaigns 
that support business objectives 
and are responsive to the unique 
needs of all internal and exter-
nal stakeholders. Servicing both 
publicly traded and privately held 
companies across a multitude of 
situations and sectors, we rely 
on the experience of senior level 
counselors and proprietary meth-
odologies that combine financial 
communications/investor rela-
tions, reputation management, in-
fluencer relations and employee 
communications programs to help 
enhance customer & brand loyalty, 
build shareholder value and drive 
deal success among all key constit-
uencies.

MWWPR has been recognized 
with top industry awards for client 
work and thought leadership, in-
cluding “PR Agency of the Year,” 
“Best Places to Work,” and “Cam-
paign of the Year.”   

Lindsey Carnett is CEO and Presi-
dent of Marketing Maven with of-
fices in New York and Los Angeles.
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NIRI

225 Reinekers Lane, Ste. 560
Alexandria, VA 22314
703/562-7700
mbrusch@niri.org
www.niri.org

Matt Brusch, VP, Communications 
and Practice Information

Founded in 1969, NIRI is the 
professional association of cor-
porate officers and investor rela-
tions consultants responsible for 
communication among corporate 
management, shareholders, secu-
rities analysts and other financial 
community constituents. The larg-
est professional investor relations 
association in the world, NIRI’s 
more than 3,300 members rep-
resent over 1,600 publicly held 
companies and $9 trillion in stock 
market capitalization. Member-
ship in NIRI entitles the investor 
relations professional to a wide 
range of benefits such as educa-
tional programs, publications and 
networking. 

PEPPERCOMM, 
INC.

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

Steve Cody, Co-CEO & 
Co-Founder
Ed Moed, Co-CEO & Co-Founder
Ted Birkhahn, Partner & President
Ann Barlow, Partner & President, 
West Coast
Jackie Kolek, Partner & Managing 
Director
Thomas Walek, President, Capital 
Markets & Financial Services 

Peppercomm is an independent-
ly owned, 20-year-old integrated 
communications and marketing 
agency headquartered in New 
York with offices in San Fran-
cisco, Boulder and London, and 
with 110 employees. We develop 
insights that serve as our compass 
and catalyst, allowing us to push 
boundaries and effectively tell 
your brand story. 

Peppercomm is one of the top 
10 largest firms in the U.S. serv-
ing financial services clients. Our 
fully integrated, award-winning, 
fiercely independent approach 
and international reach makes 
Peppercomm an ideal partner for 
established brands and emerging 
leaders in banking, investment 
management, real estate, interme-
diaries, insurance, public compa-

nies in all sectors, private equity/
VC, financial technology and al-
ternatives. 

For financial services compa-
nies, brand building is as import-
ant as it is complex. In an envi-
ronment characterized by market 
volatility, heightened competition, 
regulatory scrutiny and intense 
client demands, communication 
today is a key strategic tool. Now 
more than ever, success requires 
a confident, informed approach 
across multiple channels.

At Peppercomm, our experi-
ence runs broad and deep in the 
highly regulated world of finan-
cial services. Our team of finan-
cial specialists, including former 
journalists and in-house pros, 
knows this industry and the media 
who cover it from the inside out. 
Team members include experts in 
today’s regulatory environment, 
financial content development, 
account management, investor 
relations and research. We com-
bine this expertise with a highly 
integrated approach ranging from 
big-picture, strategic advice and 
competitive positioning to social 
channels, breakthrough website 
and video concepts, creative de-
sign and infographics to sleeves-
rolled-up engagement with editors 
and reporters. Our goal is to con-
sistently produce results that help 
our clients elevate their brands and 
build business across diverse com-
munications platforms.

Peppercomm is a marketing and 
communications partner that lis-
tens before all else.  We listen to 
you to understand your business 
objectives. We listen to your au-
diences to understand what makes 
them tick.    

RF|BINDER

950 Third Ave., 7th flr.
New York, NY 10022
212/994-7600
amy.binder@rfbinder.com
mike.boccio@rfbinder.com
joe.fisher@rfbinder.com
www.rfbinder.com

Amy Binder, CEO
Joseph Fisher, Vice Chairman
Mike Boccio, Senior Mng. Director 

Financial services has long been 
an important RF|Binder practice 
area. Among independent PR 
agencies in the U.S., our financial 
services practice ranks 9th, ac-
cording to O’Dwyers. 

Our client experience encom-
passes a broad range of financial 
services sectors, including wealth 
management, retail and commer-
cial banking, investment banking, 

asset management, professional 
services, accounting, insurance 
and financial technology. We also 
help nonprofits and educational 
institutions influence the public 
conversation about critical issues 
in financial services. 

Our programs have entailed 
B2B and B2C campaigns, mar-
keting communications, corporate 
social responsibility programs, 
and corporate reputation and crisis 
communications. 

Our depth and breadth of expe-
rience enables us to develop and 
execute programs closely tied to 
business objectives, whether it’s 
launching a new product, building 
a corporate brand and reputation 
or integrating with other market-
ing programs to drive sales. We 
also understand the regulatory 
and compliance issues that govern 
communications around financial 
service companies and products. 

Importantly, our financial ser-
vices practice is enhanced by 
our many years of experience in 
the investor relations and capital 
market communications arena. 
In this respect, we have worked 
with many domestic and foreign 
issuers in capital markets around 
the globe, assisting, for example, 
in all aspects of IPO launches 
and aftermarket investor outreach 
programs. As a result, we are in-
tensely familiar with how the fi-
nancial markets work, and more 
specifically with the institutional 
players and their various investor 
audiences.

 

RUDER FINN, INC.

301 East 57th Street
New York, NY 10022
212/593-6400
Inquiries@ruderfinn.com

Kathy Bloomgarden, CEO
Michael Schubert, Chief Innova-
tion Officer
Rachel Spielman, EVP, Global 
Head of Corporate Practice

Ruder Finn, one of the world’s 
largest global independent com-
munications agencies, helps orga-
nizations enhance and protect cor-
porate reputation, build trust and 
increase shareholder value with 
strategic financial communica-
tions programs tailored to clients’ 
unique needs. We project manage 
communications around M&A 
deals and IPOs, from strategic po-
sitioning and logistics to compre-
hensive constituency management 
across all stakeholders, including 
media, advocacy groups, inves-
tors, employees, customers, policy 
and government officials.

Partnering with some of the 
world’s leading companies in 
healthcare, technology, consum-
er goods and financial services, 
Ruder Finn’s work spans commu-
nications and digital engagement 
campaigns around corporate trans-
formations and restructurings, 
complex and contested transac-
tions, initial public offerings, liti-
gation and complex global issues. 
We work with companies to reach 
out to new stakeholders and finan-
cial markets, as well as enhance 
their focus on existing ones. Our 
core capabilities include corporate 
positioning and message develop-
ment, executive coaching, inves-
tor relations, stakeholder mapping 
and engagement, global analyst 
and financial media relations, is-
sues management, SEO and web 
presence optimization. 

Across all our global offices, 
we continually partner with our 
clients to help them navigate busi-
ness challenges through strategic 
thinking, global perspective and 
an innovative mix of traditional 
and digital channels.

SARD VERBINNEN 
& CO

630 Third Ave., 9th fl.
New York, NY 10017
212/687-8080
Fax: 212/687-8344
inquiries@sardverb.com
www.sardverb.com

New York, Chicago, San Francisco, 
Los Angeles, London

George Sard, Chmn. & CEO
Paul Verbinnen, Pres.

Sard Verbinnen & Co provides 
strategic communications advice 
and services to help our clients 
manage overall positioning and 
specific events affecting reputa-
tion and market value. We work 
on behalf of multinational corpo-
rations, smaller public and private 
companies, investment firms, pro-
fessional services firms, educa-
tional and cultural institutions, and 
high-profile individuals.

The firm’s highly experienced 
senior professionals provide 
sound, objective advice and ex-
ecutive support to clients across a 
broad spectrum of industries. Our 
work encompasses corporate posi-
tioning, media relations and inves-
tor relations, transaction commu-
nications, proxy and governance 
consulting, litigation support, cri-
sis communications, special situa-
tions, and social media and online 
communications.
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SCHNEIDER  
ASSOCIATES

Member of the Worldcom Public 
Relations Group
2 Oliver Street, Suite 402
Boston, MA 02109
617/536-3300
www.schneiderpr.com

Joan Schneider, Chief Executive 
Officer & Founder
Phil Pennellatore, President

 
Successfully communicating key 

messages to diverse audiences in 
the ever-changing digital age is one 
of the biggest challenges facing to-
day’s corporate leaders.

Schneider Associates has created 
public relations and integrated mar-
keting communications programs 
for hundreds of financial services 
providers, law firms, commercial 
real estate brokers and developers, 
engineering and environmental 
firms, colleges and universities, 
private schools and nonprofit orga-
nizations. The agency’s programs 
accelerate awareness and engage-
ment, and help our clients achieve 
measurable growth. Through in-
tegrated marketing strategies, we 
create multiple brand touch points 
with customer and stakeholder au-
diences while generating signifi-
cant awareness in converged media 
channels, including marquis place-
ments in publications such as The 
Wall Street Journal, The New York 
Times, The Huffington Post, and 
ABC Nightline.  

Schneider Associates is a 
full-service public relations firm 
specializing in Launch Public Re-
lations®. Clients include DTZ, 
MIT Sloan School of Management, 
Katz Graduate School of Business, 
The Davis Companies, J. Calnan 
& Associates and the Downtown 
Boston Business Improvement 
District. Learn more: www.schnei-
derpr.com.

SITRICK & CO.

11999 San Vicente Blvd., Penthouse
Los Angeles, CA 90049
310/788-2850
Fax: 310/788-2855

7 Times Square, #2600
New York, NY 10036-6524 
212/573-6100
Fax: 212/573-6165

333 West Wacker Drive
Suite 2850
Chicago, IL 60606
312/775-6744

San Francisco office
415/369-8470

Washington D.C. Office 
443/977-7215

Michael S. Sitrick, Chairman, CEO
Brian Glicklich, Chair of Digital 
Practice, Mgt Committee Member
Terry Fahn, Mgt Committee Mem-
ber 
Tom Becker, Head of New York Of-
fice, Mgt Committee Member, 
Mark Verveka, Head of San Fran-
cisco Office
Danielle Newman, Firm Member, 
Chicago
Lt. Gen. H. Steven Blum (USA 
Ret.), Managing Dir., Baltimore/D.C.

Sitrick & Company is widely re-
garded as one of North America’s 
leading strategic communications 
firms, although its clients emanate 
from around the world. While it 
has substantial practices in corpo-
rate, financial, transactional and 
crisis communications, Sitrick is 
best known for representing clients 
facing sensitive issues, including 
reputation management, complex 
litigation, problems emanating 
from short-sellers, mergers and 
acquisitions and restructurings. 
The New York Times called Sitrick 
“The City’s Most Prominent Cri-
sis Management Firm.” Business 
Week said, the “firm is known for 
going atomic on opponents, using 
‘truth squads,’ ‘wheel-of-pain’ 
tactics and high-profile journalists 
(who write profiles).” The general 
counsel of a major publicly-trad-
ed company wrote simply in an 
email, “You saved the company, 
literally.” Please visit www.si-
trick.com for more information on 
the firm including a list of current 
and former clients for which its 
work has been public.

 

SLOANE &  
COMPANY

7 Times Square, 17th Flr.
New York, NY 10036
212/486-9500
Fax: 212/486-9094
esloane@sloanepr.com

Elliot Sloane, CEO
Darren Brandt, Whit Clay, John 
Hartz, Josh Hochberg, Dan Zac-
chei, Mng. Dirs.

Sloane & Company is an indus-
try leading strategic communica-
tions firm focusing on corporate 
and financial public relations, 
investor relations, issues manage-
ment and crisis communications, 
transaction support, and public 
affairs.

The firm provides expertise 
to clients across a wide range of 
industries and for organizations 
of all sizes and at various stages 
of their lifecycles, from dynamic 
start-ups to Fortune 100 compa-
nies to industry groups.

 We are a team of professionals 
with backgrounds in finance, mar-
keting, politics, and journalism, 
and we combine our experiences 
in a focused and entrepreneurial 
environment. Each day we are in 
direct contact with key news orga-
nizations, analysts, shareholders 
and opinion leaders on behalf of 
our clients. Our programs reflect 
a highly developed ability and 
profound understanding of how 
to work across the entire spectrum 
of audiences and intermediaries. 
As a result, we help our clients 
deliver the right messages to the 
right audiences, using a range of 
platforms from traditional media 
to digital channels.

Sloane & Company has a strong 
track record of building long-term 
relationships with clients, who 
consider us a trusted resource — 
especially when the stakes are 
high.

SPONG

110 North Fifth Street
Minneapolis, MN 55403
612/375-8500
www.spongpr.com

Doug Spong, APR, Fellow PRSA, 
President, Managing Partner
Julie Batliner, Managing Director, 
Senior Partner
Jill Schmidt, Director of Strategy, 
Corporate Practice Chair, Senior 
Partner

A compelling, clearly articu-
lated corporate brand position 
aligned with the company’s busi-
ness strategy matters more than 
ever in today’s increasingly in-
terconnected world. Whether it’s 
investors, employees, customers 
or the broader public, a company’s 
key stakeholders have heightened 
expectations of a company and a 
strong desire to understand what 
it stands for and where it is going. 

We work with our corporate 
clients to help them define and 
bring their brand positions to life 
through holistic, proactive com-
munications strategies. By align-
ing messages, we help companies 
enhance their value and reputation 
among the stakeholders important 
to their success. 

Our work in this area includes 
brand strategy development and 
repositioning, corporate vision, 
purpose and values identification, 
as well as integrated external and 
internal awareness- and engage-
ment-building communications 
programs, including corporate so-
cial responsibility. 

For publicly traded companies, 
we have the expertise to help them 

communicate clearly and effec-
tively with their shareholders, and 
the individuals and institutions 
buying, selling or recommending 
their stock. We also assist com-
panies in developing and imple-
menting communications plans 
that deliver regular and consistent 
messages to all of their stakehold-
ers during and after a merger or 
acquisition.

STANTON  
PUBLIC RELATIONS 

& MARKETING

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

Alex Stanton, CEO
Tom Faust, Charlyn Lusk, 
Managing Directors
George Sopko, Katrin Lieber-
wirth, VPs

Stanton Public Relations & 
Marketing provides strategic pub-
lic relations and brand marketing 
to clients across a spectrum of in-
dustry sectors and sizes — from 
global firms to mid-size leaders 
and entrepreneurial enterprises. 
Clients are attracted to — and find 
a home at — our firm because we 
deliver a unique blend of smart 
strategy, strong relationships, in-
novative thinking and first-class 
execution that produces busi-
ness-changing results.

We are a full-service agency 
serving our clients across a vari-
ety of communications disciplines 
including media relations, corpo-
rate brand messaging, website cre-
ation, marketing materials design 
and writing, executive visibility, 
thought leadership, reputation & 
crisis management, senior exec-
utive counsel and media training, 
and social/digital media cam-
paigns. Our understanding of the 
business world and the media cov-
ering it allows us to position cli-
ents effectively within a broader 
context. 

Our senior professionals spend 
the majority of their time on client 
work and aren’t afraid to ask tough 
questions, challenge assumptions, 
and suggest bold solutions. Flex-
ibility, collaboration, responsive-
ness, and bureaucracy-free service 
are the hallmarks of our client re-
lationships.

Clients: 3i, ACL Technology 
Solutions, African Leadership 

 _  Continued on page 46
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Foundation, American Standard, 
Bain Capital, Boston Beer Compa-
ny, Carl Marks Advisors, Conning 
Asset Management, Drexel Uni-
versity, Exopack, FilBen Group, 
Flag Capital, HGGC Capital, Jor-
dan Company, Lighthouse Guild, 
Makena Capital, Met Schools, 
Miami University, Pine Brook 
Road Partners, Protiviti, Regula-
tory Data Corp., Remedy Health, 
Sankaty Advisors, Stable Value 
Investment Assn., Sun Capital, 
Tanenbaum Center for Interreli-
gious Understanding, and Veronis 
Suhler Stevenson.

WATER & WALL 
GROUP

107 Grand Street, 4th Floor
New York, NY 10013
212/625-2363
www.waterandwallgroup.com
ahealy@waterandwallgroup.com
 
Andrew Healy, Partner
Scott Sunshine, Partner 

Water & Wall Group is an in-
dependent communications firm 
specializing in financial and cor-
porate communications. Our team 
has helped myriad financial enti-
ties build their brands, articulate 
investment intelligensia, ironclad 
their reputations, navigate cri-
ses, and drive asset flows. We’ve 
worked with some of the best-
known financial brands in the in-
dustry, including mutual funds, 
hedge funds, private equity funds, 
VC firms, ETF providers, wealth 
managers, research providers, in-
vestment banks and retail/institu-
tional asset managers. 

We’ve helped other companies 
grow from fledgling businesses 
into household names. We are as 
careful at selecting our clients as 
they are at choosing us, and if we 
do business together you can be 
certain you’ll have our undivided 
attention, on-point thinking, and 
unwavering co-commitment to 
your success. 

WEBER  
SHANDWICK

909 Third Avenue
New York, NY 10022
United States of America
212/445-8044

2 Waterhouse Sq.
104 Holborn
London, UK
+44 20 7067 0297

Liz Cohen, Executive Vice Presi-
dent, New York
Nick Oborne, Director, London

Weber Shandwick’s Financial 
Communications practice has the 
market-specific expertise, experi-
ence and strategic financial com-
munications skills of a specialist 
firm, along with the resources and 
international reach of a full-service 
global agency. This enables us to 
successfully execute cross-border 
announcements in any and all re-
gions around the world, including 
EMEA, Asia Pacific and Latin 
America.

Our team is comprised of 
MBAs, former investment bank-
ers, lawyers, journalists, as well 
as savvy media relations experts, 
all of whom can navigate the most 
complex financial announcements, 
as well as shape the media cover-
age post-announcement.

As experts in communications 
around mergers and acquisitions, 
spin-offs, bankruptcies and re-
structurings, initial public offer-
ings, investor relations, special 
situations and issues management, 
Weber Shandwick counsels listed 
and privately-held companies and 
organizations on a global basis, 
advising clients on many of the 
largest and most complex issues 
and transactions. 

We work closely with clients 
and their advisors to ensure con-
sistent, targeted outreach to key 
stakeholders, including investors, 
analysts, employees, customers, 
vendors and journalists to support 
effective communications around 
critical financial transactions and 
issues both locally and global-
ly. Weber Shandwick’s financial 
communications team has an on-
the-ground presence in leading fi-
nancial centers and can draw upon 
unmatched local market expertise 
to identify and mobilize advo-
cates. Our established relation-
ships with key financial, business 
and industry media and investment 
community influencers are critical 
in supporting our clients’ business 
objectives.  

STANTON PR
 _ Continued from page 44

ORDER THE ONLY
PRINTED DIRECTORY

OF PR FIRMS!
O'Dwyer's is the #1 source for

researching public relations firms 
and outside PR counsel. We've been 

connecting clients and PR firms for 45
years through our Directory of PR firms.

$95
“O’Dwyer’s Directory of PR firms is the finest
source of information on PR firms.”
— Howard Rubenstein, President
Rubenstein Associates

“Up-to-date, indispensable resource. Saves time
and money.  Every PR pro should have one.”
— Robert L. Dilenschneider
The Dilenschneider Group

www.odwyerpr.com
866/395-7710

View and download entire issues of 
O’Dwyer’s in PDF form, as well as 
hundreds of PR firm profiles in our 

online database.
www.odwyerpr.com
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Edelman, New York, NY

ICR, New York, NY

Prosek Partners, New York, NY

Ruder Finn, New York, NY

APCO Worldwide, Washington, DC

Peppercomm, New York, NY

MWWPR, New York, NY

Dukas Public Relations, New York, NY

RF | Binder Partners, New York, NY

Intermarket Communications, New York, NY

Gregory FCA, Ardmore, PA

Makovsky, New York, NY

G&S Business Communications, New York, NY

Bliss Integrated Communication, New York, NY

PadillaCRT, Minneapolis, MN

Lambert, Edwards + Assos., Grand Rapids, MI

SS|PR, Northfield, IL

CooperKatz & Co., New York, NY

Zeno Group, New York, NY

LANE, Portland, OR

LEVICK, Washington, DC

Sachs Media Group, Tallahassee, FL

Rasky Baerlein Strategic Comms., Boston, MA

Jackson Spalding, Atlanta, GA

KCD Public Relations, Inc., San Diego, CA

Inkhouse Media + Marketing, Waltham, MA

Beehive PR, St. Paul, MN

rbb Public Relations, Miami, FL

LaunchSquad, San Francisco, CA

Finn Partners, New York, NY

Crosswind Media & Public Relations, Austin, TX

Seigenthaler, part of Finn Partners, Nashville, TN

Trevelino/Keller, Atlanta, GA

French | West | Vaughan, Raleigh, NC

North 6th Agency (N6A), New York, NY

McNeely Pigott & Fox PR, Nashville, TN

Feintuch Communications, New York, NY

Landis Communications, San Francisco, CA

Marketing Maven PR, Camarillo, CA

Butler Associates, New York, NY

IW Group, West Hollywood, CA

M/C/C, Inc., Dallas, TX

Moore Communications Group, Tallahassee, FL

Rosica, Paramus, NJ

Weiss PR, Baltimore, MD

Maccabee, Minneapolis, MN

Standing Partnership, St. Louis, MO

Schneider Associates, Boston, MA

SPM Communications, Dallas, TX
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783,045

668,320

613,263
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58,015
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An objective assessment of a profes-
sional services firm’s thought leader-
ship is critical. Businesses are often 

challenged to tout the results of successful 
client engagements, due to confidentiality 
agreements, or simply because their work 
addressed a significant problem that the 
client doesn’t want known. 

When these firms talk about their work 
— even when it delivers high value — it 
is not always compelling. In fact, a major 
problem that thought leadership can help 
these firms address is the commoditization 
of the services they provide.

The internal challenges can be even 
greater. Some firms are reluctant to weigh 
in on industry issues for fear of offending 
one or more clients. Others believe that 
discussing their perspective in the media is 
at odds with the consultative relationship 
they have with clients. 

I once had a client who would often point 
to stories in the media, and exclaim, “We 
were saying that two years ago!” Howev-
er, whenever we identified an interesting 
insight that was perfect for media, they 
would pull back, saying “Well, we don’t 
want our competition to see what we’re 
doing.”

This sort of thinking is simply wrong- 
headed. Professional services firms are not 
just “selling time,” they are selling people’s 
experience, expertise, intelligence and 
understanding of the issues. A commu-
nications program that is not grounded 
in communicating these characteristics is 
fundamentally flawed. 

Conversely, consistent articulate expres-
sion via media channels of thoughtful per-
spectives can only reinforce and build the 
perceived value of the firm, and drive de-
mand for its services.

So, how and why does it go wrong? There 
are myriad causes and unhelpful paths a 
professional services firm can go down in 
pursuit of a thought leadership position. 
Here are few.

Everything and the kitchen sink
A common pitfall in professional ser-

vices thought leadership is treating every 
point of view from every partner equally, 
and employing the same media strategy 

for each. Aside from the extreme resources 
required, there are several problems with 
this approach. First, it’s far from strategic. 
While publishing commentary after com-
mentary will certainly produce volume, 
it won’t necessarily help the firm build its 
brand.

A good approach to a fresh start is se-
lecting 2-4 issues where the firm has or can 
develop a compelling and differentiated 
point of view, which will be relevant for 
some time. 

These might center on a business chal-
lenge where the firm also has a significant 
business opportunity, a specific area of in-
house expertise, or an arena in which the 
firm has a number of past or current ex-
amples of success with a level of detail that 
affirms this knowledge base.

Look beyond the surface of some profes-
sional services firms’ thought leadership, 
and you won’t find much thought at all. 
Instead of sharing informed opinion — the 
piece of information that is most likely to 
generate interest from prospective clients 
— they give the illusion of thought leader-
ship. This often is summarizing facts, echo-
ing what everyone else is saying or offering 
the dreaded “on the one hand … on the 
other hand …” commentary.

The survey trap
If you are afraid or very constrained in 

sharing insights, to say what you think, you 
simply can’t be a thought leader. And that 
means one of your best narrating tools is 
not working for you. 

Many professional services firms fall into 
this trap through the allure of the survey. 
Surveys can be a great tool for identifying 
concerns, adding some context, or testing 
a hypothesis — a great piece of a thought 
leadership effort. 

What surveys are not is thought lead-
ership in-and-of-themselves. In a given 
month, you’ll find 60-75 press releases 
issued in the U.S. regarding some sort of 
survey. About of third of those will be from 
a professional services firm, and a major-
ity of those will push out some numbers 
— usually not terribly compelling ones — 
with some simplistic quotes that essentially 
say “this is clearly an important issue.”

What these surveys 
rarely do is connect 
with substantive ideas 
that transcend the re-
sults. Firms must use 
the numbers as a start-
ing point, interpret the 
meaning behind them 
for the intended audi-
ence, and then go on to 
advise what customers 
need to understand and 
what actions can be taken in response.

The one-person show
A professional services “star” who is 

thoughtful, articulate and values his or her 
role as a thought leader may initially seem 
like a dream come true. But overreliance 
on one individual can bring a well-oiled 
thought leadership machine to a crashing 
halt. These stars can become overwhelmed 
and step away from the program, saying 
they have enough business or visibility for 
the moment, and media can tire of seeing 
the same name over and over. Most impor-
tantly, the communications effort can have 
the unintended result of promoting the in-
dividual and not the firm.

It’s the duty of the public relations pro-
fessional to leverage the thought leadership 
star, but, in parallel, cultivate others to en-
sure a robust and sustainable program. Pro-
fessional jealousy can go a long way toward 
coaxing the less willing to step up. 

This can require a planned evolution of 
the program, especially for a firm that is 
overly cautious about having new people 
representing it in the media. Assigning dif-
ferent “lanes” — by media type or issues 
— is one way to effectively manage the pro-
cess.

Communications teams at professional 
services firms are building programs with 
thought leadership at their center. That’s 
what these businesses — more than most 
others — require for a successful, effective 
media presence. But it’s only half the job. 
A diligent approach to avoid common pit-
falls is absolutely required for differentiated 
thought leadership that lives up to its name.

Alex Stanton is CEO of Stanton Public Re-
lations & Marketing in New York. 

Professional services needs differentiated leadership
Thought leadership is often a component of a B2B communications program. But for those working 
with professional services businesses, thought leadership can’t just be a piece of the puzzle — it 
must be the core of how that firm communicates with the market. While more and more professional 
services firms are recognizing this reality, too many still attempt half-measures at thought leadership 
that fall short, and ultimately do more harm than good.

By Alex Stanton

Alex Stanton
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As most can attest, the pace of change 
has accelerated in recent years due 
to historic disruptions in a range 

of industries. McKinsey research suggests 
companies are in a nearly permanent state 
of organizational flux, with 60% of global 
executives reporting they had experienced 
a redesign within the past two years. How-
ever, studies still show that 70% of change 
initiatives in organizations fail. 

Engagement over change management
Change initiatives fail for a number of 

reasons, but a key breakdown is top-down 
communication that comes across as inau-
thentic or fades away after the initial an-
nouncements. 

Instead of focusing on “managing” a 
change, our experience tells us that engag-
ing organizations in change is a more ef-
fective and long-lasting solution. After all, 
most employees today have seen or per-
sonally experienced organizational change 
multiple times unlike a generation or two 
back, when most employees faced such a 
change just a few times in their careers. The 
current workforce is far more nimble and 
adaptive to change than many realize.

Adhering to an outdated, Who Moved My 
Cheese perspective can cause leaders to mis-
understand the needs of their organizations. 
When confronted with a change, surveys 
show employees often do not benefit from 
participating in a training session, hearing 
from an outside, “motivational” speaker 
or getting a presentation from a newly-ap-
pointed, previously-unknown transition 
leader. 

What employees crave most is under-
standing and a belief that their trusted 
leaders see the need for and benefit of the 
change at hand. 

Improving change communications
Well-crafted, thoughtful communication 

from and with leaders at all levels within the 
organization can meet this need and accel-
erate the adoption of organizational change. 
The following best practices support suc-
cessful communications through authentic 
engagement:

Eliminating the point A to point B mind-
set. Most traditional change approaches 
have a finite timeline — with a start and an 
end. Yet, leaders can no longer expect to 
support a workforce through the commit-

ment curve for a single disparate change. 
The next change won’t be far behind. Lead-
ers who strike the balance of thoroughly ex-
plaining the current change in the context 
of continual organizational renewal can be 
perceived to be more authentic and for-
ward-thinking. In the process, leaders can 
help build a corporate culture that embraces 
change as a competitive advantage.  

Meeting the organization where it is. 
Prior to announcing a change, it is imper-
ative that leaders align on the rationale for 
the change and the vision for the future, as 
well as work out many other details of the 
change. The downside? When a leader first 
communicates a change to the organization, 
the leader has been discussing the change 
for months. On day one, leaders can strike 
the wrong tone — sometimes too upbeat 
and sometimes not patient enough for an 
organization that is hearing news for the 
first time and just beginning their journey 
on the commitment curve. 

Creating clarity of message. Not every 
detail of a change can — or should — be 
worked out in advance. In fact, this can be 
an opportunity to engage more employees 
in building the organization’s future state. 
But if the rationale for change, the objec-
tives and key strategies are not clearly artic-
ulated, employees will not be able to under-
stand the change, let alone engage with it. 
Common pitfalls are messaging that lacks 
focus or a singular voice as a result of draft-
ing by committee, or providing too much 
detail too early in the communication cas-
cade.

Going beyond the written word. Orga-
nizational communications should always 
be a mix of one-way and two-way com-
munications. During times of uncertainty, 
written, one-way communications serve 
a valuable purpose because they can be 
revisited by employees who are working 
to take in details of the change. However, 
two-way communications offer a valuable 
forum for employees to hear directly from 
multiple leaders, ask questions and gather 
important non-verbal cues from their lead-
ers. Additionally, two-way communication 
has the critical benefit of demonstrating to 
employees that leadership values them and 
their work as integral to the organization’s 
ongoing success.  

Making time for interaction. Many em-
ployees may already be aware of the po-
tential for change on the horizon. Some 
employees inevitably will notice key leaders 
having more closed-door meetings. Similar-
ly, after a change is announced, leaders busy 
implementing a change 
can seem inaccessible 
to employees. In these 
crucial days and weeks, 
leaders must remain 
available to the teams 
they manage and their 
direct reports, as well 
as others across the or-
ganization. For employ-
ees that will have a new 
manager or team leader 
after a change, this access and one-on-one 
contact is even more important. Creating 
opportunities for these interactions can be 
just as important — and sometimes more 
important — than hosting a well-orches-
trated meeting.  

Building communications capabilities 
among all leaders. As the key messages 
of the change are cascaded throughout the 
organization, senior leadership must artic-
ulate a clear and compelling vision, but em-
ployees need more than that. They need to 
understand how the changes affect them at 
the desk level and, importantly, the “what’s 
in it for me.” Moreover each employee is 
motivated by different factors and will view 
the change through a unique lens. Leaders 
throughout the organization must be ready 
to articulate how the changes affect their 
employees professionally in a way that will 
resonate.

Keeping the communications cascade 
rolling. Organizations and people change 
slowly, so change communications must 
extend well beyond the initial or subse-
quent announcements. In fact, given the 
frequency of major organizational change, 
our experience demonstrates that a change 
engagement perspective must be part of all 
internal communications. 

As the pace of change continues to accel-
erate, organizations that successfully engage 
employees in the journey will be the most 
adaptable to change and the best poised to 
take advantage of the opportunities pre-
sented by the changes they face.

Arwen Evans is with Chandler Chic-
co Agency, part of the inVentiv Health PR 
Group. 

Engaging change through effective communications
Change management has been a recognized discipline for more 
than half a century. Yet, despite huge investments in modern 
change management strategies, companies still struggle to realize 
the promise of these redesigns.

By Arwen Evans

Arwen Evans
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BLISS INTEGRATED 
COMMUNICATION

Member of the WorldCom Public 
Relations Group
500 5th Avenue, Suite 1640
New York, NY  10110
212/840-1661
Fax: 212/840-1663
www.blissintegrated.com

Elizabeth Sosnow, Managing 
Partner
Meg Wildrick, Managing Partner
Cortney Stapleton, Partner

Bliss Integrated Communication 
(blissintegrated.com) is a 40-year 
old business-to-business market-
ing communication firm that helps 
professional services companies 
build reputation and sales through 
thought leadership, analytics and 
earned, owned and social media. 
Our starting points are goals and 
audiences, not tactics, and we see 
ourselves as pioneers in idea rich 
content marketing. This approach 
makes our programs more precise 
and our impact more meaning-
ful.  Our clients include some of the 
most respected names in consult-
ing, accounting and legal commu-
nities.  Most consider us a true ex-
tension of their team as we provide 
a broad range of functional exper-
tise - strategy, branding, marketing, 
PR, content development, digital 
media, crisis communication and 
analytics. What sets us apart is our 
strategic approach to communica-
tion and our unwavering commit-
ment to our clients’ success.

COOPERKATz & 
COMPANY, INC.

205 Lexington Avenue, 5th Floor
New York, NY 10016
www.cooperkatz.com

Ralph Katz, Principal
Anne Green, President and CEO

CooperKatz has extensive ex-
perience supporting professional 
services organizations, including 
management consulting firms, in-
dustry analysts, research organiza-
tions and trade associations. The 
agency offers a unique integration 
of marketing, public affairs, dig-
ital / social and creative services 
capabilities to support clients in: 
developing thought leadership pro-
grams; executing research; provid-
ing high-level media training; con-
necting experts with timely issues; 
developing content marketing strat-
egies; securing op-eds, bylines and 
speaking opportunities; conceiving 
and leading digital / social media 
strategies; and developing presen-
tations, meetings, events, videos, 
trade advertising and collateral ma-
terials. Our professional services 
experience has included engage-
ments for such clients as: Amer-
ican Institute of Certified Public 
Accountants (AICPA); American 
Society of Composers, Authors and 
Publishers (ASCAP); Association 
of National Advertisers (ANA); 
Capgemini Health; Gap Interna-
tional; Guardian Life Insurance 
Company; Jackson Hewitt Tax 
Service; Millward Brown; National 

Association of Insurance Commis-
sioners (NAIC); Navigant; Nielsen 
Media Research; Noblis Health 
Innovation; Siegel+Gale; Strategic 
Funding Source; TowerGroup and 
TowersPerrin.

CROSSWIND  
MEDIA & PUBLIC 

RELATIONS
701 Brazos St., Suite 1100
Austin, TX 78701
855/277-7963
tgraham@crosswindpr.com
www.crosswindpr.com

Thomas Graham, Pres. & CEO
James Bernsen, VP
Jake Clements, VP
Angela Dejene, VP
Todd Keefe, VP

Our home is Texas. We hold a 
fierce commitment to our clients, 
still do business on a handshake, 
and occasionally, wear boots to our 
meetings. We serve corporate, pub-
lic agencies and national govern-
ments across 5 continents.

Our proven expertise in media 
strategy, corporate reputation and 
brand enrichment is focused on 
the most important of today’s cur-
rencies: TRUST. Because, where 
we’re from, your word is your 
bond.

Clients: Accudyne Industries, 
Central Texas Regional Mobility 
Authority, Del Mar College, Fujif-
ilm Holdings America Corporation, 
HCB Health, Luminex Corpora-
tion, Morgan Stanley, National 
Desert Storm Memorial, National 
Veterinary Cancer Registry, Texas 
Sports Hall of Fame, UT South-
western Medical Center, and Win-
cor Nixdorf.

FEINTUCH  
COMMUNICATIONS

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

Henry Feintuch, President
Richard Anderson, Senior Manag-
ing Director

Looking for senior hands-on 
support and demonstrated ROI for 

your professional services organi-
zation ... but not big agency over-
head?

Feintuch Communications is a 
boutique, b-to-b firm with exten-
sive experience in working with 
professional services firms and as-
sociations from legal, accounting, 
real estate and technology to mar-
ket research, digital media, media 
buying and more.

We work with you to help pack-
age the core essence of your offer-
ing and what makes you a standout 
in your field. Then, we develop a 
smart and cost-effective marketing 
strategy to help build your brand 
and generate leads/revenue. Tac-
tics typically include strategic me-
dia relations (business, financial, 
trade), speaking platforms, social 
media, association marketing and 
awards/honors programs. 

FC is a founding member of PR 
World Alliance, an international 
alliance of premier independent 
communications consultancies. 
Clients can leverage our network to 
implement projects throughout Eu-
rope, Asia, Africa and South Amer-
ica. Our principal is Vice Chair of 
PRWA and immediate past Presi-
dent of PRSA-NY.

FINN PARTNERS

301 E. 57th Street
New York, NY 10022
212/715-1600

Richard Funess, Senior Managing 
Partner, NY
Daniel Pooley, Managing Partner, 
Chicago & Detroit
Ronald Roberts, Managing Part-
ner, Nashville
Beth Seigenthaler Courtney, 
Managing Partner, Nashville
 

People in professional services 
don’t make things. They make 
things happen. Across every sec-
tor, they are the idea generators, 
the problem solvers, the solutions 
finders. We know. It’s what we 
do, too. We understand the intrin-
sic value our clients bring to every 
encounter. We help them give voice 
to their expertise and experience so 
that their audiences understand as 
well as we do.

Leadership can be hard to de-
fine — its meaning shifting de-
pending on audiences, circum-
stances and subject matter. We’re 

Henry Feintuch, President of Feintuch Communications.

 _  Continued on page 54
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the definition specialists. We help 
our professional services clients 
make the strongest possible case 
for their game-changing capabili-
ties through comprehensive media 
relations campaigns, thought lead-
ership programs, digital and social 
media platforms, and more.

Our team of 450 professionals 
operating in 12 US and European 
locations serves professional ser-
vices clients in the following fields: 
accounting, architecture, banking, 
consulting, insurance, law, private 
equity, real estate and wealth man-
agement.

In our hands, professionals be-
come authorities. Tell us what you 
know. We’ll help you tell the world.    

Headquartered in New York 
City, Finn Partners has offices in 
Chicago, Detroit, Fort Lauderdale, 
Jerusalem, London, Los Ange-
les, Munich, Nashville, Paris, San 
Francisco and Washington D.C., 
and has additional international 
capabilities through its own global 
network and PROI Worldwide.

MAKOVSKY

16 East 34th Street 
New York, NY 10016 
212/508-9600 
stangney@makovsky.com 
www.makovsky.com 

Ken Makovsky, President & CEO
Scott Tangney, EVP, Financial 
Services Practice Leader
Mike Goodwin, SVP 
John McInerney, GVP

Makovsky opened its doors 35 
years ago as a diversified financial 
communications firm. Since then, 
the firm has strategically grown 

its financial services practice in 
revenue, reputation and expertise. 
From the start of each engagement, 
we are part of a client’s team. “The 
Power of Specialized Thinking,” 
Makovsky’s brand energy line, 
reflects the firm’s competitive 
edge. We are a savvy team of fi-
nancial services communications 
professionals with diversified 
backgrounds aligned with the spe-
cializations critical to the financial 
services industry. This alignment 
produces effective programs, 
which build reputation, sales and 
fair valuation. Makovsky exper-
tise is deep and broad — from 
wealth management, brokerage, 
banking, insurance, real estate, 
ratings, accounting, consulting, le-
gal, executive search and financial 
technology, to asset management 
vehicles of all types, including 
mutual funds, ETFs, REITs, hedge 
funds, venture capital and private 
equity. An Inc. 5000 growth com-
pany, Makovsky was honored in 
2014 with an unprecedented 39 
client campaign, firm and indi-
vidual awards, including multiple 
“Agency of the Year” awards. In 
2015, we have already won a doz-
en awards including the American 
Business Award (STEVIE), for our 
work on behalf of a leading finan-
cial services client. And now in 
its fourth year, Makovsky’s “Wall 
Street Reputation Study,” has won 
the 2014 Stevie Gold Award for 
Innovation in PR and the 2014 
PR World Gold Award. Other ac-
colades have included a full com-
plement of Silver Anvils, Sabre 
Awards, and IABC Awards. Head-
quartered in New York, Makovsky 
has global reach through IPREX, 
a partnership of more than 100 of-
fices, $800 million in billings and 
nearly 2,000 professionals founded 
by Makovsky. It today stands as 
the second largest worldwide cor-

poration of independent agencies.

MARx LAYNE & 
CO.

31420 Northwestern Highway
Suite 100
Farmington Hills, MI 48334
248/855-6777 ext. 105
mlayne@marxlayne.com
www.marxlayne.com

Michael Layne, President

Marx Layne & Co. has a long 
and successful track record of posi-
tioning professional services firms 
as industry leaders in their respec-
tive sectors.

For more than twenty-five years, 
our experienced account execu-
tives have launched results-fo-
cused communications campaigns 
for attorneys, accountants, finan-
cial institutions, financial planners, 
turnaround-managers, architects 
and engineers. Our proven ability 
to exceed client expectations has 
earned us a reputation as a valued 
partner to our clients.

With our depth of experience, 
we combine the most effective 
marketing strategies to help pro-
fessional service providers build 
brand equity and reputation, sell 
services, enhance credibility, and 
solidify relationships with their 
clients, referral sources, prospects 
and other stakeholders.

At Marx Layne & Company, we 
understand the subtle nuances and 
legal issues when marketing pro-
fessional services. We are able to 
take our clients’ complex messages 
and package them in concise for-
mats that are compelling to print, 
broadcast, online and social media. 
Importantly, we have demonstrat-
ed, time after time, that successful 
positioning can generate new busi-
ness and retain existing clients for 
professional service firms.

We reach our clients’ targeted 
audiences through highly credible 
means beyond paid advertising. 
Our professional services agency 
clients retain us to position them 
as experts, to generate feature pro-
files in leading business media, to 
ghostwrite article submissions for 
professional trade publications, 
and to coordinate high-profile in-
terviews in leading newspapers, 
magazines, radio, and TV news 
formats, locally, regionally and na-
tionally.

From individual practitioners to 
large international firms, our clients 
are positioned through strategic 
initiatives including: local, nation-
al and international media relations 
campaigns; media training and 
messaging; article/editorial ghost-

writing and submission; website 
writing, design and optimization; 
email campaigns; social media and 
online reputation management; 
planning and implementation of 
seminars; direct mail campaigns; 
design, writing and printing of bro-
chures and newsletters. 

And Marx Layne does all of this 
while continuing to respect the 
correlation between dollars spent 
by our professional service firm 
clients and results.

PERRY  
COMMUNICATIONS  

GROUP

980 9th Street, Suite 410
Sacramento, CA 95814
916/658-0144
Fax: 916/658-0155
www.perrycom.com

Kassy Perry, President & CEO
Julia Spiess Lewis, Senior VP
Jennifer Zins, Vice President

Perry Communications Group is 
an award-winning, full service stra-
tegic communications firm. Led by 
Kassy Perry, PCG shapes ideas, 
galvanizes opinions and influences 
decisions ultimately leading to so-
cial change. The PCG team helps 
clients positively impact pressing 
issues not only in Sacramento, but 
also throughout California and the 
U.S. PCG works for clients in the 
following sectors: land use and 
housing; health; environment; oil, 
natural gas and renewable energy; 
finance; insurance; and countless 
others.

Whether the politically savvy 
PCG team is managing a compli-
cated public policy issue, running a 
statewide initiative campaign, lead-
ing a high-profile coalition or help-
ing clients communicate, shape and 
influence with a mix of traditional 
and digital strategies, we achieve 
success by building strong relation-
ships with policymakers, the media 
and corporate influencers. We ex-
cel at working with local and state 
governments, and since the com-
pany’s founding have worked with 
Fortune 500 companies, major in-
dustry associations and charitable 
organizations.

Current clients include: Bonnie J. 
Addario Lung Cancer Foundation, 
California Automotive Wholesal-
er’s Association, California Craft 
Brewers Association, DBA Inter-
national, Fan Freedom, Foundation 
Medicine, NAMI California, Part-
nership to Fight Chronic Disease, 
Pharmaceutical Research & Manu-
facturers of America, Sierra Neva-
da Conservancy.

Quinn’s Manhattan Penthouse, appointed with Restoration Hardware 
furnishings and light fixtures, led to a partnership with RH and a client.

FINN PARTNERS
 _ Continued from page 52
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QUINN 

Penthouse
48 W. 38th St.
New York, NY 10018
212/868-1900
Facebook, LinkedIn and Twitter: @
Quinn

407 Lincoln Road, Suite 10-H
Miami Beach, FL 33139
786/600-3954
www.quinn.pr

Florence Quinn, President, 
fquinn@quinn.pr
John Frazier, EVP, Travel/Lifestyle, 
jfrazier@quinn.pr
Lara Berdine, SVP, Real Estate, 
NYC/Miami, lberdine@quinn.pr
Jim Lee, SVP, Travel/Lifestyle, Mi-
ami, jlee@quiinn.pr
Tathiana Rosado, AVP, Real Es-
tate, Miami, trosado@quinn.pr

Quinn is a lifestyle PR agency 
with global impact. Our disci-
plined, strategic approach has built 
some of the largest audiences in the 
world. 

With offices in New York and 
Miami and affiliates worldwide, we 
serve clients in Real Estate; Trav-
el; Spa; Beauty; Retail; and Food, 
Wine & Spirits.

We integrate multiple communi-
cations channels with partnerships, 
events and ideation to produce 
work that is highly effective – and 
measurable. Our innovative initia-
tives, which are recognized glob-
ally, have resulted in a number of 
industry “firsts.”

We believe there is magic to be 
found at the intersection of creative 
thinking and value-driven strat-
egies. Many of the world’s most 
recognized brands believe as well. 
That’s why companies like LeFrak 
Organization, Waldorf Astoria, 
Jamestown Properties, AKA, Swire 
Properties, Thompson Hotels, 
Glenwood, ONE Sotheby’s, Terra 
Group, Aloft, W, Guerlain Spa, The 
Ritz-Carlton Residences and Del 
Frisco’s Restaurant Group choose 
Quinn.  

RBB PUBLIC  
RELATIONS

355 Alhambra Circle, Suite 800
Miami, FL 33134
305/448-7450
www.rbbpr.com

Christine Barney, CEO
Lisa Ross, President 
Tina Elmowitz, Executive VP
John Quinn, Executive VP

rbb is a marketing communi-
cations firm and four-time Agen-
cy of the Year recognized for its 
fresh communications, insight and 

strategic thinking. The agency’s 
staff understands the intricacies of 
working with national and regional 
professional service clients in the 
accounting, legal, banking, human 
resources, logistics and real estate 
industries. 

The firm is recognized for creat-
ing programs that blend creativity 
with traditional and social media 
to support business goals, position 
corporate leadership as industry 
experts and thought leaders, and 
enhance brand awareness through 
strategic partnerships and commu-
nity initiatives.

By staying deeply connected with 
its clients and the news cycle, and 
leveraging custom-created content, 
rbb regularly secures national me-
dia opportunities for its roster of 
professional service clients. Here’s 
how:

For a top 50 accounting firm, rbb 
helped showcase expertise of prin-
ciples’ through key interviews with 
Bloomberg BusinessWeek, Nerd-
Wallet and U.S. News and World 
Report. rbb also adds value by pro-
viding counsel for interviews and 
individualized marketing plans for 
practice leaders. 

When a logistics trade organiza-
tion for Fortune 500s wanted more 
coverage in the Wall Street Jour-
nal, rbb developed a strategic plan 
with multiple touch points that has 
resulted in numerous articles and 
strong relationships with this key 
publication. 

A top Florida law firm wanted 
support in its women’s leadership 
initiative and rbb delivered with 
stories in Forbes and a recurring 
writing opportunity with one of the 
leading women’s business publica-
tions

As the Champion of Breakout 
Brands, rbb’s multicultural staff 
delivers award-winning creativity, 
media relations, strategic counsel, 
launch campaigns, digital media, 
content creation, reputation man-
agement and results/analytics.   In 
addition to professional services, 
other specialty practices include 
consumer products/services, 
health, sports & entertainment, 
travel & hospitality, B2B and high-
er education.  

RUDER FINN, INC.

301 East 57th Street
New York, NY 10022
212/593-6400
Inquiries@ruderfinn.com

Kathy Bloomgarden, CEO, Ruder 
Finn
Louise Harris, Chief Global Strate-
gist, Ruder Finn
Rachel Spielman, EVP & Global 
Head of Corporate Communica-

tions, Ruder Finn

Ruder Finn, one of the world’s 
largest global independent com-
munications agencies with dual 
headquarters in New York and 
China, partners with world-class 
companies to transform their busi-
ness, go to market and communi-
cate with the people that matter 
most. Working with some of the 
top firms in management consult-
ing, financial advisory, technolo-
gy business operations and legal 
services, Ruder Finn designs and 
implements strategic communi-
cations programs that use data 
analytics to create messaging ar-
chitecture, map influencers and 
deliver bottom-line results. We 
help professional services firms 
improve their business, enhance 
their corporate reputation and 
build awareness for their capabil-
ities spanning industry verticals, 
including technology, healthcare, 
consumer, luxury and automotive.

Ruder Finn has particular exper-
tise in corporate positioning and 
content strategy, C-suite thought 
leadership development, business 
transformation, global media re-
lations, employee engagement, 
stakeholder mapping and engage-
ment, crisis and issues manage-
ment, customer relationship man-
agement, SEO and web presence 
optimization. With our award-win-
ning full-service digital practice, 
RFI Studios, we approach all of 
our work with a consistent focus 
on digital content and strategy. 

We continually strive to add 
value and build business for our 
clients through strategic thinking, 
global perspective and innovative 
use of traditional and online chan-
nels.

SARD VERBINNEN 
& CO

630 Third Ave., 9th fl.
New York, NY 10017
212/687-8080
Fax: 212/687-8344
inquiries@sardverb.com
www.sardverb.com

New York, Chicago, San Francisco, 
Los Angeles, London

George Sard, Chmn. & CEO
Paul Verbinnen, President

Sard Verbinnen & Co provides 
strategic communications advice 
and services to help our clients 
manage overall positioning and 
specific events affecting reputa-
tion and market value. We work 
on behalf of multinational corpo-
rations, smaller public and private 

companies, investment firms, pro-
fessional services firms, educa-
tional and cultural institutions, and 
high-profile individuals.

The firm’s highly experienced 
senior professionals provide 
sound, objective advice and exe-
cution support to clients across a 
broad spectrum of industries. Our 
work encompasses corporate posi-
tioning, media relations and inves-
tor relations, transaction commu-
nications, proxy and governance 
consulting, litigation support, cri-
sis communications, special situa-
tions, and social media and online 
communications.

SPONG

110 North Fifth Street
Minneapolis, MN 55403
612/375-8500
www.spongpr.com

Doug Spong, APR, Fellow PRSA, 
President, Managing Partner
Julie Batliner, Managing Director, 
Senior Partner
Jill Schmidt, Director of Strategy, 
Corporate Practice Chair, Senior 
Partner

A compelling, clearly articulated 
corporate brand position aligned 
with the company’s business strat-
egy matters more than ever in to-
day’s increasingly interconnected 
world. Whether it’s investors, em-
ployees, customers or the broader 
public, a company’s key stakehold-
ers have heightened expectations 
of a company and a strong desire to 
understand what it stands for and 
where it is going. 

We work with our corporate cli-
ents to help them define and bring 
their brand positions to life through 
holistic, proactive communications 
strategies. By aligning messages, 
we help companies enhance their 
value and reputation among the 
stakeholders important to their suc-
cess. Our work in this area includes 
brand strategy development and 
repositioning, corporate vision, 
purpose and values identification, 
as well as integrated external and 
internal awareness- and engage-
ment-building communications 
programs, including corporate so-
cial responsibility. 

For publicly traded companies, 
we have the expertise to help them 
communicate clearly and effective-
ly with their shareholders, and the 
individuals and institutions buy-
ing, selling or recommending their 
stock. We also assist companies 
in developing and implementing 
communications plans that deliver 
regular and consistent messages to 
all of their stakeholders during and 
after a merger or acquisition. 
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Edelman, New York, NY

Finn Partners, New York, NY

Coyne PR, Parsippany, NJ

Rasky Baerlein Strategic Comms., Boston, MA

Current, Chicago, IL

MWWPR, New York, NY

Bliss Integrated Comm., New York, NY

Jackson Spalding, Atlanta, GA

5W Public Relations, New York, NY

LEVICK, Washington, DC

Peppercomm, New York, NY

rbb Public Relations, Miami, FL

Ripp Media/Public Relations, New York, NY

Quinn, New York, NY

Zeno Group, New York, NY

PadillaCRT, Minneapolis, MN

Konnect Public Relations, Los Angeles, CA

Prosek Partners, New York, NY

Schneider Associates, Boston, MA

CooperKatz & Co., New York, NY

French | West | Vaughan, Raleigh, NC

Gregory FCA, Ardmore, PA

Didit Communications, LLC, New York, NY

Moore Comms. Group, Tallahassee, FL

LaunchSquad, San Francisco, CA

North 6th Agency (N6A), New York, NY

Singer Associates, Inc., San Francisco, CA

L.C. Williams & Associates, Chicago, IL

Inkhouse Media + Marketing, Waltham, MA

McNeely Pigott & Fox PR, Nashville, TN

IW Group, West Hollywood, CA

Pan Communications, Boston, MA

Beehive PR, St. Paul, MN

Public Communications Inc., Chicago, IL

Power Group, The, Dallas, TX

Crosswind Media & Public Relations, Austin, TX

Seigenthaler, part of Finn Partners, Nashville, TN

Weiss PR, Baltimore, MD

Standing Partnership, St. Louis, MO

Word Write Communications, Pittsburgh, PA

Wise Public Relations, New York, NY

Marketing Maven PR, Camarillo, CA

Landis Communications, San Francisco, CA

Maccabee, Minneapolis, MN

Sachs Media Group, Tallahassee, FL

M/C/C, Inc., Dallas, TX

Rosica, Paramus, NJ

Trevelino/Keller, Atlanta, GA

O’Malley Hansen Communications, Chicago, IL

SPM Communications, Dallas, TX

Perry Communications Group, Sacramento, CA

$98,193,095 

13,201,826

7,115,388

4,571,736

4,477,339

4,325,000

4,003,000

2,944,811

2,900,000

2,792,963

2,725,311

2,531,680

2,506,223

2,457,212

2,203,500

1,850,007

1,412,739

1,400,000

1,382,051

1,293,179

1,219,935

1,010,000

995,910

905,578

900,000

786,286

$694,469

632,686

631,233

588,878

546,000

468,000

421,225

390,338

370,700

350,000

339,422

293,902

293,195

252,300

220,000

175,705

175,000

167,292

105,500

100,000

61,389

50,000

27,600

20,669

13,014

o’DWYER’s RAnKInGs
ToP PRoFEssIonAl sERVIcEs PR FIRms
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Corporate leaders finally speak out
By Fraser Seitel

Professional Development

In the old days, before quarterly earnings 
meant everything and corporate CEOs 
didn’t make 300 times the average work-

er’s pay, companies were led by men who 
were real “leaders.”

They gave 
speeches. They 
met with the 
press. They stood 
up for what they 
stood for.

Bankers like 
David Rockefel-
ler, Walter Wris-
ton and Tom 
Clausen; car 
company chiefs 
like Henry Ford, 
Roger Smith and 
Lee Iacocca; and 
manufactur ing 
heads like Irving 
Shapiro, Fletcher 
Byrom and Jack 

Welch were well-
known, even outside of their own indus-

tries.
Today, of course, corporations and the 

people who lead them generally keep their 
heads down. For one thing, corporate ex-
ecutives make a lot more money than their 
predecessors.

For another, the traditional business me-
dia that kept companies honest — Forbes, 
Fortune, Business Week — have seen better 
days. And then, too, as long as sharehold-
ers are happy, no other constituent public 
seems to make much difference.

That’s why it was refreshing over the past 
month to see several big companies and the 
people who lead them stepping up to join 
the public dialogue.

Walmart
The world’s largest — and often most re-

viled — retailer has made efforts of late to 
begin to change its image.

  It settled longstanding discrimination 
suits and then decided to raise worker sal-
aries, in the face of a national movement.   
And a week ago, in its boldest move yet, 
Walmart was the first to announce it would 
remove all Confederate flag merchandise 
from its 11,000 stores.

In so doing, Walmart was the first com-

pany to react to the outrage following the 
murders at a historic African-American 
church in Charleston, SC.  Said the Walmart 
spokesman, “We never want to offend any-
one with the products that we offer.”

Other less gutsy retailers quickly followed 
Walmart’s leadership.

JP Morgan Chase
Of all the world’s bankers, JP Morgan 

Chase CEO Jamie Dimon, following his 
Rockefeller public citizen role, is the most 
well known and, arguably, its only leader. 
Does anyone have any idea who runs Citi-
group or Bank of America or HSBC?  An-
swer: No way.

Even after suffering a huge and embar-
rassing loss from a London trading account 
in 2012 that cost the bank billions, Dimon 
has not backed down from his public re-
sponsibilities.

Most recently, he’s taken on Senator Eliz-
abeth Warren, the liberal Massachusetts 
Democrat whose made no secret of her an-
tipathy to big bankers.  While his CEO coun-
terparts cower in fear at the take-no-prison-
ers Warren, Dimon has publicly expressed 
the view that she may “not fully understand 
the global banking system.”

While Dimon’s lawyers may have cringed 
at the comment, the JP Morgan chief proved 
himself the one bank CEO willing to take 
on the self-righteous, constantly carping 
bureaucrats.

Apple
In five years at the helm of the world’s 

leading high tech company, Tim Cook has 
made believers out of all of his critics.

Not only has the Apple CEO presided 
over breakthrough product announce-
ments, steadily-increasing earnings and a 
rising stock price, he has also accomplished 
the impossible feat of replacing the legend-
ary Steve Jobs.

In addition to his professional leadership, 
Cook has also shown a quiet willingness to 
lead on a personal level. Last year, he came 
out as gay. In late June, after the Supreme 
Court’s same sex marriage verdict, he tweet-
ed, “Today marks a victory for equality, per-
severance and love.”

Apple, too, under Cook has continued to 
be a leader. In June, when the world’s most 
powerful entertainer, Taylor Swift, rebuked 
Apple for not paying artists during the 
three-month free trial period for its new 
Apple Music streaming service — the com-
pany immediately changed its tune and re-
versed the decision.

Apple looked magnanimous and like a 
leader. And speaking about “leadership,” 
how ‘bout that Taylor Swift! 

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
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Value versus traditional billing

Recently I participated in a meeting 
sponsored by Buchbinder on issues 
impacting PR firm profitability. In 

addition to my partner Dominic Rovano, 
Rick Gould, Managing Partner of Gould 

+ Partners and I 
spoke on topics 
such as how to bill 
a client, value bill-
ing, and expense 
reduction. On 
June 25, Rick pre-
sented a webinar 
for the Counselors 
Academy on estab-
lishing and bench-
marking billing 
rates. I was going 
to continue this 
month discussing 
earn-outs, but de-
cided to defer and 
discuss traditional 

versus value billing instead.
The billing norm
Most PR firms determine engagement fees 

by estimating hours times a billing rate to 
arrive at a fee. A retainer agreement is then 
put in place, maybe. This system works well 
if the billing rate used truly reflects the rate 
needed by the PR firm to earn a desired 
profit and the hours are estimated correct-
ly. A major concern is how the firm deter-
mines its hourly rate and if the assignment 
can actually be completed in the hours es-
timated. In my experience, the billing rate 
used by the agency is not always accurate to 
earn a desired agency profit and the hours to 
complete the assignment sometimes exceed 
management’s best estimate of hours (over- 
servicing). 

There is a simple test to determine if your 
agency is suffering from “billingitis” (I made 
up this term). Take agency revenue (fees 
plus mark-up; if your clients will even pay 
mark-up) and divide by professional hours. 
If the professional hours are not readily 
available, multiply your total professional 
personnel by an estimated utilization — 
say 1,500 or 1,700 hours. In my experience 
the rate per hour may be surprisingly low. 
When I ask “how come?” There is no clear 
answer. Again, this is just a very quick test to 
see if the agency has billingitis.

What’s the problem with hours? 
In one word: “value.” Let’s assume the 

agency CEO meets with a client to dis-
cuss strategic planning. The meeting lasts 
for about two hours and the client is billed 
using a $400 billing rate. Further assume 

the value given to the client is estimated at 
$100,000. Is it fair for the PR agency to bill 
its client $800?  Yes!! The reason here is the 
PR agency agreed to this fee arrangement. 
I am sure the client is happy, $100,000 val-
ue at a cost of $800.  Is the agency happy? I 
am sure you know the answer. So how can 
this be prevented? Here is one solution. Pro-
vide in your client agreement, what CPAs 
call an engagement letter, the possibility to 
be compensated differently for exceptional 
value added to the client. Think you cannot 
do this? Wrong, you can. If not in favor of 
doing this, why not bill $15,000 with a com-
plete description of the meeting and the val-
ue given to the client. 

Here’s a true story. I represented a large in-
ternational company that was in the process 
of being audited by the IRS. My fee was $400 
per hour based on hours with a minimum 
fee of $10,000. The conclusion of the audit 
resulted in an agreement that extremely fa-
vorable to the client. I asked the client for a 
$10,000 bonus payment based on the result. 
I received a check the next day!

History of hourly billing
Hourly billing dates back to 1940 when a 

large Wall Street law firm began the practice.
Why? Management experts at the time 

advised them their compensation would be 
higher by selecting a target annual salary 
and dividing it by hours that could be billed 
to the client during a year and factoring in 
overhead costs in order to arrive at an hour-
ly rate (exactly how it’s done in 2015). 

So what was the motivation? More money! 
Once adopted, hourly billing also converted 
major overhead costs into profit centers to 
leverage human and capital investment. 

As an example, fax machines, photocop-
ies, word processing, in-house lunches, 
staying overnight in a hotel could now all be 
billed out at a mark-up on their cost, adding 
to profitability. 

Another factor responsible for hourly bill-
ing was the computer. It now became easy 
to enter data and have the computer print 
a detailed invoice.  Possibly, even more re-
sponsible for hourly billing was the U.S. Su-
preme Court’s decision allowing lawyers to 
advertise.  

Traditionally, lawyers charged their clients 
using a minimum fee schedule established 
by state and local bars (the Supreme Court 
ultimately found this to be a violation of the 
Sherman Antitrust Act). Because marketing 
was restricted, most clients were unaware 
of the scope, cost, and availability of legal 
services. This changed when law firms were 
allowed to advertise. Consumers of legal 
services became smarter. Corporations also 

began to become smarter. Large corpora-
tions began to form in-house legal depart-
ments. The corporate general counsel be-
gan requesting information about rates and 
hours of the outside law firms it used.

Accordingly, law firms, at the request of 
their clients, began providing invoices. It 
took the CPA profession ten years more to 
follow the legal profession with PR agencies 
and other service firms following the trend. 
Therefore hours and rates became the focus 
rather than value. 

Cost accounting
Make no mistake, hours and rates and 

timekeeping should never be the basis to bill 
a client. These factors should be a tool only, 
a cost accounting tool to measure the prof-
itability of a client engagement, not a means 
to price it. (More on this in future issues.)

Ask a PR agency (those that use a time and 
billing system) to eliminate it and their re-
sponse would be that they would not know 
if they are making a profit on individual en-
gagements. This is a valid point. However, 
the concept of using a “standard billing rate” 
is not cost accounting but profit forecasting. 
By that I mean knowing the desired net in-
come of the agency using a cost-plus formu-
la.  Not many companies operate today on 
a cost plus formula. However procurement 
departments are asking some agencies to 
submit proposals using this concept. Not 
good!

If you eliminated time sheets how would 
you know if you are making a profit? Sim-
ple, look at your income statement. If you 
are happy with the profitability keep it up. If 
not, well something needs to change. Any-
way, more to come. 

By Richard Goldstein

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

Financial Management

PR news brief

ICR, Weber Shandwick work  
$1.35 billion Waddington sale

ICR and w eber Shandwick are advising the $1.35 
billion sale of disposable tableware maker w adding-
ton Group to consumer products giant Jarden Corp.

Jarden, which works with ICR on the financial com-
munications front, owns dozens of well-known brands 
covering disparate consumer products like fishing 
reels (Shakespeare, Abu Garcia), baseball gloves 
(Rawlings) and cooking (Crock-Pot, Sunbeam).

w addington, based in Covington, Ky ., and con -
trolled by a fund led by private equity firm Olympus 
Partners, makes disposable products for the foodser-
vice industry under the w NA label in the US and Polar 
Pak in Canada. It also owns the Eco-Products green 
packaging line, based in Boulder, Colo.

w eber Shandwick EVP Liz Cohen is handling finan-
cial comms. for Jarden in the deal.

Rachel w ilson is VP of investor and financial re-
lations for Jarden. Allison Malkin, senior managing 
director at ICR, reps Jarden on the IR front.
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w ASHINGTON REPORT

Former Senate Majority Leader Trent Lott and Senator John 
Breaux are working to thwart Internet gambling on behalf of 
two Reno casinos, as well as religious and civic groups.

The Coalition to Stop Internet Gambling is backing the “Resto-
ration of America’s Wire Act” introduced June 24 by presidential 
hopeful Lindsey Graham (R-SC) and Dianne Feinstein (D-CA).

The bill, according to the Coalition, would stop “predatory on-
line gaming,” which has victimized thousands of Americans from 
all walks of like.

Lott and Breaux lead the six-member lobbying team at Squire 
Patton Boggs.

Coalition members include the Bonanza Casino,  Monarch Ca-
sino and Resort,   Christian Family Coaltion, Faith & Freedom 
Coaliton, televangelist Pastor John Hagee, Revive America presi-
dent Bob Adams, World Conference of Mayors, Latino Coalition 
and New York State Assn. of Chief of Police. 

Ex-Senators Lott, Breaux work 
to kill Internet gambling

Burson-Marsteller has established a Cuba specialty team in 
Miami to counsel clients on the political and economic con-
ditions and prepare them for eventual market entry in the 

Communist state.
President Obama on July 1 announced plans to formally re-es-

tablish diplomatic relations with Cuba this month, a move that will 
effectively end the more than half-century embargo of the island.

B-M CEO Don Baer said restored diplomatic ties combining with 
evolving regulations would provide “significant opportunities for 
many enterprises in Cuba.”

Ramiro Prudencio, Latin America CEO, leads the Cuba team. 

B-M says hola to Cuba

Prolific Associated Press political reporter Ne-
dra Pickler has jumped to PR ahead of the 
2016 presidential campaign.

Pickler is slated to join The Glover Park Group 
as a managing director in its strategic communi-
cations practice.

Pickler spent 17 years with the AP, starting out 
in Michigan before moving to Washington and 
the political beat. She covered the 2004 and 2008 
presidential campaigns, in addition to the federal 
courts, the George W. Bush White House and, most recently, the 
Obama White House.

Politico first reported the move. 

AP White House scribe Pickler 
heads to PR

Pickler

Pennsylvania has tapped former Democratic Congressman 
Ron Klink, who represented a district in the western part of 
the Keystone State, to handle legislative and 

regulatory matters.
In April, Pennsylvania ended its $30,000 quar-

terly retainer relationship with Ridge Policy 
Group, which was founded by the state’s former 
Republican Governor and US Homeland Secu-
rity Chief Tom Ridge. RPG dealt with immigra-
tion, education and other matters.

RPG’s exit from the Pennsylvania payroll fol-
lowed the 2014 election of Democrat Tom Wolf as Governor to 
replace Republican Tom Corbett.

Klink’s political career in Pennsylvania ended with his unsuc-
cessful bid for governor in 2000 against Rick Santorum. 

He ran Ron Klink and Assocs., government/media relations, 
business development and coalition-building shop, before joining 
Nelson Mullins Riley & Scarborough’s DC office as Senior Policy 
Advisor. 

Klink fights for Keystone

Klink

Obama economic advisor to 
head APCO PA

Gadi Dechter, a former journalist and Senior Advisor for the 
National Security Council and National Economic  Council 
of the Obama administration, has moved 

to APCO Worldwide to head its public affairs op-
eration in Washington.

PA is a central offering of APCO, which had 
revenues of $118 million last year.

Dechter was Director for International Eco-
nomics at the NSC and Deputy Director for the 
US Dept. of Commerce under Secretary Penny 
Pritzker over the past two years in the Obama ad-
ministration.

A former reporter for the Baltimore Sun and Bloomberg News, 
he also did a three-year stint at the Center for American Progress 
as Managing Director for Economic Policy.

APCO Executive Chair Margery Kraus noted Dechter’s “first-
hand knowledge of the inner workings of government,” along with 
his experience in the current administration. 

Dechter

Anthony Weiner, the former Democratic Congressman from 
New York who resigned after an online sexting scandal in 
2011, has joined MWW as a member of its 

board of advisers.
Weiner’s former Communications Director, 

Dave Arnold, joined the independent PR firm in 
2011, before decamping for Virgin America.

MWW told the New York Post, which put Wein-
er’s post on its front page in July, that Weiner will 
be a “great asset to our firm.”

Weiner, who has advised the law firm Coving-
ton & Burling and served as a political pundit, ran for New York 
mayor in 2013, when reports of lewd online behavior surfaced anew.

Michael Kempner, a prominent Democratic fundraiser and advis-
er, leads MWW. 

Anthony Weiner joins MWW

Weiner
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International PR News

American Continental Group, Washington, D.C., registered July 20, 2015 for U.S. Startups and Inventors for Jobs, Menlo Park, CA, regarding patent 
issues for a coalition of technology inventors and startup businesses.

Dentons US LLP, Washington, D.C., registered July 18, 2015 for  American Pet Products Manufacturers Association, Greenwich, CT, regarding 
animal welfare, regulations for importation of exotic animals; and the impact of food safety laws on pet food products.

FaegreBD Consulting, Washington, D.C., registered July 18, 2015 for Global Down Syndrome Foundation, Denver, CO, regarding federal funding 
for T21 Research Society.

MWW Group, Washington, D.C., registered July 17, 2015 for Mobile Barriers, LLC, Golden, CO, to expand eligibility for the use of funds under the 
surface transportation bill and highway safety improvement projects

Ervin Hill Strategy, Washington, D.C., registered July 17, 2015 for Aerojet Rocketdyne, Inc., Sacramento, CA, regarding EELV rocket engine.

Harbour Group, LLC, Washington, D.C., registered July 17, 2015 for Government of the Dominican Republic, Santo Domingo, Dominican Republic, 
to provide communications and consulting services relative to U.S.-Dominican bilateral relations.

APCO Worldwide Inc., Washington, D.C. registered June 22, 2015 for Ministry of Finance of Ukraine, Kiev, Ukraine, to provide media relations and 
strategic communications services within the U.S. to support the Minister of Finance of Ukraine’s visits to the U.S.

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

G


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.

Glover Park Group is working to improve political, economic 
and social ties between the US and Indonesia, the world’s 
fourth most-populated nation.

The US views Indonesia, the world’s biggest Muslim majority 
state, as a key ally in the war against terror.

President Obama, who attended school in Indonesia when he 
was ages six through 10, received a diplomatic setback last month 
when that country refused the US request for troops to fight ISIS 
terrorists in Iraq.

Indonesia rebuffed his plea, saying it did not want to inflame 
radical Muslim groups at home.

The Yayasan Diaspora Indonesia Global, an organization that 
represents the interests of the more than 8 million Indonesians 
living, working or attending school abroad, hired the WPP unit.

Edward Wanandi, Chairman of YDIG and CEO of International 
Merchants, an import/export broker located in Illinois, is footing 
the bill for GPG.

The PA firm, which does not have a written contract for its rep-
resentation, is expected to receive a monthly fee between $15,000 
and $25,000, depending on the level of activities.

Joel Johnson, Harbour Group Founder and Senior Policy Ad-
visor to President Clinton, headlines Glover’s Team Indonesia. 

Glover Park works to boost 
U.S.-Indonesia ties 

Teneo has acquired UK-based PR firms Blue Rubicon and 
StockWell to bolster the firm’s existing operations in the 
country and reach throughout Europe.

Teneo CEO Declan Kelly called the deals a “transformational 
moment” for the firm, which now claims one of the largest strate-
gic communications practices in Europe.

Fifteen-year-old Blue Rubicon counts 225 staffers in London, 

Teneo grabs acquisitions in U.K.

Doha, Dubai and Singapore, and a client base spanning blue chips 
like McDonald’s, O2, Facebook and Lloyds Banking Group. 

Stockwell, founded in 2010 with a corporate PR focus, has a staff 
of 30. Clients have included Alcatel Lucent, Nissan, Banca Intesa 
and Jaguar Land Rover. The firm was started by Brunswick alum 
Tim Burt and Philip Gawith of the Financial Times, both of whom 
join former FTSE head of communications Richard Holloway as 
Managing Partners. 

Teneo International Chariman Charles Watson will oversee the 
new additions, which will be integrated and co-located in London 
with Teneo. 

The Committee to Protect Journalists wrote a letter July 9 to 
Egyptian president Abdel-Fattah el-Sisi, urging him to end 
the widening crackdown on Egypt’s press.

A bill introduced July 5 imposes a minimum two years’ jail time 
for reporters convicted of publishing news about terrorist orga-
nizations that “contradict official statements” of the government.

CPJ told el-Sisi that measure “defies any standard of freedom of 
the press and violates Egypt’s own constitution.”

Acknowledging that terror groups have targeted Egypt, CPJ 
maintains it is of “critical importance that journalists are able to 
report freely without fear of imprisonment.”

CPJ also objected to a cybercrime measure that calls for harsh 
prison sentences for Internet users for vaguely defined crimes such 
as “harming the social peace” and “threatening national unity.”

Egypt, according to CPJ, has jailed 18 reporters for their work. 
Most of them are affiliated with the banned Muslim Brotherhood.

In February, el-Sisi promised to release detainees who are wrong-
ly jailed.

CPG urged him to deliver on that promise. 

CPJ lashes out at proposed 
Egyptian press curbs










