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BN EDITORIAL

The uncomfortable reality of Trump 2.0

t’s early, but I'm calling it: Donald Trump will walk between the raindrops to win handily the
nomination in 2020 for another four years. Sorry.

Look, 'm not happy about it. History is on my side here—since World War II, only three
U.S. Presidents have failed to secure a second term in a general election—but more important-
ly, several key Trump political victories have made it difficult for the Democrats to turn 2020
into anything other than a referendum on his character. Normally that would be enough, but
if there’s one thing our current political landscape has taught us, it’s the sad reality that many
voters have decided the economy takes precedence over inflammatory and bigoted rhetoric—
even when it comes from the President of the United States.

Poll after poll shows employment/the economy, immigration and healthcare remain the top
priorities for Americans. The current U.S. unemployment rate sits at 3.7 percent, the lowest in
50 years. Trump’s response to the migrant crisis and the Supreme Court’s decision to allow his
administration to temporarily divert $2.5 billion in military funds for construction of the bor-
der wall have buoyed his supporters” convictions that Trump has made inroads on immigra-
tion matters central to his presidency. For all his many, many (re: many) faults, Trump never
left campaign mode and continues to deliver on every election promise. Rightly or wrongly,
when he rolls back EPA regulations to please heavy-polluting industries or escalates a trade
war with foreign governments, his supporters believe he’s moving the country in the right
direction.

Trump arguably benefits from one of the strongest cases of the Rashomon Effect we've wit-
nessed in generations. He’s validated the compost of bad ideas his supporters have quietly
cultivated in their minds their entire lives, and as a result, he can do no wrong. There appears
to be no moral bottom, no bridge-too-far for a demographic that’s finally seeing daylight after
being on the losing side of the culture wars for three decades. It doesn’t matter that a trade
war with China could hurt U.S. companies’ bottom lines. It doesn’t matter that funds appro-
priated for military pensions are being redirected to pay for the border wall. It doesn’t matter
that 900 migrant children have been taken from their parents a year after the Trump admin.
said it would stop family separations. It doesn’t matter that cutting taxes and raising spending
causes the debt to go up, not the other way around. It doesn’t matter that a Quinnipiac poll
found more voters now believe Trump is a racist than former Alabama Gov. George Wallace.
Trump has demonstrated the PR adage that as long as you make consumers feel theyre being
represented, as long as you can make them feel good without challenging their worldviews,
anything goes.

Meanwhile, the Democratic Party again seems poised to snatch defeat from the jaws of vic-
tory as it faces off against an opponent whose current 43-percent approval rating marks the
highest of his presidency thus far. The latest round of debates among this (mostly) unimpres-
sive cohort of candidates has confirmed that the Democrats just haven’t learned a thing from
2016. We found out three years ago that you can’t simply be against Trump; you have to actu-
ally offer something. What we get instead is more inner-party division, the usual more-liberal-
than-thou pedantry and a lot of lofty, pie-in-the-sky policy plans that seem engineered more
for securing Twitter plaudits than connecting with blue collar voters in the Midwest. Trump
won the 2016 election because he focused his energy on running the electoral map in crucial
swing states Democrats had ignored. Democrats, by and large, have continued to ignore this
battleground, and as it turns out, that electoral math might work even more to Trump’s favor
this time: a recent Pew Research study found voters in the Midwest identifying as liberal have
dipped while conservatives in that region have remained roughly the same, setting up Ohio,
Michigan, Wisconsin and Minnesota as easy Trump wins in 2020.

Not that some of us care. In a few months, Warren or Harris or Biden will emerge as the clear
candidate, and the infighting will hit a fever pitch, due either to the fact that the candidate is
a woman/man, because he/she is too progressive or not progressive enough, or because he/
she takes corporate donations and therefore wears the toxic “centrist” badge, which is to say,
they’re covertly in league with the GOP. Many won't even vote, because we've internalized the
idea that voting is somehow the equivalent of a love letter while willfully ignoring the idea that
not voting affirms that we’re fine with the way things are.

For a candidate to defeat Trump, he/she has to disrupt the historic disruption Trump brought
to presidential politics when he announced his candidacy four years ago. Voters have to want
something, and a candidate has to crystalize a rallying cry around a promise to fulfill that
shared desire. So, what do we want? Anyone but Trump, right? See what I mean?

It’s over, folks. Barring some unforeseen, cataclysmic circumstance—another recession, for
example—Trump will win a second term. This will happen. Place your bets: I'm willing to eat
a crow buffet if 'm wrong, but I don’t think I am, and I suspect many of you agree. O

— Jon Gingerich
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SN REPORT

Fake news a ‘major’ problem in U.S.

More than half of Americans consider PR professionals are “very” responsible for the ongoing scourge
of disinformation in the U.S., and fewer than a third believe that the sector is making a worthwhile effort

to combat the fake news problem.

majority of Americans now consider

the spread of disinformation in the

country to be a “major” problem, ac-
cording to a report from the Institute for
Public Relations.

The IPR report found that an overwhelm-
ing majority of Americans (86 percent) now
consider fake news to be a problem in the
U.S. Nearly two-thirds (63 percent) now see
disinformation as a “major” problem in so-
ciety, on par with gun violence (63 percent)
and just below terrorism (66 percent).

More than half of respondents (51 per-
cent) said they now encounter disinforma-
tion at least once a day, while 78 percent re-
ported seeing it once a week and 89 percent
said they see it once a month.

Americans’ newfound skepticism in the
media has had palpable effects: fewer than
one in four respondents now profess having
“alot” of trust in any single news source.

A majority of Americans cite fake social
media accounts as the source most respon-
sible for spreading fake news (55 percent).
Politicians followed (45 percent) as did,

specifically, President Trump (40 percent).
The Russian government took fourth place
(34 percent) followed by political activist
groups (33 percent). Nearly a third (32 per-
cent) blamed Facebook, which was the only
social media platform to appear by name on
the list.

As it turns out, the PR industry takes its
share of the blame as a party viewed as re-
sponsible for sharing disinformation: 65
percent said marketers and advertisers were
“very” responsible for spreading disinfor-
mation, and 58 percent said the same about
PR professionals. Only about a quarter of
Americans (26 percent) said they maintain
some trust in PR practitioners to provide ac-
curate news and information.

Among media outlets, Fox News (30
percent) and CNN (28 percent) were cited
most often for being the most responsible
for spreading disinformation. Political par-
ty lines were clearly a factor in respondents’
answers here: 41 percent of respondents
identifying as Democrats blamed Fox for
spreading disinformation, while 47 percent

By Jon Gingerich

of Republicans blamed CNN for the same
deed.

Paradoxically, the parties seen as least re-
sponsible for sharing fake news in the U.S.
were the respondents themselves. Only 11
percent of respondents said “people like
me” were responsible for sharing fake news,
and only 11 percent believe their families do
so. In fact, nearly a third (31 percent) cited
family members as an information source
they trust “a lot” Other trustworthy sourc-
es included Internet search engines, local
newspapers and local broadcasters.

And when it comes to who Americans
think are doing the best job to combat mis-
information, once again that award goes to
the respondents. More than half (55 per-
cent) think they and people like them are
making the most effort to fight fake news.
Slightly more than half (51 percent) cited
the Supreme Court, followed by fact-check-
ing sites such as Politifact and Snopes. Near-
ly half of those polled (47 percent) said they
often consult other sources to ensure the
news they see is accurate and true. O
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Social responsibility, safety drive travel decisions

ore Americans have embraced

the new sharing economy when it

comes to travel, and have grown
more conscientious regarding what eco-
logical or ethical impacts their traveling
choices have on the destinations they visit,
though growing concerns over safety may
deter travel to some international destina-
tions, according to the latest “Portrait of
American Travelers” survey conducted by
travel, hospitality and entertainment mar-
keting agency MMGY Global.

MMGY’s annual study, which analyzed
the habits, priorities and preferences of
American travelers, found that the average
American plans to spend about the same
amount on vacations this year as they di d
in 2018 ($5,025, compared to $5,038 last
year) even though they reported slightly
fewer average trips (3.2 in 2019, compared
to 3.51in 2018).

The study discovered that Americans
have now adopted a more conscientious
approach to travel, either due to environ-
mental concerns surrounding issues such
as climate change or how their traveling
habits may impact the destinations they
visit.

More than half of American travelers (60
percent) believe “overtourism” —or the
overcrowding that occurs when too many
tourists visit a particular place—will have
a significant impact on what destinations
they choose to visit within the next five

PR industry growth

he North American PR industry

grew by 4.8 percent last year, accord-

ing to an annual survey conducted
by PR merger and acquisition consultan-
cy Gould+Partners.

Gould+Partners’ annual poll, which fo-
cuses on agency net revenue growth, sug-
gests that revenue gains in the PR industry
have remained essentially at a period of
stasis for the third year in a row, as growth
was also 4.8 percent in both 2017 and 2016,

to 10 years, and 48 percent think climate
change will have a significant influence
on what destinations they visit during the
same period.

Corporate social responsibility initiatives
appear to have made an enormous affect
in influencing consumers’ travel-related
purchasing decisions. A majority of Amer-
ican travelers (62 percent) cited corporate
responsibility as a reason for their loyalty
to an airline, and 60 percent said the same
for the hotels they use when booking va-
cations.

More Americans said they chose a travel
service provider during the last year based
on perceptions of sustainability and envi-
ronmental considerations (13 percent in
2019, compared to eight percent last year).

The study also discovered that, either due
to cost or the allure of staying somewhere
unique, more Americans are now embrac-
ing the sharing economy thats disrupted
the travel sector in recent years. According
to the study, the percentage of U.S. travel-
ers who relied on shared accommodations
during a vacation jumped 45 percent in the
last year alone.

Nearly three-quarters of respondents (76
percent) said they enjoy vacationing in a
home away from home in 2019, up from
68 percent in 2018, and nearly the same
number (74 percent) said arranging shared
economy accommodations this year was a
good experience, compared to 67 percent

remains flat

By Jon Gingerich

compared to the industry’s 6.6 percent
growth in 2015 and 7.8 percent growth in
2014.

Midsize firms—or PR firms accounting
for between $3 million and $10 million in
net revenues—brought in the highest net
revenues last year, growing 9.1 percent (or
average annual net revenues of about $6.4
million). PR agencies boasting between $10
million and $25 million in revenue report-
ed growth of 8.6 percent (or about $15 mil-

WWW.0ODWYERPR.COM

By Jon Gingerich

in 2018. More than two-thirds this year
said they want to stay in unusual places (69
percent), compared to only 56 percent last
year.

MMGY predicts that 34 percent of all
American travelers will rely on sharing ac-
commodations next year.

Finally, the MMGY study discovered that
safety concerns are elevated among travel-
ers this year, perhaps in light of high-pro-
file news items focusing on an alleged up-
tick in crime and kidnapping in Mexico
as well as the more recent stories involv-
ing American travelers who've died while
visiting the Dominican Republic, stories
which have tainted both destinations’ rep-
utations. Safety is now second only to cost
as the most significant barriers to Ameri-
cans’ travel, according to the study, beating
out language barriers, travel time and ac-
cess to quality healthcare. The importance
of a destination’s safety is particularly high
among Millennials: the study found that
safety was up in importance this year for
traveling members of this generation, from
79 percent in 2018 to 85 percent in 2019.

MMGY’s 29th annual “Portrait of Amer-
ican Travelers” survey polled nearly 3,000
U.S. adults who've taken at least one over-
night trip of 75 miles or more during the
last year. Data was collected in February
and research was conducted by the agen-
cy’s insights unit, MMGY Travel Intelli-
gence. O

lion). The smallest firms—those with under
$3 million in revenue—were up 6.4 percent
(or about $1.8 million), while the largest
firms—those in excess of $25 million— net-
ted the lowest average growth, gaining only
4.2 percent (or about $156 million).

The survey also found that PR firms lo-
cated in the U.S. Northwest lead as the top
region for revenue gains, followed by the
Northern California, Southwest and Wash-
ington D.C. metro regions. Last year, North-
ern CA topped the list as the leading growth
region, followed by D.C., the Southwest and
the Southeast.

Gould+Partners’ seventh annual Net Rev-
enue Growth report was based on data pro-
vided by approx. 250 North American PR
agencies. O
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BN FEATURE

Fintech 2.0: Wall Street and Silicon Valley face off

pple Pay and Google Pay own the

digital wallet market. Amazon and

Alibaba have already loaned bil-
lions of dollars. And Facebook wants you
to use Messenger to pay your friends back
for dinner. Make no mistake, Silicon Valley
tech giants are climbing into the financial
services playground.

In the decade following the recession
we've seen fintech startups precipitate in-
cremental change in the financial services
space. Disruptors have reimagined compo-
nents of the financial services puzzle and
nudged Wall Street into the digital age,
creating the competition necessary to force
traditional financial companies to compete
on multiple fronts: product innovation,
user experience, transparency and value.

But ultimately, fintech startups and Wall
Street giants played nice. Many financial
services companies saw the writing on the
wall and decided that if they couldn’t move
quickly enough to incubate those innova-
tions in-house, they could join forces with
newcomers through strategic partnerships.
It turned out this was the beginning of a
mutually beneficial friendship, resulting in
a huge win for consumers.

In 2015, Jamie Dimon gave his ominous
warning that “Silicon Valley is coming”
Wall Street was able to weather the storm
in subsequent years, but they’re not out of
the woods.

With a deep user base, tech looms large

For Wall Street, Big Tech poses a threat to
financial services that is, well, bigger. Am-
azon, Apple and Alphabet—currently the
second, third and fourth largest companies
in the United States—have something that
the small fintech start-ups lack: Scale. A lot
of it.

If Fintech 1.0 was all about plucky start-
ups working to elevate the standards that
consumers expected from financial ser-
vices companies, Fintech 2.0 is about Sil-
icon Valley behemoths turbocharging that
mindset to their expansive user base with
the backing of billions of dollars of capital.

These companies bring to the table the
best cloud, data and AI resources on the
planet. No one knows better than these gi-
ants how to surround a customer with an
experience so seamlessly connected that
the ease of use is worth the sacrifice of pri-

vacy (something traditional financial firms
have struggled to deliver).

This is, in part, because most tech players
have maintained reputations as friendly gi-
ants. Their Net Promoter Scores soar high
above big banks. People are willing to give
a company like Google all their informa-
tion if it makes it easy to toggle between
their laptop, their phone and an IoT device.
What if Google’s deep data troves could
give you a holistic view of your financial
picture too?

What does this mean for Wall Street?
The bar for best-in-class UX is about to be
raised again.

2020 could impact competition

Regulatory headwinds could slow Big
Tech’s penetration into finance. Just last
month, Congress made moves to stymie
Facebook and friends from launching their
take on a cryptocurrency, Libra, with the
aptly named “Keep Big Tech Out of Fi-
nance Act” And, in the first Democratic
debate, Senator Elizabeth Warren called for
the breakup of America’s largest tech play-
ers. With an election around the corner, it
remains to be seen whether the House and
Senate will turn red, purple or blue. But
the political parties in power certainly will
influence the future role that Big Tech can
play in the financial services ecosystem.

Regardless of how things evolve, in the
early innings of Fintech 2.0, Big Tech has
already changed the game.

The future of financial marketing comms

Let’s face it: Wall Street and Silicon Valley
come from very different marketing com-
munications schools of thought. As they
square off in the fight for share of wallet,
there are marketing and communications
lessons that Wall Street and Silicon Valley
can learn from one another.

Dear Big Tech, don’t forget thought
leadership: In the years following the Fi-
nancial Crisis, finance became commod-
itized—in product and cost—and the best
way to win customer trust was in a race to
capture share-of-voice through thought
leadership.

Big firms launched thought leadership
programs—often composed of a combi-
nation of proprietary research, earned
media, content, and social/digital acti-
vations—that dug into consumers’ emo-
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By Julia Bloch Mellon

tional relationships with money, explored
the role gender dynamics plays in invest-
ing and provided the tips to help people
navigate financial decisions. Part group
therapy, part actionable financial insights,
consumer finance mar-
keting communications
became more human.
This financial expertise
and thought leadership
is what sets traditional
financial players apart
from tech giants.

As Big Tech matures
in the financial services
realm, it could stand to
take a leaf out of Wall Street’s book, by go-
ing to market above product, addressing
consumers’ real desire for financial tips,
education and empathy.

Wall Street, it’s time to evolve your val-
ue prop: Wall Street also has a big lesson to
learn from Silicon Valley.

If Big Tech knows how to do one thing, it’s
to cultivate a user experience that is simple,
well-designed and engaging. As these tech
players dive fully into the financial services
competitor set, customer expectations for
user interface, PFM, smart analytics and
AT are about to climb yet again.

In order to continue to thrive, tradition-
al financial players will need to prove that
they can match their counterparts in cul-
tivating a compelling user experience that
centers around an excellent product. As
tech players challenge traditional financial
models, Wall Street will need to make sure
they’re focusing on price, product and in-
novation as much as their competition is.

Wall Street has shown itself to be resil-
ient and—by and large—willing to evolve
to keep up with their customers” expecta-
tions. If they can continue to lead the way
in financial thought leadership while deliv-
ering on UX, they stand in good stead for
the future.

The financial services marketplace is en-
tering a second wave of rapid evolution.
But if Wall Street and Silicon Valley can
learn a little from each other, then, ulti-
mately, the end user will come out on top.

Julia Bloch Mellon is Senior Vice Presi-
dent of Financial Services at Bliss Integrated
Communication. O

Julia Bloch Mellon
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Finding opportunity, compelling stories in a bear market

very seasoned and successful inves-

tor lives by the mantra “Sell high, buy

low;” yet few among the uninitiated are
brave enough to follow this sage advice. It’s
understandable, given that many of us find
the stock market and investment strategies
complex and hard to grasp.

At the same time, it’s ironic considering
our country’s history of recessions, which
have occurred with surprising regularity
since 1797 when land speculation in the
New World caused widespread panic. Ex-
pected though excruciating, recessions are,
in fact, far more common to the cycle of
business than the current economic climate
we've been enjoying since June 2009, at
which point recovery began after the mar-
ket bottomed out in 2008.

Alas, true to Isaac Newton’s law of mo-
tion, what goes up must come down. And
when it does, it’s only natural that some
businesses and entrepreneurs will run for
cover while others embrace a crash or a
market correction like a cold shower in the
desert at high noon.

Recognizing the opportunity for new
beginnings and different approaches often
requires a compelling brand story and bal-
anced perspective in how peaks and valleys
are viewed. Businesses that panic at the
sight of a market sloping downward tend to
spin their wheels, with their thoughts tied
up by fear. On the other hand, companies
that take the valleys and peaks in stride
strategically use slow times to tap into their
creative resources, designing new products
or services and crafting targeting marketing
and publicity campaigns that increase en-
gagement with an existing customer base
and grab the attention of new audiences.
Recent history provides us with a plethora
of examples of companies that took on the
bear market of 2008—the worst recession
since the Great Depression—and thrived.
Here’s how they did it.

Clear messaging that cuts to the chase

Plain and simple, Groupon entered a
slumping economy in November 2008 with
an irresistible offer: Deep-discounted goods
and services. With clear messaging and an
easy-to-navigate website, it served the goal
of businesses to keep moving products
while giving consumers a needed financial
break. Word of mouth spread quickly about
the company that offered local deals daily,
and in just two years Groupon settled into
35 countries and 300 markets, with an an-

By Valerie Christopherson

nual profit of $500 million.

Building a brand identity that lives up to
its customer promise

At the peak of the recession in 2009, Net-
flix did next to the impossible by gaining
three million new subscribers, all while a
video rental giant lay dying. Its choice of
TV and movie streaming plans and disc de-
livery services allowed subscribers to tem-
porarily forget their financial worries and
watch unlimited hours of entertainment
a month at a bargain price. With a great
brand identity that lived up to its customer
promise, Netflix continued on an upward
trajectory and today retains more than 148
million subscribers globally.

Reaching audiences beyond traditional
channels

The wildly popular coffee retailer Star-
bucks, founded in 1971, was on the fast
track, opening, on average, two stores per
day between 1987 and 2007, at which time
it hit a virtual wall. Stepping back, the com-
pany shifted its focus away from bureaucra-
cy and realigned its operations to connect
emotionally with customers by engaging
and campaigning through new social me-
dia channels including Facebook, Insta-
gram and Twitter. Customers were able
to share their views and offer opinions on
products, services, store aesthetics and cor-
porate social responsibility, many of which
were taken into account and became the
new foundation of its reformed brand: an
altruistic, community builder that cares for
the environment.

Along with the Amazons, Fords, Domi-
nos and other mavericks that survived and
thrived through the shrinking economy, te-
nacious brand builders—large and small—
could be found in every industry, even our
own. After working in public relations for
10 years, I founded Global Results Com-
munications in 2005 to serve the growing
high-tech sector, which included the con-
sumer electronics and mobile industries.
It was a seamless push up and over the hill
primarily because of the kinds of clients
we attracted. They were innovative, coura-
geous entrepreneurs charting new courses
and mainstay organizations brazenly mov-
ing forward despite the obvious obstacles.
Trusting our instincts and playing to our
strengths, we leveraged the fear permeating
the market and positioned them as confi-
dent and courageous market leaders. And
it paid oft.
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Telcordia Technologies, one of GRC’s
earliest clients brought on in 2006, was
at the time headquartered in Piscataway,
New Jersey. Guiding the
company through the
downturn and beyond, >
Telcordia was gener-
ating revenues of $739
million by 2011. In an
all cash transaction, on
a cash and debt-free ba-
sis, it was successfully
acquired by Ericsson for
$1.15 billion in 2012 and
became a wholly owned
subsidiary of Ericsson. Still part of the GRC
portfolio, the company was rebranded as
iconectiv in 2013. Today, iconectiv is an
invaluable client and telecom powerhouse
that provides network and operations man-
agement, numbering, registry and fraud
preventions solutions to the telecommuni-
cations industry.

Nuance Communications, a pioneer in
voice recognition and conversational Al
technologies for the healthcare, banking,
enterprise and automotive markets, has
been a GRC client since 2006, at which
time it was a $600 million company. With
continuous placements including inter-
views and features in top-tier media such
as National Public Radio, Fast Company,
New York Times, Wall Street Journal and
Mashable among others, Nuance became
a trusted source for the press corps and a
recognized industry thought leader. By
2018, it had grown to a $2 billion company
on the cutting edge of the most advanced
biometrics and voice-assisted solutions for
fraud prevention, as well as an automotive
visionary helping to design the cockpit of
the future for the world’s largest carmakers.

Along with world-class clients across the
globe, GRC has continued to expand to in-
clude all vertical markets touched by tech-
nology including healthtech, healthcare,
IoT, automotive, retail, financial services,
greentech, advertising and marketing, so-
cial and many more.

While evolving our scope of capabilities
to include today’s most advanced digital
and social mediums, we remain not only
committed to staying ahead of the technol-
ogy curve but also focused on the fact that
telling a compelling story transcends any
market, bear or bull.

Valerie Christopherson is Founder and
CEO of Global Results Communications. O
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Rethinking content marketing's spot in the sales funnel

he question that inevitably faces all PR

and communications professionals is

how to assess and track the effective-
ness of marketing campaigns. To be sure,
certain tactics lend themselves to quanti-
fying ROI. The measurement capabilities
of most digital platforms, for instance, help
explain the growth of online advertising,
which has come at the expense of tradition-
al print or broadcast campaigns. As it relates
to content, however, while marketers can
certainly track the reach of specific initia-
tives, measuring the impact is more difficult
to pin down.

In financial services, for instance, the goal
of content is very often more targeted than
simply creating awareness. And, arguably,
traditional advertising and PR efforts are
just as effective if not more so in maximiz-
ing exposure for a brand or product. Con-
tent, on the other hand, is counted on to
fuel social media campaigns, but it is also
a vehicle to tell a more nuanced story—one
that creates differentiation against a broader
peer set and resonates with prospective cli-
ents with specific needs.

For this reason, the most effective inte-
grated PR programs don’t think of content
solely as a “top of the funnel” tactic to create
brand awareness and reach a mass audience.
Its instead created with a very specific ob-
jective in mind. Rather than solely making
consumers aware of the brand, it has an
important, actionable additional purpose:
it's designed to stimulate intent that either
nurtures ongoing relationships or drives
conversion or specific actions. The upshot
is that when marketers focus on the “bot-
tom of the funnel” in devising their content
strategies, they can prioritize the topics that
are most likely to influence a specific audi-
ence and then they can track and quantify
the impact in delivering distinct business
outcomes.

For many, their approach to content mar-
keting has evolved over time. Given the rise
of social media and automated marketing
platforms—requiring a steady stream of
content to fuel digital campaigns—thought
leadership certainly complements efforts to
create awareness. For a number of reasons,
though, some forward-thinking companies
are revisiting their approach, and impact is
no longer defined by the size of the audi-
ence reached, but rather the actions it helps
to stimulate.

By Ken MacFadyen

Quality counts

One of the biggest factors driving mar-
keters to rethink their content strategy re-
lates to just how prevalent thought leader-
ship has become. Our agency published a
study that found 96 percent of the top 100
global fintech companies produce thought
leadership on a regular basis. This study fol-
lowed our research last year that found 88
percent of the world’s largest asset manag-
ers utilize content as part of an integrated
PR and communications strategy. This has
created something of a flood of thought
leadership, making it more difficult to stand
out just by producing content, alone. To be
sure, regular and consistent thought lead-
ership provides an important cue to show
that asset managers and fintech providers
are investing in their business and that they
have a position or view on relevant trends in
the market. In fact, the ubiquity of content
marketing across asset management has
also made it conspicuous when firms don't
produce thought leadership in any capacity.

At the same time, the explosion of con-
tent marketing across finance—and most
industries for that matter—has raised the
bar for those who expect the effort to show
a material impact. For one, it’s only become
that much more difficult to reach decision
makers without a very targeted strategy.
When just about every RIA and asset man-
ager offers an annual and mid-year market
outlook, for instance, marketers are hard
pressed to reach an audience that extends
beyond existing clients.

Amid this flood of content, if the topics
and themes covered or the views conveyed
are designed to appeal to “everyone, it’s
unlikely it will resonate with or influence
anyone. Thought leaders in finance—from
Howard Marks and Warren Buffett to Da-
vid Rubenstein and Ben Horowitz—didn’t
gain a following by parroting conventional
wisdom.

Finding validation

Another consideration that has marketers
rethinking their content strategy reflects the
effort required to create compelling thought
leadership. This generally isn't a problem
for the world’s largest asset managers, who
may employ an entire “newsroom” of ex
journalists to churn out new articles, videos
and infographics on a weekly or even daily
basis. But for smaller operators, who don’t
have these resources available, content can
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demand a lot of time and effort from key ex-
ecutives, who obviously have other day-to-
day responsibilities. Even firms that hire an
outside content-marketing agency will gen-
erally dedicate time to brainstorm on top-
ics, conduct interviews with ghostwriters,
and then iterate new content pieces before
they’re ready for publication.

Given the effort re-
quired, those who
move the effort forward
will want to know that
the “juice is worth the
squeeze” Web analyt-
ics can track how many
people accessed the ar-
ticle and how long they
may’ve spent on a given
page (the implication
being they’re actually reading the content).
Online forms can also be used to augment
lead-generation activities and track specifi-
cally who accesses a given article. The catch,
however, is that it’s difficult to measure the
extent to which a content campaign actual-
ly influenced a new client conversion. This
kind of feedback generally stems from an-
ecdotal evidence, when a new client proac-
tively tells their relationship manager that
they read or accessed a particular piece. It’s
just as rare, though, that this positive affir-
mation ever makes it back to the marketing
team.

Take dead aim

Make no mistake, these are issues aren’t
unique to content marketing; but it under-
scores why it’s so important to have a very
specific objective in mind when creating a
content strategy. Communications teams
need to identify not just the audience they
want to reach, but also the actions they hope
to trigger. The more specific they can be, the
easier it is to assess the results at the end of
and throughout a given campaign.

Most private equity firms, for instance,
raise a new fund only every four or five
years. So, their goals around content may be
as simple as providing a touch point to stay
in regular communication with their cur-
rent investors, informing them of new de-
velopments and market trends and remain-
ing top of mind for when the firm returns
to the market to fundraise for subsequent
vehicles. Other PE firms, however, may use
content to reach business owners in specific
sectors and facilitate deal sourcing. In this
case, they can develop content that speaks
to a very specific niche within a given sector.
They can then pinpoint the desired audi-
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How to get positive press from negative events

veryone dreads bad news. And all pub-
lic relations executives dread bad news
about their clients.

But if youre a crafty PR person, some-
times a piece of news that’s overall on the
negative side can be turned into a positive
story for your client.

One example that comes to mind is the
preponderance of bad news about ma-
jor companies being hacked by wily cy-
berthieves, resulting in thousands of
customers’ personal information being dan-
gerously exposed. While this kind of thiev-
ery brings comfort to no one, it presents
an opportunity for PR practitioners in the
cybersecurity field. Because these incidents
are growing in number and damaging the
reputations of once respected companies
such as Target and Home Depot, CEOs and
other top executives are hungry for advice
regarding how to keep these cyber wolves at
bay.

Enter cybersecurity experts. If you have
a client that fits this description, be sure to
take advantage of the cyber horror stories
in the news. Pitch your broadcast and print
media contacts that your expert is available
to discuss the ramifications of the current
cyberattack on other businesses and con-
sumers. Put a positive spin on the bad news
by having your client offer tips on how the
public and corporations can best prevent
such disasters.

Another type of story in which a PR pro
can turn the bad into the good concerns the
reporting of negative financial results for

By Frank Tortorici

public companies. Countless PR executives
are confronted with conveying disappoint-
ing corporate earnings from time to time.
The skilled communicator will work to put
the damage reported in perspective and
craft an as encouraging message as possible
to worried shareholders and stakeholders,
and the media.

Identify the positive events in the compa-
ny at earnings time. There’s no way to not
report the negative financial numbers but
coat them with details of hopeful activity on
the horizon when sending reports to share-
holders and when pitching reporters. Share
news of new or expanded office openings,
of innovative products in development that
will ultimately result in better news for your
shareholders, and of promotions and addi-
tions in executive staff.

By relaying news in this manner, youre
not hiding the bad news/numbers but do-
ing your public relations duty of accentuat-
ing the positive to protect the brand and its
image. In reality, you could be looking after
the interest of current and future stockhold-
ers whose investments and shares may very
well increase based on the rosier develop-
ments you are emphasizing.

Another example of the PR practitioner
doing the job well in the face of distress-
ing news involves responses to calamitous
events in your client’s locality. Think of a sit-
uation where a toxic or poisonous substance
has been reported to have been inadvertent-
ly leaked and is endangering the physical
and mental well-being of a town or city.

Our agency has a client that does extensive
research on asbestos contamination and le-
gal precedents that have been set in terms
of corporate litigation on such “toxic tort”
cases. We jump at the chance to show how
our researcher clients can add much needed
perspective to any stories involving damage
to property and/or indi-
viduals.

With our client’s back-
ground, it can offer ex-
amples of how the po-
tential damage in such
cases is often much
worse than what is actu-
ally incurred by citizens
or the government. We
arrange interviews for
the appropriate researchers to tell the real
story of what usually happens in these inci-
dents to local daily newspapers and nightly
news programs. These experts can explain
the effects of asbestos and other substanc-
es and any possible remedies, both physical
and financial in nature.

It's the duty of the PR pro to be ready for
negative news events and to consider every
way any clients can be called upon to add
encouraging perspective. Throughout the
history of publicity, the smart PR executive
has taken advantage of such situations. It’s
a part of the trade to inform the public of
ways that it could benefit from the exper-
tise of your client companies and it’s a com-
ponent of your pact with your clients that
you'll capitalize on any chance of presenting
the company or product in the best possible
way.

Frank Tortorici is Senior Strategist of Me-
dia Relations at Marketing Maven. O
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ence for distribution and through a targeted
email campaign, gain instant feedback in
tracking open rates, inbound inquiries and
ultimately new investments. Most investors
would agree that if content helps secure
even one deal, it’s well worth the effort.

As part of a recent panel on the topic of
content marketing, one participant in the
venture capital industry highlighted that
they’ll go so far as to create content with
one specific prospect in mind. He add-
ed that generally they operate under the
philosophy that the firms partners will be
“hand delivering” content to as few as two
or three prospective founders in a specific
industry. The RO, in this case, is black and
white: whether or not they’re successful in
securing an investment. This kind of hy-
per-focused approach allows the marketing

team to prioritize the topics being covered,
the messaging or views that are most likely
to resonate, and the specific call-to-action
they hope to stimulate.

Content doesn’t necessarily need to reside
at the very bottom of the sales funnel to be
effective. Even in the middle of the funnel,
content can be an effective tool in stimulat-
ing or fostering a dialogue that allows the
sales team to have more impactful conver-
sations as they descend down the funnel.
With one client, for instance, we were able
to create content that zeroed in on a very
specific audience and need state—asset
owners who are insourcing their investment
operations. We then distributed the article
through a sponsored campaign on Linked-
In that pinpointed the specific institution-
al investors who could access the thought
leadership in their feed. Without realizing
exactly how targeted the effort was, the
targeted audience responded because the
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content spoke to a very specific scenario.
The campaign, in turn, was able to deliver a
measurable and material impact.

It’s also important to keep in mind that
even when a piece is created to address a
very specific goal, it can still ascend “up the
funnel” to catch a wider audience over time.
Once a content piece is created, for instance,
it can then be repurposed as a contributed
article in a third-party publication, pub-
lished as part of a curated quarterly newslet-
ter, or distributed widely across social media
or at conferences and events.

But to truly speak to a decisionmaker and
drive business outcomes, content marketers
should first have a sense of who they’re try-
ing to talk to in order to be effective. This is
why the focus is gravitating to the bottom
of the funnel in conceiving and publishing
thought leadership.

Ken MacFadyen is VP and Head of Content
at BackBay Communications. O
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The power of financial content

oday’s financial firms increasingly

need ways to stay on the minds of po-

tential and existing clients. With the
advertising noise now louder than ever—
atop a heavy cost—content marketing of-
fers one of the best options for financial
firms looking to make a splash.

However, many financial services firms
get tripped up at the get-go, not sure where
to start or how to create an effective pro-
gram. Having worked with many of these
firms as they've navigated the ups and
downs of a changing marketing landscape,
there are a few considerations the most suc-
cessful have in common.

Think broadly

Content marketing is a wide arena of
communications that transcends any one
medium. White papers, brochures and so-
cial media posts are often the first things
that come to mind, but there are also pro-
prietary surveys, infographics, thought
leadership videos, podcasts, email mar-
keting campaigns, digital slideshows, in-
teractive data graphs and much more. The
only thing that makes a content program
“standard” in financial services is its focus
on building brand affinity and reputation
rather than direct sales.

It's important to be clear about the role
content marketing can play. Much like a
media relations program, content market-
ing is a mid-funnel communication that
helps you stay top-of-mind among those
who already know you and gives your
leads team a natural, meaningful way to
stay front of mind until the right prospect
makes a buying decision.

Being clear and realistic about program
goals can be a challenge, especially if your
company, like many financial services
firms, is new to content marketing. In these
situations, it often helps to have an outside
voice. Does your HR team need support
with recruitment? A content marketing
program can help attract talent by engaging
existing employees as brand ambassadors.
Struggling with the program direction or
finding the time to implement your plan?
An agency partner can be critical in over-
coming these roadblocks.

Capture your knowledge

Once you've defined success, you must
figure out what you’re going to say. Many
firms perceive this as a roadblock, but al-
most all companies are already saying quite
a bit; it’s just not being captured and rede-

By Alex Stanton

ployed.

Do an audit of content you already have.
Does your company have a media relations
program? You can use both the published
stories and the interview discussion to pull
out tidbits of content. Does your company
put on an annual conference? Those slides
are filled with content gold that can be re-
purposed all year.

There are four key areas where nearly ev-
ery financial services firm is already pro-
ducing content:

Company and executives. Launching a
new product, hitting a goal milestone, at-
tending an industry conference—many
things your company does in normal
course—can be compelling content if
framed within your wider market perspec-
tive.

News and media. Insights from media
stories about your company and indepen-
dent commentary can be culled and re-
purposed for months—sometimes years—
within a content marketing program. You
can also use industry news in the same way.
Is there a story that you think would be of
interest? Share it along with a company ex-
ecutive’s take on the topic.

Customers and partners. You work hard
to give your clients your best work, and to
win more of it, you need to highlight what
you've done. Are there advice memos or
reports you've sent to a client that you can
revise to be applicable to a wider audience?
Can you showcase your expertise across
different products like case studies, pod-
casts, and e-books?

Employees. Existing staff are your best
assets in increasing recruitment and en-
hancing retention. However, decision in-
fluencers and potential clients will also
be interested in who your team members
are as people. Discussing career journeys,
highlighting volunteer programs they do
with and without the company, and finding
ways to elevate their customer successes are
all effective ways to bring this to life.

Repurposing existing commentary is
one of the reasons content marketing is so
cost-efficient: you aren’t reinventing the
wheel.

Start small

In addition to its flexibility and efficiency,
content marketing is inherently scalable,
making it ideal for firms—and their com-
pliance departments—who are just dipping
their toes into the waters of proactive com-
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munications.

One of our clients began by simply want-
ing to get more out of an annual customer
conference on which they spend a lot of
time and money. We used the conference
presentations to create well-styled white
papers and concise videos that were dis-
tributed to a select prospect list, and then
further reworked into a series of leave-be-
hinds used throughout
the year. The reach of
that original presenta-
tion was increased 100
times at a fraction of the
initial cost of creation.

Starting small is key:
you’ll want to measure
how an initial program
performs and iterate
based on the lessons
learned from that cam-
paign. As you grow the program, you may
need to tap partners like a communications
agency to drive program execution, or a de-
sign firm to enhance visuals and further the
programs’s success.

In my experience, many firms that have
initially been concerned about committing
to a content marketing effort have quickly
gotten ROI from this cost-efficient, con-
trollable communication. In 2020, we'll see
even more financial services firms expand-
ing their content programs, taking advan-
tage of their efficiency, scalability and repu-
tation-enhancing benefits.

Alex Stanton is CEO of Stanton, a commu-
nications firm with offices in New York and
California. He can be reached at astanton@
stantonprm.com. O

Alex Stanton

PR news brief
Wells Fargo banks on
Cogent Strategies

Wells Fargo has signed on Cogent Strategies, the
firm launched by former Podesta Group CEO Kimberly
Fritts, for additional Washington coverage.

It wants Cogent to handle a broad range of policy
issues impacting the banking sector.

Managing directors David Oxner, former head of
government relations at the Securities Industry & Fi-
nancial Markets Assn., and Randall Gerard, ex-Podes-
ta principal and staffer on the Senate Commerce, Sci-
ence and Transportation Committee, handle the effort.

As part of its turnaround plan, Wells Fargo tabbed
Derek Flowers, a 21-year company veteran, to head its
newly created strategic execution & operation office.

Flowers reports to interim CEO Allen Parker, who
replaced Timothy J. Sloan in March.

Wells Fargo spent $4.3M for DC lobbying during
the past year at a roster of shops that includes Ogilvy
Government Relations, Resolution Public Affairs and
Federal Street Strategies.
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A blueprint for corporate reputation

arren Buffett famously said, “It

takes 20 years to build a reputa-

tion and five minutes to ruin it”
Who am I to disagree with Mr. Buffett?
According to the Reputation Institute, in-
tangible value—including corporate rep-
utation—makes up 81 percent of market
value. This means a one-point increase in
reputation yields a 2.6 percent increase in
market cap, which translates into an aver-
age of $1 billion.

However, corporate and financial com-
municators know that if a company is going
to market now, it doesn’t have 20 years to
build its reputation. With 24/7 media, glob-
ally connected social networks and online
marketplaces, investors, influencers, cus-
tomers and employees can alter the percep-
tion of a corporate brand in the blink of an
eye.

As corporate reputation impacts valua-
tion, communicators must close the gap
between the reality of a company’s current
operational status and the perceptions of
key external stakeholders. And, the vast ar-
ray of external influences can interfere with
a company’s ability to control its narrative.
Given this, it's more important than ever
for a company to use all the tools at its dis-
posal. Where to begin?

It starts with storytelling. Financial and
corporate communicators need to build
compelling narratives rooted in data that
show an obtainable goal, all to be measured
by a roadmap that tracks a company’s prog-
ress. For all companies, financials are the
obvious—and sometimes most critical—
gauge of success. It’s fairly straightforward:
tell your stakeholders what youre going
to do: increase sales, control expenses and
grow the bottom line; execute your plan;
and then report back. Unfortunately, finan-
cials are only one metric used to measure
a company’s success and not all companies
are at the same moment in their lifecycle.

A narrative must go beyond the num-
bers. Stakeholders must understand the vi-
sion of the company; what are you trying
to achieve beyond growth. Start-ups and
early-stage companies too often default to,
“We're a disruptor in an industry that has
been stagnant for too long” Great, but what
does that truly mean? Disruption has be-
come a cliché. What are you really doing as
a company? Solving the last mile of afford-
able and efficient transportation; bringing
life-saving preventative medicine to those
most in need; providing connectivity and

By Ryan Barr

speed to rural populations? All of these are
disruptive and also showcase achievable
goals. Build a story that people can relate
to, follow and rally behind.

Now that you have your story and you
know what your audience wants to hear,
you need to reach them where they are.
Not every stakeholder is reading the same
publication, visiting the same websites or
even using the same social media channels.
Your audience is as unique as you are. You
need to understand how they consume in-
formation. Whether it's a commentary in
the Wall Street Journal or a thought lead-
ership piece in The Atlantic or a listicle on
BuzzFeed, make sure you're telling a consis-
tent story that is relevant to the outlet’s spe-
cific audience. Ensure that you employ this
approach through all your communications
channels. While the appeal of a “third-par-
ty” endorsement in earned media remains
the holy grail for many, its not the only
means of connecting and influencing key
audiences.

Developing original content provides an
opportunity to control the narrative, but it
will also allow you to showcase your corpo-
rate DNA. As mentioned, companies aren’t
solely evaluated by financials alone because
corporate culture, management credibility
and even likability are a part of intangible
value. Original content highlighting cus-
tomer success stories, community involve-
ment and corporate evolution can engage
stakeholders in ways companies never
dreamed possible 20 years ago. Go ahead,
show off your creativity and bring your sto-
ry to life. Make sure you stay true to your
brand and remain relevant in the eyes of
your key audience.

Finally, and possibly most importantly,
the role of communications isn’t solely
the responsibility of the CEO, executive
team or communications professionals.
I'm not suggesting you move the responsi-
bility from the top of the organization. That
would be ridiculous! I am, however, sug-
gesting that there needs to be a top-down
and bottom-up strategy.

The CEO and executive team remain the
primary source of information, consis-
tently conveying the corporate narrative
during every interaction including media
interviews, conferences, investor meetings,
employee townhalls and customer engage-
ment.

Additionally, employees from all levels
must be involved in the external communi-
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cations approach; theyre a company’s most
valuable asset. When they believe in a com-
pany’s vision, mission and purpose, they’ll
be brand ambassadors and help close the
gap between inaccurate external percep-
tions and internal realities. Its important
to provide employees with the training and
tools that adequately equip them to advo-
cate for a brand. They’re on the frontlines,
speaking with customers, partners and
colleagues daily. If theyre not properly
trained, they can inadvertently be the cause
of the spread of disin-
formation.

Additionally, compa-
nies must create social
media guardrails and
provide the tools for
online employee ad-
vocacy programs that
will afford their brand
the opportunity to dra-
matically increase their
reach. Not only is their
reach broader and highly relevant, the cost
to implement employee advocacy programs
is a fraction of advertising. There’s no rea-
son for your number-one asset to be side-
lined. Get them in the game.

Closing the gap that exists between per-
ception and reality is critical to preserv-
ing corporate reputation and maximizing
shareholder value. Remember to build a
narrative rooted in data and designed with
purpose; understand your audiences to en-
sure relevance and reach them where they
are; and deploy a holistic communications
approach that empowers employees to be
advocates and stand aligned with execu-
tives. Follow this blueprint and you won't
need 20 years to build your reputation.

Ryan Barr is Managing Partner at Finn
Partners and leader of its global financial
services practice. O

Ryan Barr

PR news brief
MMGY acquires NEXTFactor

MMGY Global acquired Vancouver-based travel and
tourism strategic planning agency NEXTFactor Enter-
prises Inc. Financial terms were not reported.

NEXTFactor provides strategic planning and market-
ing services for clients in the tourism and travel sector.
[t was founded in 2015 by CEQ Paul Quimet.

The agency’s name will change to MMGY Next-
Factor. Ouimet will remain at the firm as partner and
MMGY NextFactor president. While MMGY NextFac-
tor's Vancouver offices will remain for the time being,
agency staff told O'Dwyer’s that MMGY intends to
open a new office this fall to accommodate the Next-
Factor team as well as other MMGY Global brands.

NEXTFactor accounts for MMGY Global's seventh
acquisition in the last three years, the latest in an
aggressive acquisition spree borne out of a significant
equity investment the firm received in 2016 from Pen-
insula Capital Partners.
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Financial communications: thinking past day one

he traditional financial communi-

cations roadmap, particularly in the

case of M&A transactions, has always
pointed to the importance of “day one”
Communications advisors have—justifi-
ably, under the old paradigm—devoted
their energies to preparing for announce-
ment day, strategizing how communica-
tions would be orchestrated, how outreach
to stakeholders would be managed, and
above all, securing the best possible head-
line in the financial paper of record.

Media was the focus, and if a financial
communications professional obtained the
media coverage that her client hoped for,
she could head home with a feeling of a job
well done. All of that has now changed, and
companies undertaking financial transac-
tions that focus their attention solely on
announcement day risk catastrophe.

The financial crisis signaled a seismic
shift in the way companies do business
in this country in more ways than one.
But lost amidst the attention on mort-
gage-backed securities and subprime loans
was the fundamental change that took
place in the financial communications in-
dustry. In response to the 2008 financial
crisis, the federal government assumed
an activist role in the private sector that it
won't relinquish any time soon.

That's not to say antitrust regulators,
CFIUS or any other government body that
influences the M&A landscape is new, but
their influence on the successful execution
of transactions has grown exponentially.
Case in point: the average time to close an
M&A transaction has increased from 124
days in 2010 to 212 days in 2018, and some
of the most highly scrutinized transactions
take longer: Bayer-Monsanto closed after
745 days, and AT&T-Time Warner closed
after 600 days.

One need only examine the sectors driv-
ing M&A activity to understand why this
is happening. With highly regulated indus-
tries such as industrials, energy, technolo-
gy and healthcare dominating the transac-
tion landscape, announcement day is just
the first step in what may be a long process
to ensuring close. And that's what compa-
nies now look for from their communica-
tions counsel: a partner that can play a key
role in ensuring certainty to close.

What does that look like? It can depend
on the transaction, the jurisdictions in-
volved and the various regulatory con-

By David Roady

cerns, but fundamentally it looks like a
communications firm that looks beyond
the New York financial media and towards
the beltway and the broader universe of
stakeholders. In tactical terms, it means
taking a campaign approach to M&A
transactions, much like one would with is-
sues advocacy or crisis management.

Thinking about transactions as strategic
advocacy campaigns is the most effective
way to ensure that deals are consummat-
ed. This campaign must be seeded on an-
nouncement day with messages that res-
onate beyond Wall Street; there’s nothing
more challenging than attempting to walk
back day-one rhetoric that touts increased
pricing power at the expense of consumers.

This isn't to say investors should be ne-
glected, but they can't be the only focus of
a company’s communications and must be
balanced with other stakeholders who can
just as easily terminate a deal. M&A trans-
actions are fundamentally longer-term
plays for value creation. A day one stock
price jump is nice, but consistently im-
proved revenue and margins two years
down the road is nicer.

Building an advocacy campaign around
a transaction requires taking a unique ap-
proach to every client, but there are three
guiding principles that can inform a suc-
cessful communications program.

Companies and their advisors must
map their key influencers and conduct
coordinated, regular outreach to them.
This requires going a level deeper than, say,
finding lawmakers on a congressional map
that are responsible for districts touched
by a particular deal. Companies need ex-
perts who understand what those officials’
priorities are, what issues their committees
are examining, and what outside groups
might exert influence that could positively
or negatively impact a deal’s ability to close.

For example, if a company was acquir-
ing a competitor in the agricultural space,
it would need to not only communicate
with members of the House Committee on
Agriculture, but also influential industry
groups and farmers who have the willing-
ness and capability to make their voices
heard on Capitol Hill.

Companies should always look to se-
cure third-party advocates who can
speak to a transaction’s merits with an in-
dependent voice. It’s a given that a compa-
ny will support a deal it’s seeking approval
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for—but having respected opinion leaders
lend their support can be instrumental in
ensuring close. Once again, this requires
specialized expertise—to use our previous
example, communicators with deep knowl-
edge of the agricultural industry who know
the key players, know what their issues are
and can craft outreach strategies that will
effectively garner their support.

Companies need to understand that
not everyone is going
to like the transac-
tion announcement
they’'ve made, and
need to prepare to
communicate effec-
tively in the face of
opposition. This could
be anything from con-
sumer advocates to ac-
tivist shareholders and,
increasingly, the active
fund managers playing a role in shaping
M&A negotiations and creating obstacles
to closing major transactions. Being able
to plan for the known detractors and react
to the unforeseen opponents can make or
break any M&A deal.

There’s no magic bullet to ensuring that
an M&A deal is closed, particularly in our
increasingly uncertain political environ-
ment. But it’s critical to understand that
the game has changed, and that closing the
book on announcement day is only the be-
ginning of an effective financial communi-
cations strategy. Everyone likes to see their
name in the Wall Street Journal—but only
when the ink is dry on the final regulatory
approval is a communicator’s job done.

David Roady is a Senior Managing Di-
rector in the Strategic Communications seg-
ment at FTI Consulting. O

David Roady

PR news brief

London Stock Exchange invests
in Teneo

Teneo is handling the London Stock Exchange
Group as it negotiates a massive $27 billion (including
debt) deal to acquire Refinitiv financial data provider
from a consortium led by Blackstone Group.

Known for its Eikon desktop terminals, Refinitiv
would put the LSEG in competition with Bloomberg,
Intercontinental Exchange Group and CME Group.

The deal would transform the more than 300-year-
old LSE from matching up buyers & sellers of stocks
into a high-tech seller of financial information/analyt-
ics.

The LSEG released a statement July 27 “regarding
press speculation” surrounding the deal to confirm
takeover talks with Refinitiv.

An acquisition would increase LSEG's global foot-
print and deepen customer reach.
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Don’t take my word for it, listen to Bill Gates

ill Gates, one of the great technology

entrepreneurs of our time, is credited

with saying: “If I had one dollar left,
I'd spend it on PR”

Over the years of speaking to some of our
different clients, CEOs or other C-Suite
thought leaders about defensive or ag-
gressive strategic agendas and professional
servicing budgets, I would’ve loved to have
suggested, don’t take my word for it, just
listen to the advice of Bill Gates! If only it
was that easy.

Last year, our firm had the opportunity
to onboard a new clean chemistry technol-
ogy firm. Its patented innovation has the
potential to revolutionize fire science and
the massive struggle much of the Western
United States and Europe has been having
in containing wildfires.

The strategic messaging shaped for that
start-up, its CEO and earned media in
many markets across the nation, propelled
them into the arms of waiting private eq-
uity investors competing to have a piece of
the potential next “can’t miss” market inno-
vation. We all win when the client embrac-
es collaboration.

Just recently, in a call with that same CEO,
we went over their growth plans, possible
acquisitions and customer accounts that
appear to be on the runway.

The CEO recognizes that by deeply en-
gaging with and utilizing strategic commu-
nications and public relations counsel for
more than just earned media, corporate
shareholder interaction and social market-
ing, the company and its core principles get
the added eyes, ears and instincts of practi-
tioners with years of experience, as a trust-
ed sounding board.

When clients simply won't listen

I've also experienced the opposite side of
the spectrum, when the client is simply not
tuned into to taking anyone’s advice.

As a young practitioner, then at a large
agency, I accompanied the founder and
CEO of a well-known commercial brand
to federal court for his guilty plea. He had
apparently “left off the last-S for savings,’
a refrain from his well-worn TV commer-
cials, but in this case, it was for failure to
pay taxes.

The hearing and aftermath seemed to go
according to plan, until he saw a network
TV crew at the front and rear door of the
courthouse. He panicked, forgot about our

By Thomas P. Butler

prepared public statement and sprinted for
a taxi instead. He gave the news just what
they wanted: A new lead story. Instead of a
considered and serious response, cameras
captured a CEO sprinting away from them,
a caricature of a powerful man trying to
duck responsibility. His investors, franchi-
sees and corporate team regretted his ac-
tions right away.

In February, I read in Bloomberg News
about a startup delivery company whose
recent round of funding valued the com-
pany at $7.1 billion. The company was in
the news for purported wage theft, by de-
ducting and keeping tips given by custom-
er through its app, which were intended for
delivery drivers.

The company’s co-founder and CEO then
told Bloomberg, “I's unfortunate that the
activities of others have mischaracterized
what we've been doing for two years” He
then continued to defend their business
model, saying, “There was no coverage of
this (scandal) two years ago”

How could a company, with such tech-
nological promise, growing market share
potential and significant investors be so
imprudent and allow themselves to get in
such a reputational bind?

Perhaps because by May the company
continued to welcome more investors as its
valuation reached $12.6 billion. Does that
mean the company’s problem and accusers
went away?

July came and so did a star New York
Times investigative reporter, who went un-
dercover for six days as a delivery person
for this company and three of its compet-
itors, including Uber Eats and Seamless,
for a Cornell University’s School of Indus-
trial and Labor Relations experiment. The
journalist’s story confirmed and chronicled
similar wage theft, as was alleged months
earlier.

In the world of Twitter, tens of thousands
of news feeds—including those belonging
to its competitors—are now jam packed
with harmful messaging that will certainly
have an impact somewhere along the line.
Elected leaders in the cities where they
do business are now also aggressively de-
nouncing their business practices, promis-
ing investigations and legislation to man-
date tighter regulations and strict penalties.

Importance of C-Suite communications
collaboration rings true
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I'd prefer to contrast that regrettable case
study with a smart, forward-looking cli-
ent call I received this past winter while I
was away on a family vacation. My phone
rang and it was a longtime client, the Chair
and CEO of a financial firm. Her call and
questions related to something that her
company would likely not be taking action
on, Or even announcing,
until perhaps the fall
of that year, more than
six months into the fu-
ture. She respected and
valued our opinion and
thoughts.

The message to us
from the leader of the
company was, youre
a valued partner and
earned a seat at the ta-
ble, but it also served
as a fresh reminder to put on our thinking
caps, and study all of the pertinent commu-
nications matters or examine if any pitfalls
exist on the path to the company’s contin-
ued growth and success.

In many cases, the road to long-term
agency and corporate partnerships can
begin at the crisis stage. Its a time when
the actions of true communications pro-
fessionals can have tremendous value on
a company, its executive leadership or its
brand value. That goodwill should carry
forward with a results-driven approach and
sage guidance, along with continued dili-
gence and dedication.

I've been fortunate throughout my ca-
reer to have many smart and remarkable
CEO-leaders who have allowed us to be an
integral part of their team. They include the
leaders of large pension funds, corporate
shareholder activists, banks and Wall Street
firms, municipal comptrollers, serial-entre-
preneurs and—unfortunately for them—a
few corporate leaders under the duress of
litigation or corporate restructuring, who
called on us to help them navigate through
tough times.

It's my opinion the ideal client relation-
ship is one where the company brain trust
works closely and collaboratively with their
communications team leadership. And that
the CEO who can successfully recognize
and entrust their ideas and vision to the
communications team will benefit share-
holders, channel partners and customers
via a superior reputation and brand expe-
rience.

Thomas P. Butler is President of Butler As-
sociates, LLC. O

Thomas P. Butler
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The cost of being ‘woke’

s with all sectors, the role of the

communications function within

financial and professional services
has gone through a dramatic overhaul in
recent years. From the explosion of social
media to personalizing and tailoring the
way news and content is shared with cli-
ents, to implementing a content marketing
plan to tell stories in different ways, our in-
dustry has almost had to adapt to constant
adaptation.

While this has created a mountain of op-
portunities and allowed our profession to
expand its horizons and get a bigger seat
at the executive table, it has also present-
ed a flurry of challenges and landmines for
brands, one of which has dominated the
marketing and communications world this
year: the rise of purpose driven communi-
cations.

When I started my career 15 years ago,
a rule of thumb was that financial and
professional brands and their executives
avoided commenting on social issues as if
they were the plague. The downside risk
was simply too great for companies to con-
sider. “We've never done that before,” was
a common response to new ideas in an
industry that—especially back then—was
extremely slow to try new things.

And perhaps the biggest reason brands
were reluctant to be vocal on certain issues
was that consumers simply didn’t expect
them to have an opinion.

It’s almost quant to think back on it now,
but pre-social media, the relationship be-
tween consumers and brand was much
different than it is today. It was almost un-
derstood by consumers that executives at
financial institutions were focused on what
they were hired to do: grow, lead and run
successful operations. No one seemed to
care what companies felt about politics,
culture or social issues. In fact, comment-
ing on this type of story might even come
off as unusual.

How times have changed.

Over the last 10 years, the relationship
between companies and their constituents
has changed dramatically. Some of this was
driven by internal needs, as brands recog-
nized the value of their workforce and saw
that having a more human/less rigid cul-

ture helped attract and retain top talent.

Social media opened doors to a finan-
cial landscape that had previously been
almost entirely walled off to the public.
And as firms attempted to rehab their im-
age post-Financial Crisis, they adopted a
more open and engaging level of interac-
tion which grew over time and changed
consumers’ behavior and expectations.
Now, firms often get accused of trying to
hide and “no commenting” their way out
of things, which simply didn’t occur much
pre-2008.

While there’s myriad benefits to taking
a visible and vocal stance on timely social
issues today, brands need to consider a lot
of angles and avoid feeling pressured to
jump into every conversation taking place.
“Woke-washing” is being said left and right
these days, rightfully so, and youd be hard
pressed to attend an industry conference
and not overhear a discussion about the
pros and cons of this.

Through our work with clients and ob-
serving the media landscape every day,
here’s a few tips on how to navigate these
waters:

Be authentic. Consumers have extreme-
ly well-honed BS detectors and if compa-
nies are seen as jumping on a bandwagon
simply to make money, it can have disas-
trous effects on customer loyalty and fu-
ture revenue.

Don’t feel pressure to jump into every
social conversation. This ties back to au-
thenticity. Brands can’t be all things to all
people, so they don’t need to opine on ev-
ery topic that captures the public’s atten-
tion. Spreading yourself too thin can back-
fire and make people question whether you
truly care about something or if it’s just a
marketing ploy.

Think long and hard about social is-
sues you want to add your voice to and
ask yourself, “Do we deserve to be here?”
“Do we have a history we can point people
towards to show them we've cared about
this in the past?” “Does this connect back
to our DNA in a way that gives us a chance
to share our voice, or are we stretching a bit
too far here?”

Embrace internal communications.
While securing positive media cover-
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By Andrew Healy

age is a mainstay in all communications
strategies, don't overlook the power that
employees have today. A company’s work-
force today is more engaged and vocal than
ever before. As we've seen several times
this year, they’re rallying together to spark
discussions about key issues within their
companies, and in some cases are even
working with the C-suite to change certain
procedures.

A company’s work-
force is the most im-
portant thing they
have. Dont overlook
this critical audience.
Engage and listen to
them.

Many expect to see
a course correction in
purpose driven com-
munications at some
point, which —as with
a traditional market correction—is some-
thing that’s healthy and can help re-set the
stage and balance things out.

It's important to recognize that many
companies are dealing with this on the fly
for the first time, so it’s natural to see some
misses here and there, and in many cases,
companies do actually genuinely support
something that goes beyond their tradi-
tional set of topics.

But this is a sensitive area that’s only go-
ing to become more volatile as time goes
on. Consumers are adjusting their expec-
tations of what they want companies to
be and say, so it’s a dynamic that’s literally
changing by the day.

As with many of the new challenges that
have arisen in the communications space
over the last several years, companies are
experimenting, learning and adjusting
their strategy in real time, so progress is
being made. And as brands begin to recog-
nize the advantages and risks inherent with
engaging in these kinds of conversations,
they’re forcing themselves into thinking
more strategically about the best course
forward.

Andrew Healy is a co-Founding Partner at
Water & Wall Group, an integrated market-
ing and communications agency supporting
financial and professional brands. O
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Adapting to constant change

hirty years ago, when our agency was

founded, no one could tell you what

the full impact of the Internet would
be for marketers. At the time, publications
like Forbes, Fortune, Time and Life con-
ferred credibility and projected thought
leadership for industry leaders, pop culture
titans and newsmakers from around the
country and world. When a company or
brand was ready to tell its story, it thought
more in terms of campaigns focused on
how it wanted to deliver their story and less
about how people received the information.
After all, the channels were few and infor-
mation was not as easily accessible.

Today, the Internet has proven to be a
revolutionary factor in how marketers ap-
proach their jobs. The face of media has
changed, with some old-school mastheads
like the Wall Street Journal and the New
York Times managing to remain relevant
while many others have shuttered their op-
erations. Just look around and you’ll note
that names like BuzzFeed and Business
Insider have already put previous media
giants like Life and Money in the rearview.
Marketers have to imagine new ways to
reach audiences by dialing back direct mail

By Joe Anthony

campaigns and conceiving ideas like brand
takeovers of The Skimm or Morning Brew
email news bulletins. Change is constant
and the pace of that change is only accel-
erating.

What can marketers count on as they set
the table for 2020 and beyond? Here are
three truths that matter today:

Brands need to be broadcasters, not
just publishers. It seems that just as finan-
cial brands were getting into the swing of
things with content publishing and apply-
ing metrics to blog distribution, the video
content beast splashed into the picture and
made much of that content feel diminished
in relevance, if not obsolete for some con-
sumers. The ubiquity of the Internet hasn't
only caused this development but has also
forced companies to meet the demand.
Creating thoughtful video doesn’t have to
be costly or time-consuming. Nor does it
need to sacrifice quality. Some agencies,
like ours, have developed responsive video
content programs to meet audiences where
they are.

Campaigns are still relevant, but one-
offs can be just as impactful. Financial
marketers looking to engage their buying

Museum of PR unveils Harold Burson collection

arold Burson’s passion for client ser-

vice, insatiable curiosity, humility and

rock-solid values are why the Mem-
phis native is a PR legend, said Pat Ford,
ex-Vice Chairman of B-M, at the July 8 Mu-
seum of Public Relations event to honor the
98-year-old executive.

He said Burson was the “most disruptive
force in the room” and widely admired by
the 40,000 Burson-Marsteller staffers that
he employed during his career.

Jim Joseph, Global President of BCW, in-
troduced Ford and thanked Burson for his
wise counsel and support.

They spoke at the unveiling of the Muse-
um’s collection of papers and mementos of
B-M’s co-Founder.

The exhibit includes the 1953 press re-
lease announcing the launch of B-M; a can
of New Coke, which B-M introduced; per-
sonal notes from Presidents Carter through
George W. Bush; PRSAs Gold Anvil Award;
and the distinguished alumnus award from
the University of Mississippi.

Shelley Spector, founder of the Museum,
kicked off the affair that was held at the
WeWork meeting space at 85 Broad Street.
Spector profiled Burson’s career path from
stringer at the Memphis Commercial Ap-
peal to combat engineer following the inva-
sion of Normandy to covering the Nurem-
berg Trials for the American Forces Network
to creation of B-M to crisis communications
work for Tylenol and Coca-Cola.

Spector gave Burson the ultimate compli-
ment, saying he’s simply known in the pro-
fession by his first name, just like Beyonce
and Cher.

More than 100 PR students (New York
University, City College, New Jersey City
University, Syracuse University, Baruch
College) and interns (BCW, FH, Porter No-
velli, M Booth) attended the event.

Burson spent about 40 minutes fielding
questions from the audience from topics
ranging from Nuremberg to agency life.

He also took group selfies with the appre-
ciative audience members. O
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audience—whether it's composed of fi-
nancial intermediaries like advisors, or the
general consumer public—need to realize
that information-gathering is more frag-
mented than ever due to the proliferation
of venues that provide information for peo-
ple to consume. What matters more than
the efficacy of an ongoing campaign is the
individual merits of each piece of content,
communication and visual or video your
team produces in sup-
port of its products and
services. If communica-
tors and marketers fall
victim to the “more is
more” approach, with-
out concern for quality,
the overall impact of
their storytelling efforts
is likely to diminish.

Content is king and
distribution is queen,
but third-party credibility remains the
knight in shining armor for communi-
cators. There’s no longer any question that
ascendant brands need to develop content.
But getting that content into the hands of
the right audience is just as important. For
those in the financial marketing and PR
realm, the inescapable truth is that trust,
visibility and credibility remain essential
for the success of promoting a financial
institution and its products and services.
Consistent media coverage can breed fa-
miliarity for buyers and centers of influ-
ence. It can also serve to bolster your search
engine presence and provide quality, share-
able content for your social media efforts.
Most importantly, strong press recognition
lends credibility with buying audiences that
place a premium on trust. So, yes, the me-
dia landscape has shifted, but this change
hasn't undercut the influence media can
have on how your company is perceived.

As we approach the third decade of the
21st century, marketers can appreciate that
there have never been more varied and ex-
tensive opportunities to reach their intend-
ed audiences. The flipside is that the sheer
volume of messaging today’s audiences
have access to can make it more challeng-
ing for your brand to stand out. Although
content published through owned channels
can reach people who already compose
your current network, a well-defined pub-
lic relations strategy is vital to engage with
those coveted consumers who aren’t yet
part of your core audience.

Joe Anthony is President of Financial Ser-
vices at Gregory FCA, a full-service, strate-
gically integrated public relations firm head-
quartered in suburban Philadelphia. O

Joe Anthony
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The right to be wrong

witter recently announced a plan to

begin placing a notice over tweets

from high-influence political lead-
ers it believes violate its standards regard-
ing abusive behavior. On the surface, this
didn’t seem significantly different from the
motion picture industry’s rating system or
more detailed advisories posted prior to
programming on Netflix and other on-de-
mand networks. Dig a little deeper, howev-
er, and one realizes what made this protocol
particularly dangerous is the platform’s in-
tention to apply it selectively.

Initially, Twitter’s censorship policy
would apply solely to posts from political
figures with large followings. But why not
from everyone with 100,000 followers? Or
less? In other words, why not to everyone,
period? Why not to you and me?

The answer, of course, is because wed
never stand for it.

One of the most troubling aspects of Twit-
ter’s proposed policy is the regulatory door
it would open and its potential to shut out
an increasingly broader set of influencers.
If Twitter flags tweets from political figures
with at least 100,000 followers, when might
it begin doing the same to brands with large
audiences? What if someone in the back
room decided an image in your post doesn't
show enough diversity? Or your message
doesn’t provide “unique context” unavail-
able from other brands?

This is about more than just freedom of
speech. It’s really about freedom of choice.
Living in a free society should mean you
have the right to share your thoughts, no
matter how ill-informed or offensive they
might be. In short, you have the right to be
wrong—and the right to suffer the outrage
of others who disagree with or downright
despise you.

We can’t outlaw ignorance. We can’t leg-
islate kindness. All we can do is avail our-
selves of the opportunity to answer and
enlighten and actively fight back, using the
freedom and media resources afforded us.

I'm no fan of political figures—or oth-
ers—who use social media to bully those
who don’t share their opinions or ambi-
tions. But I'm a rabid fan of freedom and
the accountability that inevitably comes
with it. The proposed flagging policy by
Twitter would absolve digital bullies of that
accountability, and I believe that prospect
has played a key role in their abandonment
(or at least delay) of such a plan.

From where I sit as an entrepreneur and
marketing firm CEO, the biggest danger of

By Michael Priem

social—and other media—isn’t the public
opinion one shares out of choice, but the
private data that could be collected and
shared without our consent.

One of the biggest shifts I've seen over the
past 18 months has been the increased role
personal data now plays in the marketing
process, and the concept of data as a valu-
able “natural resource” We hear plenty of
buzzwords like AI and Big Data, but that
doesn't mean theyre being used in their
proper context. There’s an entire spectrum
of adoption to be considered within the ad-
tech, marketing and consumer segments.

When it comes to today’s data, there are
multiple “middlemen” involved. It might
be a publisher gathering data around users
consuming their content. There’s also data
collected around consumption at the ad
unit level. Then there’s site-level data based
on how we interact on a marketer’s site with
advertiser data being collected within that.
And then you have third-party Internet
data providers helping marketers figure out
how to more effectively reach new pros-
pects through data matching and look-alike
modeling.

Who owns all the customer data being
collected? Is it the consumer, who chose to
share it knowingly or otherwise? Or those
who put in the time and money and effort
to collect it?

The entire idea of multiple parties within
the supply chain all collecting and utilizing
data has created a gigantic gray area around
the rights and roles and actions and owner-
ship of different types of data.

On the matter of data privacy, I think
we've got to separate the issues of true “pri-
vacy” and “regulation” We're still very early
in the era of data usage and the portabil-
ity of data, so there’s a lot of ambiguity or
subjectivity and a lot of boundaries haven't
been clearly defined.

Because technology can move more rap-
idly than regulations, were stuck in a time
when there are a lot of missed cues, and true
leading-edge technologies are creating new
conflicts we haven’t begun to address. What
are those areas and boundaries? Where
should regulations be instituted? And can
we all be trusted to self-govern?

The biggest surprise over the past 18
months has been the evolving role con-
sumers play in marketing, and the way
their voices are being heard. As technology
advances, were seeing a different type of
advertising and a different kind of consum-
er, one much more cognizant that data is
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driving the ad impressions they see. There’s
been a consumer awakening that makes
them skeptical of how brands are utilizing
that data: “How do they know? Why am I
getting this?”

Consumers also want more control over
which data is being collected from them,
some assurance that it's being done the
right way, and more equilibrium between
what they share and what they get. Be-
cause we now perform so much of our per-
sonal consumption, product exploration
and shopping journey online, consumers
are taking a more ac-
tive role in determin-
ing what’s shared and
what's “private”

Interestingly enough,
there’s a plethora of
research that proves
customers are actual-
ly more upset by not
having their data used
properly and being
served irrelevant ad-
vertising or experiences, instead of leverag-
ing that data to provide content that actual-
ly helps enrich their online journey.

At the same time, smart digital consum-
ers also realize there’s a relationship be-
tween content and commitment, that their
personal data is the currency of the inter-
net, and if they want all that online content
without personal cost, then they’re going to
“pay” with more personal information.

In this way, consumers are casting their
vote in support or defiance of brands. The
consumer’s loyalty to or equity in a brand
is no longer measured simply in terms of
sales revenue, but also by the degree of ac-
cess our consumers choose to grant us.

So, in the end, whether were talking
about public opinion or private data, the
best approach not only comes down to a
matter of choice, but—as Modern Impact’s
Dominic Friend recently suggested in his
blog, Woke. It’s the Real Thing—also boils
down to one precious word: respect.

As long as we have respect for our au-
dience—for each other—there’s a natural
equilibrium, an effective give-and-take. If
we believe we're giving something of val-
ue, we need to feel were getting something
valuable in return. If there’s a genuine value
proposition, then there’s a healthy relation-
ship between tweeters and their followers,
between brands and their customers. Re-
spect has always been a critical part of any
successful value proposition and the most
important component to building consum-
er trust.

Michael Priem is Founder and CEO of
Modern Impact in Minneapolis. O
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BACKBAY
COMMUNICATIONS

20 Park Plaza, Suite 801

Boston, MA 02116

617/391-0790
www.backbaycommunications.com

14-16 Great Chapel Street
London, W1F 8FL
T: +44 (0) 203 475 7552

Bill Haynes, President & CEO

BackBay Communications is
an integrated public relations and
content marketing firm focused on
the financial services sector, with
special expertise in private equity,
asset management and fintech.

BackBay is known for helping
companies develop strong brands
and drive new business through
thought leadership, media rela-
tions, research and message de-
velopment and integrated mar-
keting campaigns. BackBay has
very close relationships with the
business and trade media. With
nearly 20 employees and offices
in Boston and London, BackBay
serves companies across the Unit-
ed States, Europe and elsewhere,
leveraging global partners.

BackBay takes a brand-centric,
content-driven approach to devel-
oping and executing market po-
sitioning and integrated commu-
nications programs for financial
services firms including marketing
strategy, content development, cre-
ative design, and multi-channel
distribution of company news and
perspectives to build brand aware-
ness, credibility and drive new
business for our clients.

Our services include strategic
public relations, content creation,
branding, website development,
marketing materials, videos, ad-
vertising and social media.

Our industry work and experi-
ence includes: Accounting, Adviso-
ry, Asset Management, Banks, Fi-
nancial Technology, Hedge Funds,
Impact Investing, Insurance, Legal,
Private Equity, Venture Capital and
Wealth Management.

BLISS INTEGRATED
COMMUNICATION

Member of The Worldcom Public
Relations Group

500 5th Ave., #1640
New York, NY 10110
212/840-1661

Fax: 212/840-1663
www.blissintegrated.com

Elizabeth Sosnow, Meg Wildrick,
Managing Partners

Cortney Stapleton, Partner
Michael Roth, Partner, Healthcare
Vicky Aguiar, Alexis Odesser,
Greg Hassel, Julia Mellon, Keri
Toomey, Reed Handley, Sally
Slater, SVPs

Miles Hill, Liz DeForest, VPs

To stay ahead of competitors,
financial services companies need
an agency partner with expertise,
creativity, and agility—as well as
a fierce dedication to results and
service. Bliss is built to deliver on
these needs.

Bliss Integrated Communica-
tion’s award-winning financial
services practice specializes in
breaking down complex ideas and
packaging them into integrated
communication campaigns. What
is especially unique about Bliss is
that the firm helps its clients en-
gage with their key audiences di-
rectly, as well as with the influenc-
ers and trusted partners that impact
their businesses.

We work with some of the biggest
names in asset management, insur-
ance, wealth management, banking
and private equity and have exper-
tise in reaching niche audiences,
including regulators, advisors, in-
termediaries, institutional inves-
tors, business owners, consumers,
Millennials, women, mass affluent,
and high-net-worth investors.

BOARDROOM
CONMMUNICATIONS
INC.

1776 No. Pine Island Rd., #320
Ft. Lauderdale, FL 33322
954/370-8999
donsil@boardroompr.com
www.boardroompr.com

Locations: Miami, Fort Lauderdale,
West Palm Beach, Orlando, Tampa
and Naples

Julie Talenfeld, President

Don Silver, COO

Todd Templin, Exec. VP

Jennifer Clarin, Michelle Griffith,
Laura Burns, Eric Kalis, VPs

Jeff Bradford, CEOQ of the Bradford
Group.

Boardroom  Communications
(BoardroomPR) is a full-service
public relations and integrated
marketing agency, leveraging the
skills of our staff of journalists,
PR and marketing professionals
and multimedia specialists to pro-
vide visibility across numerous
platforms. Our creative solutions
increase awareness and under-
standing, establish credibility and
ultimately improve business.

BoardroomPR  bridges tradi-
tional and new media, combining
print, television and radio media
with excellent digital expertise in
website development, social media
management and email campaigns.
We incorporate research, search
engine optimization, pay-per-click
and online reputation management
and offer branding capabilities,
consisting of logo, graphic design,
copywriting and video production.

Representative clients: Associat-
ed Builders and Contractors East
Florida, Aventura Park Square,
Cuesta Construction, City Nation-
al Bank, Development Special-
ists, Downtown Dadeland, Easton
Group, e-Builder, Edison Insurance
Co., Encore Capital Management,
Fiske & Co. CPAs, Florida’s Chil-
dren First, Florida Peninsula In-
surance Co., Florida Property and
Casualty Assn., Holocaust Docu-
mentation and Education Center,
ITPalooza, IStar Financial, JAFCO,
Keyes Company, Marina Palms
Yacht Club & Residences, Merrick
Manor, Minto Communities, Oasis
Outsourcing, Palm Beach Pops,
Plantation Walk, Pulte Group, Saint
Thomas Aquinas High School,
South Florida Technology Alli-
ance, SRF Ventures, Talenfeld Law,
Tropical Financial Credit Union,
Ultra Music Festival, Weiss Serota
Helfman Cole & Bierman.
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THE BRADFORD
GROUP

2115 Yeaman Place, #210
Nashville, TN 37206
615/515.4888
bradfordgroup.com
info@bradfordgroup.com

Jeff Bradford, CEO
Gina Gallup, EVP & COO

With decades of experience
working with both public and pri-
vate financial services companies,
financial services is a foundational
industrial specialty of the Brad-
ford Group. The agency currently
represents the largest bank head-
quartered in Tennessee, the largest
independent, trust-based wealth
management firm in the Southeast-
ern United States, the largest fintech
company in Tennessee and other fi-
nancial institutions. For these and
our other clients, we provide a wide
range of public relations and mar-
keting services, including content
creation, digital marketing, social
media and more. We understand
what it takes for financial services
companies to succeed, understand
the motivations of their custom-
ers, know how to craft marketing
strategies that are effective for this
industry and have deep contacts in
the national financial press.

BUTLER
ASSOCIATES, LLC

204 East 23rd Street

New York, NY 10010
212/685-4600
TButler@ButlerAssociates.com
www.ButlerAssociates.com

290 Harbor Dr.
Stamford, CT 06902

Thomas P. Butler, President

Winner of 2019’s prestigious
Best of the Best award from the
Public Relations Society of Ameri-
ca-N.Y., and a winner of PR News’
Agency Elite Best Public Affairs
Campaign. Butler Associates is
ranked among top agencies in the
New York media market for its
financial, professional services,
public affairs, environmental, legal
and crisis management practic-
es. Butler Associates is a research
and communications —strategy
team with a proven track record of
high-impact results.

Butler Associates campaigns
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range from victorious Fortune 50
shareholder proxy battles, legal,
crisis management and public af-
fairs campaigns, to brand building
for CEO’s and the companies they
lead. The Butler group includes
seasoned communications profes-
sionals, committed to our clients,
and delivering consistent results.
Its Litical Solutions digital division
delivers quality online engagement.

Clients Include: Alma Realty,
American Triple I Partners, Asso-
ciation of BellTel Retirees, Inc.,
Barasch McGarry P.C., City of
Mount Vernon IDA, Core Theatre
Company, Davidoff Hutcher Cit-
ron LLP, Electronic Systems &
Software, Fleet Financial, Greater
New York Automobile Dealers As-
sociation, Hooks for Heroes, Hunts
Point Cooperative Market, LaGuar-
dia Gateway Partners, Mechanical
Contractors Assn. of New York,
M-Fire Suppression, Inc., New
York Affordable Reliable Electric-
ity Alliance, New York City Fire
Pension Fund, Patriot Bank, NA,
Plaza College, ProtectSeniors.Org,
Securitas USA, Sharps Technolo-
gy, Inc., Siebert Cisneros Shank &
Co., L.L.C., Stamford Police Assn.,
Stamford Professional Fire Fighters
Assn. and Steamfitters Local 638,
New York, and Zara Realty Hold-
ings Corp.

BUTTONWOOD
COMMUNICATIONS
GROUP

205 E. 42nd St, 17th Floor
New York, NY 10017
646/766-9880
www.buttonwoodpr.com/

Justin Meise, President & Founder

Buttonwood = Communications
Group is a boutique public re-
lations, marketing and strategic
communications firm specializing
in financial services. Founded in
2015, we have had the privilege to
serve a diverse range of financial
organizations from niche players to
household names.

Buttonwood employs an inte-
grated model emphasizing the de-
velopment of strategic content to
leverage across communications
disciplines to maximize impact
and value. Our team has built an
impressive track record for de-
signing and managing successful
programs to promote products and
services and transform brands for
many B2C and B2B companies
from asset management, exchange
traded funds and brokerage to in-
vestment banking, private equity,
hedge funds, specialty financing,
mortgage and financial technology.

DUKAS LINDEN
PUBLIC RELATIONS

100 W. 26th St.
New York, NY 10001
212/704-7385
info@dIpr.com
www.dlpr.com

Richard Dukas, Chairman & CEO
Seth Linden, President.
Zach Leibowitz, Exec. VP

Dukas Linden Public Relations
(DLPR) is a communications part-
ner for leaders in finance, asset
management, professional ser-
vices, fintech and B2B technology.
We create compelling narratives
that expand our clients’ share of
voice, enhance their brand value
and—most important—engage key
audiences in a global marketplace.

Ranked #7 on O’Dwyer s list of
top financial PR firms, we’re driv-
en by a passion to deliver targeted
strategies and creative solutions
that provide measurable benefits
to clients—and help their busi-
nesses grow and succeed. Our full
suite of integrated communications
services includes: comprehensive
messaging and media relations
across multiple platforms, content
creation, media and presentation
coaching, crisis and special situa-
tions communications, online rep-
utation management and internal
communications.

DLPR’s clients include well-

Richard Dukas, Chairman and CEQ

and Seth Linden, president, Dukas
Linden Public Relations.
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Among its diverse clients, New York City based Butler Associates rep-
resents the Greater New York Automobile Dealers Association, which
owns and produces the world’s largest auto show.

known, large and middle-market
companies in key areas of finance,
including: institutional investing,
mutual funds, ETFs, wealth man-
agement, alternatives and private
equity, and investment and com-
munity banking. DLPR has proven
professional services experience
within accounting, business con-
sulting, compliance, cybersecuri-
ty, economics, risk management,
management consulting and law.
DLPR also has strong experience
in fintech and B2B technology.

DLPR has an exceptionally
strong broadcast group that, on
average, secures approximately 50
bookings per month, primarily on
CNBC, Bloomberg, Fox Business
and Yahoo! Finance.

Clients Include: ARK-Invest,
Adams Street Partners, BlueMoun-
tain Capital, Brandes Investment
Partners, Brightstar Capital Part-
ners, Brown Advisory, Crossmark
Global Investments, Eaton Part-
ners, EisnerAmper, Global X Man-
agement, JMP Group, Muddy Wa-
ters, Navigant, Neuberger Berman,
Raymond James, Robeco.

EDELMAN

250 Hudson St., 16th Floor
New York, NY 10013
212/768-0550

Fax: 212/704-0117
www.edelman.com

Edelman is a global commu-
nications firm that partners with
businesses and organizations to
evolve, promote and protect their
brands and reputations. Our 6,000
people in more than 60 offices de-
liver communications strategies
that give our clients the confidence
to lead and act with certainty, earn-
ing the trust of their stakeholders.
Since our founding in 1952, we
have remained an independent,
family-run  business. Edelman
owns specialty companies Edel-
man Intelligence (research) and
United Entertainment Group (en-
tertainment, sports, lifestyle). For
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more information please visit:
www.edelman.com

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
Managing Director

Feintuch Communications pro-
vides integrated financial commu-
nications services to public and
private companies seeking to raise
capital, burnish their image or in-
form markets.

We have a strong grasp of the
interplay between investor com-
munications and financial media
relations and counsel our clients on
how to integrate key messages for
both audiences. Our senior team
helps companies to fine-tune their
corporate story for the investment
community and their market posi-
tion and differentiation to the busi-
ness and trade press.

The firm has a particular exper-
tise in preparing for and counsel-
ing companies in crisis situations
involving the SEC, DOJ and other
types of government investigations.
We provide strategic IR services
in-house and partner with best-of-
breed providers to deliver a full IR
platform including corporate posi-
tioning, institutional and sell-side
targeting, IPO consulting and road
shows, conference call preparation,
shareholder letters, M&A advice,
speaking platforms and more. We
also help privately held companies
with registered debt to tell their sto-
ries to the financial media.

Rick Anderson, financial prac-
tice head, is a former chair of
PRSA’s financial communications

_ Continued on page
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section. The firm’s expertise is
supported by the financial ser-
vices specialists in the PR World
Alliance, an international alliance
of premier independent PR and IR
consultancies.

FINANCIAL
PROFILES, INC.

11601 Wilshire Blvd., #1920
Los Angeles, CA 90025
310/478-2700
mconlon@finprofiles.com
www.finprofiles.com

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

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

Moira Conlon, President

Financial Profiles is a strategic
communications firm that spe-
cializes in creating value in terms
of valuation, reputation, talent or
other measurable results. The firm
was founded in 2007 by a group of
recognized industry professionals
with deep knowledge of investor
relations, communications, finance
and journalism.

Financial Profiles partners with
public and private companies,
pre-IPO companies and asset man-
agement firms to provide strategic
counsel, value-based corporate
positioning and messaging, and
access to investors, analysts and
the press. The firm offers a range
of specialized services including
fully outsourced and project-based
investor relations, IPO preparation,
M&A support, corporate position-
ing and messaging, media train-
ing and media relations, and crisis
communications support.

In addition to our financial com-
munications expertise, clients of-
ten engage us for B2C communica-
tions, including brand positioning,
research, peer group analysis, me-
dia strategy, content creation and
marketing, and digital and social
media strategy.

The firm has a demonstrated re-
cord of success in leveraging best-
in-class communications to help
companies distinguish themselves,
enhance credibility, and build Wall
Street and media support that leads
to growth and access to capital.
Financial Profiles is frequently en-
gaged to execute integrated inves-
tor relations and public relations
programs.
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Rick Anderson, Senior Managing
Director and head of financial ser-
vices practice, Feintuch Communi-
cations.

A research-based, customized
and proactive approach is tak-
en with each client engagement,
nimbly applying the best talent
for each client need from a diverse
set of skills and expertise with the
goal of achieving measurable ROL
This has led to long-term client
partnerships and repeat client en-
gagements.

Client engagements include Aris-
totle Capital Management, Black-
Rock TCP Capital Corp., Byline
Bancorp, Columbia Banking Sys-
tem Inc., Cresco Labs, Crop One
Holdings, Duluth Holdings, Flex-
steel Industries, Green Thumb In-
dustries, Infrastructure and Energy
Inc., General Finance Corp., Mid-
land States Bancorp, National Assn.
of Corporate Directors, National
Assn. of Theater Owners, Oaktree
Capital, Pacific Premier Bancorp,
PPM America, Sterling Bancorp
Inc., STORE Capital, Two Harbors
Investment Corp., Victory Capital,
Western Asset Mortgage Capital
Corp., William Lyon Homes, Wil-
liam O’Neil & Co., among others.

FINN PARTNERS

301 E. 57th Street, 4th Floor
New York, NY 10022
212/715-1600

Ryan Barr, Practice Leader and
Managing Partner (NY)

This year, Finn Partners’ Global
Financial Services Practice added
industry veteran Ryan Barr as the
agency’s first global financial ser-
vices practice leader, building on the
recent acquisition of London-based
financial services firm, Moorgate
Communications. The Finn team
advises companies on strategies to
navigate today’s highly competi-
tive markets and complex regula-
tory environments. They also help
clients achieve successful business
outcomes through purposeful sto-
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rytelling and integrated communi-
cations and identify the most mean-
ingful ways for clients to engage
key audiences and inspire action. In
today’s ever-changing environment
where technological advancements
have turned every consumer, part-
ner and employee into real-time
brand advocates, Finn’s seasoned
experts understand that companies
today must engage customers and
clients in a way never before imag-
inable. Whether broadening brand
awareness, building appreciation
for clients transforming an industry
or driving adoption of new prod-
ucts and services, Finn’s Financial
Communications practice com-
bines smart data and analytics with
creative programing and flawless
tactical execution to deliver on our
agency promise—be bold, mean-
ingful and amazing for clients.

FTI CONSULTING
STRATEGIC
COMMUNICATIONS

88 Pine Street, 32nd Floor
New York, NY 10005
212/850-5600
www.fticommunications.com

Mark McCall, Global Segment
Leader

As a leading global communica-
tions consultancy with more than
30 years of experience advising
management teams and boards of
directors, FTI Strategic Communi-
cations has an extensive track re-
cord of helping clients engage with
their key stakeholders in order to
protect their freedom to operate and
advance their business interests.

Our financial communications
professionals provide an unparal-
leled combination of deep sector
expertise, local market knowledge,
and broad capabilities in M&A
communications, restructuring and
financial issues, investor relations,
corporate governance, proxy fights
and shareholder activism, corporate
reputation, digital and social me-
dia, and employee engagement. We
counsel public and private compa-
nies on a wide range of scenarios,
including transformative and bolt-
on acquisitions, friendly and hostile
takeovers, initial public offerings,
capital raises, and activism defense.
We approach each situation with a
focus on foundational message de-
velopment along with disciplined
and nimble scenario-based plan-
ning that draws on our prior expe-
rience, but is unique to the situation
at hand, to anticipate various con-
tingencies and potential outcomes,
while ensuring coordinated and
consistent communications.
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FTI Strategic Communications’
approach to financial communi-
cations is grounded in the under-
standing that every stakeholder
— including investors, analysts,
regulatory agencies, elected offi-
cials, journalists, employees, part-
ners, vendors and NGOs — must be
considered. To that end, our inte-
grated suite of services in financial
communications, corporate reputa-
tion and public affairs in all the ma-
jor markets around the world pro-
vide a holistic solution for clients
that is unmatched in the industry.

GLADSTONE
PLACE PARTNERS

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

Steven Lipin, Chairman and Chief
Executive Officer

Lauren Odell, Partner and Chief
Operating Officer

Gladstone Place Partners’ diverse
and experienced team is designed
to meet the evolving strategic com-
munications needs of leading com-
panies’ CEOs, boards of directors
and heads of communications. We
are a highly focused firm with four
core practice areas: financial com-
munications, corporate reputation
and strategic positioning, issues
management and corporate gover-
nance communications.

Clear communications and ef-
fective engagement with a wide
range of constituents are critical to
the business success and long-term
reputations of our clients. As a new
firm with decades of experience
of business, our professionals put
their collective base of knowledge
to work in helping companies and
organizations navigate complex
and sensitive matters, bringing to
bear a relentless focus on sound in-
dependent advice and best-in-class
execution. We understand the com-
plexity and super-charged nature of
today’s communications environ-
ment, which is why we have social
and digital capabilities embedded
in our DNA.

Clients seek out Gladstone Place
for counsel on a range of matters,
including mergers & acquisitions,
shareholder activism, IPOs &
spinoffs, crisis situations, strategic
positioning issues, and corporate
governance communications.

Gladstone Place strives to build
long-term, trusted relationships by
delivering the highest quality work
product, paired with uncompromis-
ing ethics, integrity and judgment.
We are a highly-focused firm, de-
termined to always be there for
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our clients’ most critical communi-
cations needs. Our work is under-
pinned by a culture of strong ethics,
professional excellence, high integ-
rity, meritocracy and diversity.

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

Joe Anthony, President, Financial
Services

Joe Hassett, SVP, Investor
Relations

Seeking a communications part-
ner that knows the ins and outs of
the financial services world? Our
team of seasoned financial ser-
vices public relations and investor
relations professionals has served
as the agency of record for more
than 300 financial industry firms
since our founding in 1990. With
a strong track record in generat-
ing A-list media coverage and ex-
ecuting innovative digital media
campaigns, there is a reason why
RIAs, asset managers, broker-deal-
ers, mutual funds, banks, insurance
carriers, FinTech companies, and
other financial firms call on us.

Our professionals understand the
street, market expectations, and
how to communicate in a highly
compelling, compliant manner that
generates interest, creates follow-
ings, and builds shareholder value.
We can identify and tell your story,
deliver it to both the buy and sell
side, introduce you to investors and
institutions as well as the financial
media that drives markets.

Media relations, Investor rela-
tions, Social media strategy, Blog-
ging and Editorial services. Content
marketing. Media training. Issues
management/crisis ~ communica-
tions. All from a firm that knows the
financial industry and the audiences
our clients are seeking to reach.

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

685 Third Ave., 2nd Floor
New York, NY 10017
646/277-1200
www.icrinc.com

Thomas Ryan, CEO
(tom.ryan@icrinc.com)
Don Duffy, President
(don.duffy@icrinc.com)
Phil Denning, Partner
(phil.denning@icrinc.com)

Established in 1998, ICR part-
ners with companies to execute

strategic ~communications and
advisory programs that achieve
business goals, build awareness
and credibility, and enhance long-
term enterprise value. The firm’s
highly-differentiated service mod-
el, which pairs capital markets
veterans with senior communica-
tions professionals, brings deep
sector knowledge and relation-
ships to more than 650 clients in
approximately 20 industries. ICR’s
healthcare practice operates under
the Westwicke brand (www.west-
wicke.com). Today, ICR is one of
the largest and most experienced
independent communications and
advisory firms in North America,
maintaining offices in New York,
Norwalk, Boston, Baltimore, San
Francisco, San Diego and Bei-
jing. ICR also advises on capi-
tal markets transactions through
ICR Capital, LLC. Learn more
at www.icrinc.com. Follow us on
Twitter at @ICRPR.

425 Madison Avenue, Suite 600
New York, NY 10017
212/888-6115
mosbacher@intermarket.com

Martin Mosbacher, President

Intermarket =~ Communications
has long been a leading indepen-
dent strategic communications

consultancy with clients in the
global financial services industry.
In fact, we’ve been one of O’Dw-
yer § top 10 Financial and Investor
Relations Consultancies for more
than 20 years. We offer clients a
combination of strategic exper-
tise and highly targeted execution
designed to generate the media
coverage and social media ampli-
fication that builds and maintains
reputation, and achieves sustained
results.

Founded in 1986, Intermar-
ket Communications works with
clients throughout the global
business community, including
investment marketplaces and ex-
changes, leading buy-side and sell-
side institutions, banks, alternative
investment providers, financial
technology and service providers,
as well as government and indus-
try 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-
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ences you need to reach.

On February 22, 2019, Inter-
market announced that it had
been acquired by Lansons, a Lon-
don-based reputation management
consultancy.

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,
global public corporations to
smaller, private enterprises across
many industries. Our profession-
als have been recognized by our
peers, the financial community and
journalists for their quality work,
strategic acumen and creative
approach to challenging issues.
The firm’s practice areas include
investor relations, corporate com-
munications, transaction commu-
nications, shareholder activism and
corporate governance, crisis com-
munications and special situations,
litigation support, restructuring
and bankruptcy, and private equity.

Joele Frank consistently ranks
among the top PR firms in an-
nounced M&A transactions, de-
fense against activist investors, and
restructuring.

470 Park Ave. South, 5th flr. North
New York, NY 10016
212/931-6100
contact@peppercomm.com
WWW.peppercomm.com

Steve Cody, CEO & Founder
Ann Barlow, Partner & President,
West Coast

Jacqueline Kolek, Partner &
General Manager, New York Office
Maggie O’Neill, Partner & Chief
Client Officer

Tara Lilien, Chief Talent Officer

Peppercomm is an award-win-
ning strategic, integrated commu-
nications and marketing agency
headquartered in New York City
with offices in San Francisco and
London. The firm combines 25
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award-winning years of expertise
serving blue chip and breakout
clients with forward-thinking new
service offerings and the freshness
of a start-up. This unique mix of
experience and energy attracts and
empowers teams with a creative
edge, drive and a passion for pro-
moting, protecting and connecting
clients in a fast-changing market-
place.

Corporate purpose has become
the buzzword of the year with
many brands taking a stand on
societal issues to drive market-
ing programs. Peppercomm’s
StandSmart is a purpose stress test
that evaluates brands’ business
practices to ensure credibility and
authenticity to stand behind their
corporate purpose. Peppercomm’s
Employee Engagement helps Chief
Human Resource Officers develop
insight-led communications pro-
grams to attract and retain talent,
ensure employees are informed
and engaged, and create workplac-
es with genuine two-way dialogue.

Visit www.peppercomm.com or
find us @Peppercomm.

950 3rd Ave., Floor 7
New York, NY 10022

Amy Binder, CEO

Joseph Fisher, Vice Chairman
David Schraeder, Executive
Managing Director

The RF|Binder Corporate &
Financial Services practice has
worked with some of the most
recognizable brands across retail
banking, asset management, bro-
kerage, mutual funds, financial
technology, insurance, profession-
al services, and private equity. Our
fully integrated communications
team works closely with the firm’s
digital and analytics practice to
develop and execute measurable
programs closely tied to business
objectives. We help organizations
with all layers of their communica-
tion programming, from narratives
and messaging, media relations,
executive  positioning, thought
leadership, and corporate social
impact programming, to imple-
menting B2B/B2C communica-
tions initiatives, including social
and digital media programming,
content campaigns, branding and
design, influencer relations, and
more. Our team brings a broad
understanding of the regulatory
and compliance issues that govern
communications around financial
service companies and products,
and take a consultative approach
with our clients.
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630 Third Ave., 9th Floor
New York, NY 10017
212/687-8080
inquiries@sardverb.com
www.sardverb.com

George Sard, Chairman & CEO
Paul Verbinnen, President

Sard Verbinnen & Co (SVC) is
a leading strategic corporate and
financial communications firm
recognized for its work in M&A,
corporate positioning and profile
raising, shareholder activism, re-
structurings, corporate governance,
public affairs, executive changes,
crisis communications, special
situations, litigation support, IPOs
and cybersecurity.

With more than 200 employees
across its eight offices in New York,
Chicago, Washington D.C., San
Francisco, Los Angeles, London,
Houston, and Hong Kong, SVC’s
highly experienced senior profes-
sionals are uniquely positioned
to provide high quality, objective
advice and execution support to
clients across a broad range of in-
dustries. SVC professionals draw
on deep experience in finance, law,
media, public affairs, corporate
governance, and investor relations.

Founded in 1992, SVC’s services
and capabilities include media re-
lations, investor relations, market
intelligence, perception studies,
brand awareness, creative digital
content production, video produc-
tion, social media and online com-
munications, customer and partner
communications, employee com-
munications and issue advocacy.

800/288-8809

www.sitrick.com

Los Angeles: 310/788-2850

New York: 212/573-6100

San Francisco: 415/369-8470
Denver: 720/904-8560
Washington, D.C.: 443/977-7215
Boston: 617/897-0326

Michael S. Sitrick, Chairman and
CEO

Sitrick and Company is not a tra-
ditional public relations firm. Our
practice has a specialized focus.
We concentrate in corporate, finan-
cial, transactional, litigation and
crisis communication. Although
best known for our work in sensi-
tive situations, we have an exten-
sive and successful practice in each
of the following areas.

Since our firm’s founding 30
years ago, we have been consis-
tently ranked among the top cri-
sis and strategic communications
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firms in the nation. The New York
Times called us “The City’s Most
Prominent Crisis Management
Firm.” Chambers & Partners this
year initiated a ranking of litigation
support firms. We were one of four
chosen to be in the highest-ranked
“Band 1” category.

The majority of the firm’s senior
executives are former editors and
reporters from news organizations
that include the Wall Street Journal,
the New York Times, Bloomberg,
Los Angeles Times, Forbes, CBS
News, ABC News and NBC News.
We also have former practicing at-
torneys and business executives.

Matter with which we have been
involved include litigation support
of all kinds; intellectual property
matters, allegations of stock ma-
nipulation, wrongful termination,
contract disputes, allegations of
fraud and fraudulent inducement,
wrongful death claims, allegations
of illegal drug use, SEC matters,
and a variety of other white-col-
lar crimes. We have also handled
criminal and civil cases against
companies and their executives
for such things as price fixing, in-
surance fraud, options backdating,
antitrust violations, race and sex
discrimination, sexual harassment,
racism and #MeToo matters. We
have a significant mergers and
acquisitions and corporate gover-
nance practice and have done ex-
tensive work combatting short sell-
ers and dealing with data breaches.
Other issues include sensitive
environmental matters, racketeer-
ing cases, family disputes, and
high-profile divorces.

880 Third Ave.

New York, NY 10022
212/366-5300

Fax: 212/366-5301
astanton@stantonprm.com
www.stantonprm.com

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

Alex Stanton, CEO

Tom Faust, Charlyn Lusk,
Managing Directors

Liam Collopy, Katrin Lieberwirth,
George Sopko, SVPs

Stanton works with a wide va-
riety of firms in financial services
and asset management helping
raise their profiles, build their repu-
tations, and grow their businesses.
Our clients range from funds and
brokerage firms to private equity,
venture capital and private credit;
and from risk management, insur-
ance, and reinsurance to a variety
of fintech and tech-enabled finan-
cial services companies. Our work
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has earned us a place on the Ob-
server Power List of financial PR
firms two years in a row.

With offices in New York and the
San Francisco Bay Area, we are a
full-service agency supporting our
clients across a variety of com-
munications disciplines including
media relations, brand messaging,
content development and market-
ing, executive visibility, thought
leadership, digital and tradition-
al marketing, reputation & crisis
management, executive counsel,
and social media. Our deep under-
standing of the financial services
world and the media covering it
allows us to position clients ef-
fectively in today’s complex envi-
ronment. Our senior professionals
spend the majority of their time
on client work, ask tough ques-
tions, challenge assumptions, and
suggest bold solutions. Flexibility,
collaboration, responsiveness, and
bureaucracy-free service are the
hallmarks of our client relation-
ships. Clients find a home at our
firm because we deliver a unique
blend of smart strategy, strong rela-
tionships, innovative thinking, and
first-class execution that produces
business-changing results.

981 Joseph Lowery Boulevard
Suite 100

Atlanta, GA 30318
404/214-0722 X106 and X105
dtrevelino@trevelinokeller.com
gkeller@trevelinokeller.com
www.trevelinokeller.com
www.groovy-studios.com

Nationally ranked in financial
services and technology industries,
along with the #2 position in Geor-
gia, Trevelino/Keller continues to
see success in both its financial
services as well as fintech markets.
Working in collaboration with the
Technology Association of Geor-
gia, Trevelino/Keller represented
the Fintech South Conference for
the second year, leveraging last
year’s momentum. Based in one
of the strongest financial services
and fintech markets in the country,
Trevelino/Keller has built a bal-
anced practice, working in peer to
peer lending, credit unions, pay-
ment processing, factoring, toke-
nization, merchant cash advances,
cyber security software and data
analytics to name a few. Repre-
senting emerging, middle market
and national brands, the agency
gravitates towards four distinct
communities—disruptive forces,
category pioneers, stealth leaders
and wonder women. Its suite of
services includes public relations,
digital/ social marketing, demand
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generation and creative services.

Having successfully solidified its
position as one of the preeminent
technology firms in the Southeast,
its financial services practice inte-
grates into the firm’s existing base
of business and consumer expe-
rience. Following one of its most
successful years, ranked among the
top 15 fastest growing firm in the
US, the firm has moved from a ser-
vice-focused to an outcome-driven
philosophy, building customized
programs around growth, value,
leadership and engagement. Own-
ing the industry’s number one re-
tention rate, having lost one staffer
to an agency in 16 years, the firm
is known for its progressive, cul-
ture-rich programs like Red with
Ted, Cooleaf Pro, Read to Lead,
Farm to T/K and YouthWorks. For
more information, visit trevelino-
keller.com.

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

Andrew Healy, Partner
Matt Kirdahy, Partner
Scott Sunshine, Partner

Water & Wall Group is an
award-winning integrated com-
munications and marketing agen-
cy specializing in earned media,
content strategy/development,
branding, design, and crisis com-
munications. Our team has helped
countless financial and profes-
sional services entities build their
brands, articulate investment in-
telligencia, ironclad their repu-
tations, navigate crises and drive
asset flows. We’ve worked with
some of the best-known brands
in the industry, and helped others
grow from emerging businesses
into household names. Our finan-
cial industry experience includes
retail/institutional asset managers,
hedge funds, private equity funds,
VC firms, ETF providers, wealth
managers, fintech companies, in-
vestment consultants and more.
And our professional services
experience extends to law and ac-
counting firms, management and
regulatory change consultants, ex-
ecutive compensation specialists
and real estate companies. We’re
as careful at selecting our clients
as they are at selecting us, and
if we work together, you can be
certain you’ll have our undivided
attention, out-of-the-box thinking
and unwavering commitment to
your success. O



YER'S RANKINGS .

VANCIAL PR & NVESTOR RELATIONS FIRMS

_ -

Firm Net Fees (2018) .- Firm Net Fees (2018)
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21. Akrete, Evanston, IL 1,153,662  46. Feintuch Communications, New York, NY 60,554
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24. 360PR+, Boston, MA 973,895  49. Landis Communications, San Francisco, CA 5,000

25. Rasky Partners, Inc., Boston, MA 781,100
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Using photography to promote summer programs

How promotional photography can raise the profile of any

educational or destination travel program.

ummer educational programs go

heavy on marketing during the fall,

winter and spring months. Adver-
tisements in newspapers and magazines,
direct mail and open house events serve
recruitment efforts and provide name rec-
ognition for a variety of experiences, in-
cluding overnight summer camps and day
camps, school-based and specialty learning
programs—such as sports, arts, music and
science—as well as destination travel pro-
grams for all ages.

With the arrival of summer comes the
decline of broad marketing. During these
summer programs, the next couple months
are the right time—actually the only time—
to observe and actively preserve the mo-
ments that can be shared when the recruit-
ment efforts begin again in 2020.

Photography—and video, to an extent—
is vital for portraying for others what they
can expect from your experience. Most
summer educational programs being run
for youth or adults are aware that they need
photography for marketing and general PR,
but are these programs using photography
effectively to promote themselves? Some
yes and others, it seems, aren’t, and a lot of
this has to do with a misunderstanding re-
garding how we, the recipients of the mes-
saging, respond to institutional promotion-
al photography.

Proper use of photography can help any
educational and activity-based program
gain more attention, propel greater visibil-
ity and reach more audiences by presenting
better visual documentation. Here are three
suggestions that can help those who direct
summer programs, as well as the commu-
nications professionals hired to promote
them.

Happy faces alone don't tell a story

People typically like to see themselves
in pictures, and so will their family and
friends. This was true before the Selfie ep-
idemic. But don't rely solely on the smil-
ing-for-the-camera shots or photos of large
groups to raise your program’s profile. Keep
these types of pictures separate from more
serious photography that actually docu-
ments the programs you offer.

Lots of faces proves you have a crowd and
implies everyone is having a great time. Yet,
if that’s what we see most frequently in your
marketing photography, we lose the details
regarding what these people are experienc-
ing. Educational programs of all seasons of-
fer an experience, and good photography is

By Judah Harris

able to share that experience with the view-
er by having them partake in the activity
they’re looking at in a photo. We need to see
what people are doing and there needs to
be variety of activity, because most educa-
tional programs do offer variety and a good
photographer can identify that, thereby
lending credibility to the program in place.

Do show us the faces of your participants
and the group you've got going. Keep in
mind, however, that photography that gets
close and involved is more gripping and
emotional. Viewers pay more attention
when they grasp a story they can relate to
and want to know more about. They’re less
interested, for instance, in someone else’s
children smiling for the camera. They want
to know which experiences you provide
that will get their child to do the same.

Where are we, exactly?

Show your space, your campus, your
physical environment. If you have a pro-
gram that houses itself in a unique historic
building, or a comfy or hi-tech classroom
space, or a natural, rustic setting that be-
longs on a postcard—or you're located any-
where enticing and different from everyday
for most people—show it to us. We might
want to visit!

Photo by Judah S. Harris

Don’t show your space only as a backdrop
in photos where people are present. That’s
certainly important for photos about peo-
ple, but a space needs to be seen on its own.
The reason is because we (photographers)
photograph spaces differently based on
whether there are people or no people in
the photo. We compose differently, use light
differently, have time to clean up certain
areas or prop if necessary. When physical
spaces can be observed on their own, the
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viewer is able to imagine themselves in the
picture. They’re free to move around with-
out distraction, and important and enticing
details emerge that the viewer can partake
in to imagine their own experience. It’s al-
ways smart to establish the setting.

Present photos as you want them seen

Have lots of photos to choose from? Edit
what you have with care and think about
how to present them. Don't give viewers ev-
erything. Edit your visual message by tak-
ing the best and most informative photo-
graphs and share those with your audience.
You can use individual
shots—or a few pho-
tos—and attach a short
story or explanation,
or you can assemble
30-60 images that tell a
fuller story of your pro-
grams or even just one
of them. Sequence this
collection of singular
images and offer them
as a photo essay, a visual presentation that
can be viewed online to grab not seconds
of attention, but full minutes of viewer im-
mersion. That’s gold in this day and age.

People reward good content with their
time. Even those with no connection to your
program will enjoy it if you share a visual
story they find informative and entertain-
ing. For them, it’s about art (the art of pho-
tographic reportage), culture, the human
experience and discovering a new place.

On your website, edit and categorize
your photo galleries carefully and feature
nicely-designed banners and graphics on
the landing pages to promote your photo
essays or videos. You can also post images
selectively on Facebook as newly-created
albums to provide a photo essay experi-
ence, or use a slideshow hosting program.
I've used Slideshare and Adobe Spark for
many of mine (see an example, the Educa-
tion Photo Essay).

If your visual presentation is special—it
needs to be—tout a photo essay to your
email list, on social media, and as a press
release to appropriate outlets. If you find
a newsworthy angle and entice with pho-
tography, you might get media coverage
during the summer months. You can use
that mention going forward and feature it
strategically in your marketing efforts in
the months ahead.

Judah S. Harris is a photographer, film-
maker, speaker and writer. He has produced
visual content for numerous educational
programs and is also a noted photo edu-
cator. 718/380-7945 or bitly.com/jsh-pho-
to-video. O

Judah Harris



The secret to being a top professional service brand

ow do top law firms, accounting firms,

management consulting firms and

executive search firms differentiate
themselves from the masses? Do they pro-
vide high quality work or become subject
matter experts? Is solving client problems
the key criteria or is it establishing strong
relationships? The answer to all of the above
is yes. Leaders find what they do that’s spe-
cial and unique that breaks them out of the
crowd to stand alone as a leader.

However, being good at the work you do is
table stakes. You also need your prospective
clients to trust you and know who you are.
Leading professional services firms develop
world-class executive visibility programs
that help their company build awareness,
establish credibility and stand out from
the crowd. Importantly, executive visibility
programs draw out individual personalities
within a leadership team, ensuring the com-
pany isn't perceived as a single robotic cor-
porate voice. Each professional should hold
a thought provoking perspective on an issue
and should look to add to the conversation.

Professional services firms aren’t selling
widgets, theyre selling intellectual fire-
power, and their ability to convey their
knowledge into positive outcomes for cli-
ents is key to generating growth and long-
term revenues. Professional services firms
can rise and fall based on the reputation of
their executives and the overall reputation
of the firm.

But where does one begin? Here are some
of the strategies and tactics that help exec-
utives and their firms identify their unique

value-add, establish credibility and create a
leadership position in their field.

Find whitespace

While it’s great to aim for media domi-
nation, you can’t be all things to all people.
Therefore, we often recommend to our cli-
ents that they start with an in-depth audit of
their competitors. Identify what your com-
petitors are doing right, what processes may
be overdone or outdated and locate the lu-
crative whitespace ripe for the taking—and
claim it!

Develop a clear point of view

If you don't have anything worth saying,
will anyone listen? Reporters are over-
worked and short on time. Therefore, when
an executive is granted time with a report-
er, he or she must be poignant and concise.
Offer an informed opinion on a nuanced
topic or provide a contrarian viewpoint in
order to ensure that the reporters return for
your expert commentary. If you offer only
a corporate line or repeat the same thesis
that everyone else is saying, reporters will
lose interest and the company will lose a
third-party endorsed touchpoint with their
client.

Develop relationships with key media

Getting prominently quoted by the media
takes more than a few press releases and a
single conversation. Leadership must enter
the fray by working towards establishing
themselves as go-to sources for reporters.
This means putting in the time to meet with
reporters on background, sharing opinions
on news of the day—even when it isn't di-
rectly tied to your business—and being

Twitter is major source for journalists

witter rules the social media roost
with most journalists, according to a
survey from Muck Rack.

While online newspapers and magazines
were still rated as the first place a majority of
journalists (59 percent) go for news, Twitter
came in second at 22 percent, far ahead of
Facebook (two percent) or the four percent
whose main source is “other social media
platforms/feeds.”

Print newspapers or news magazines were
cited by just six percent, radio by four per-
cent and broadcast/cable news by three per-
cent.

When journalists were asked which so-
cial networks were highly valuable to them,
the dominance of Twitter becomes even
more apparent. Twitter was selected by 83

percent of respondents as a top choice, and
Facebook came in a distant second with 40
percent. The only other platforms to top 20
percent were LinkedIn (26 percent) and In-
stagram (20 percent).

A sizeable portion of respondents (38 per-
cent) also said they expect to spend more
time on Twitter this year. The only other
platform to come close to that number was
Instagram, which 36 percent of respondents
said they would use more.

Most respondents also said that a compa-
ny’s social media output was an important
part of their reporting. More than a quarter
(26 percent) said that they “always” consult
a company’s social media, while 35 percent
said that they “usually” do so and 29 percent
said that they “sometimes” do. O
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By Elyse Blazey Gentile and Phil Denning

responsive and timely with all members of
the media, not just the top tier media. De-
veloping relationships with all types of re-
porters—general news, trade publications,
business press and industry blogs—is the
foundation to a robust and well-rounded
media campaign.

Amplify leadership voices

It’s not enough to be quoted in the Wall
Street Journal anymore;
you have to shout your
message from the roof-
tops. Once a profession-
al services firm is gen-
erating media coverage,
the coverage itself must
be packaged and ampli-
fied in order to reach the
company’s various audi-
ences, including clients,
employees or investors.
Conducting a study or
formulating a unique
perspective on a grow-
ing issue isnt enough
if nobody can find the
results or identify the
leader in the space.
In order to achieve its
aims, each quote in a
publication, bylined ar-
ticle or study conducted must be promoted
by a customized amplification strategy. Pro-
fessional social networks like LinkedIn are
great platforms for sharing and amplifying
your message, creating a personality and es-
tablishing credibility in your broader field.

The last ingredient is hard work. Finding a
unique space to own in a crowded market-
place, articulating a concise or unique point
of view on an issue, cultivating media rela-
tionships and leveraging multiple channels
to distribute your message simply requires
hard work.

The secret to establishing a leading profes-
sional service brand is that there’s no silver
bullet for getting to the top. There’s no one
answer. The solution requires applying an
amalgamation of various strategic initia-
tives that help build a strong executive visi-
bility program, and investing the resources
necessary for your firm to stand out from
the crowd. Careful planning, thoughtful
execution and hard work will achieve the
most successful and measurable business
outcomes.

Phil Denning is Partner and Elyse Gentile
is Vice President at ICR Inc. O

Elyse Blazey
Gentile

Phil Denning
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Doing PR for something nobody understands

ommunicating around a topic that no
one really understands begs some key
questions: what exactly is public rela-
tions? When you build a communications
strategy, what’s the endgame? And, is the
PR industry about products? I argue it isn’t.

Four months after my arrival in Berlin, I
was invited to attend Tech Open Air, one
of the city’s main tech events. The confer-
ence involved back-to-back sessions, but
was also an occasion for many start-ups to
showcase their innovations.

There was a talk on quantum physics, a
topic that’s understood by a small number
of people, despite the fact that it affects
virtually all of us. The interesting thing is
that the speaker managed to talk for half an
hour on the topic, without explaining the
technical details, and still captivated an au-
dience that didn't know what it was. Pretty
good PR, no?

How can someone sell a concept without
explaining it to an audience that doesn't
understand what it is? And yet, that’s what
happened.

Had he tried to explain the topic, he might
have taken a few hours, lost 99 percent of
his audience, and the remaining one per-
cent might still not have understood. The
same holds true for a product—promoting
a product doesn’t always require explaining
it. After all, everybody knows what a web-
site is, but how many people really under-
stand JavaScript?

A strategy on messaging, not products

Let’s begin with a spoiler—PR and com-

munications aren’t about products. Not just
because sometimes theyre too complicated
to explain, so by the time you get to the end
of your explanation, the briefing is over or
you've lost your audience. It’s also because
PR isn't simply about selling products. So,
what is it?

Its about messaging—brand messaging
to be exact. Youre working on an idea, not
a product. If you contact journalists to up-
date them on products—unless it's some-
thing ground-breaking—at best, the jour-
nalist will CC his marketing manager and
send you a media pack.

However, although PR isn’t about the
product, you're not going to exclude it from
your communications strategy. For exam-
ple, if you work with data centers, your
messaging may focus on the rise in data
quantities; but, at some point, you're going
to have to talk about the high reliability of
the data centers themselves.

What you won't want to do, is take a B2C
approach to things and assume people will
mistake your latest microprocessor for the
iPhone X. Because trust me, no one will.
The product must support the messaging,
not be the messaging.

So, products aren’t out; theyre just not
at the center. Messages are. This brings us
back to the question of how do you explain
such a product?

Explain impact to drive media relations

A successful communications strategy
will highlight the product’s impact and
wider implications, rather than just its fea-

Interpublic shuffles Hollywood PR cards

two largest PR agencies in Hollywood,
are merging, forming an agency that
will have over 500 clients in areas including
TV, film, sports, music and fashion.
PMK*BNC chairman and chief executive
officer Cindi Berger will be chairman of the
combined firm, and Roger & Cowan CEO
Mark Owens will serve as its CEO. Alan
Nierob, currently co-president at Rogers &
Cowan, will be chairman of the new agen-
cy’s entertainment division.
The agency will be part of Interpublic
Group’s Octagon sports and entertainment
network, which has offices in Los Angeles,

Rogers & Cowan and PMK*BNC, the

New York, Nashville, Miami and London.
Both PMK*BNC and Rogers & Cowan are
currently Interpublic Group companies.

In addition to representing a talent ros-
ter that includes such entertainment and
sports figures as the Rolling Stones, Denzel
Washington, Kobe Bryant and Elton John,
the merged firm will represent more than
30 brands, including McDonald’s, Micro-
soft, YouTube and Mastercard.

“With our diverse roster of creative and
brand clients, and seasoned management,
this partnership provides a remarkable
opportunity for us to take our clients and
campaigns to a new level,” said Berger. O
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By Ghislain d’Andlau

tures. Going back to my earlier example —
very few people understand HTML and Ja-
vaScript, but we all understand the impact
of the internet economy, and we all pretty
much understand how it has affected us. In
the same way, we've all seen how the app
market has developed
in recent years and
how it’s impacted our
lives, but don’t ask me
how an app actually
works.

Explaining a product
by its impact shouldn’t
be seen as a second
gear messaging strat-
egy, Or an emergency
solution when facing
a difficult audience. In fact, it's sometimes
much more efficient to proceed like this,
as it blends much easier into a storytelling
approach.

Telling a story is much easier when you
use a product’s use cases instead of an expla-
nation of the product. And, it’s also much
more efficient, as the story will be easier to
understand for your target audience.

This has been our approach when trying
to make some noise around blockchain.
When speaking to national press, no one
wanted to know about the coding it implied
and the different hashes. We managed to
make it to the headlines by leveraging case
studies and its business value.

Messaging isn't about products

So, when looking to explain something
nobody understands, don't start by explain-
ing the product. Don't even finish with the
product.

Your communications strategy shouldn’t
solely revolve around products, especially
when talking about something that people
just can't grasp, like quantum physics. You
should, instead, focus on the wider social
and industry trends your business—and its
products—have an impact on.

Concentrate on the value that your prod-
ucts add to a business sector or particular
audience. This will help you stand out from
the crowd, be understood and make a real
impact.

Ghislain dAndlau is a staffer in the Berlin
and Paris offices of B2B tech PR and commu-
nications specialist agency Red Lorry Yellow
Lorry. ©

Ghislain d’Andlau



Harold Burson heads
home to Memphis

arold Burson, 98-year-old found-

ing Chairman of Burson-Marsteller,

moved from New York to his native
Memphis on July 23.

“I have been work-
ing in New York
City—which had been
my dream as a child—
since 1946, said Bur-
son in a statement
“Working and living
here is, to my mind,
one of the greatest ex-
periences anyone can
have. I worked hard,
had a lot of luck and have benefitted from
having many wonderful colleagues and
mentors who contributed to my success.”

Eighteen months shy of his 100th birth-
day, Burson expects to “even enjoy a pace
thats just a little bit slower than that of
Manhattan”

He plans to continue a three-days-a-week
work schedule and support BCW’s Mem-
phis clients, such as FedEx and US Navy.

Donna Imperato, BCW CEO, praised
Burson as “a master of influence and true
icon” O

Lenzner to star in
MPAA's PR role

I mily Lenzner has been named Exec-

Harold Burson

utive VP-Global Communications at
the Motion Picture Assn. of America.

Based in D.C., she reports to to MPAA
CEOQO Charles Rivkin.

At AM, she led com-
munications for Atlan-
tic magazine, which
was sold to Laurene
Powell Jobs Emerson
Collective in 2017;
Quartz, which was
unloaded to Japan’s
Uzabase financial pub-
lisher in 2018; Nation-
al Journal Group and
Government Media Group.

Earlier, she was Managing Director for PA
at SKDKnickerbocker and Executive Direc-
tor of Communications for ABC News in
D.C., handling PR for “Nightline” and “This
Week with George Stephanopoulos” and
political coverage.

Lenzner succeeds Matt Bennett, who left
the MPAA for the VP-chief communica-
tions officer job at American University. O

A
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Emily Lenzner

Ogilvy picks Guldin
to lead APAC comms
at Mastercard

S arah Guldin, a ten-year Ogilvy veter-

an, is now Communications Chief for
Mastercard’s Asia-Pacific region.

Posted in Singapore since 2014, she coun-

seled Ogilvy’s Fortune 50 clients across the

10-country APAC
sector and developed
Coca-Cola’s social

media strategy.

Earlier, Guldin was
based in Beijing, over-
seeing corporate ini-
tiatives there and for
Ogilvy’s Shanghai and
Guangzhou  offices.
She worked on proj-
ects for the US Embassy, Special Olympics
and WPP.

Prior to Ogilvy, Guldin was on the World
Economic Forum’s media team. She also
did a four-year stint at Burson-Marsteller’s
Beijing office, handling global PR for 2008
Olympic sponsors including Samsung, as
well as clients such as Accenture, Lexus and
Nestle. O

Zucker named KWT
Global president

WT Global has
announced the
promotion  of

agency  co-Founder
Gabrielle Zucker to
President,  effective
immediately. Zucker
has been with agency
since 2006, previously
serving as Executive
Vice President and Global Managing Di-
rector.

Formerly known as Kwittken, KWT
Global has been a part of the MDC Partners
network since 2010.

Before coming to the agency, Zucker was
Vice President of the corporate & financial
practice at Euro RSCG Magnet.

In her new role, Zucker will be respon-
sible for agency staff leadership, business
development and operational excellence of
the agency’s wholly-owned offices in New
York, London and Toronto. She will con-
tinue to oversee a large portfolio of brands
and cross-border client relationships. All
regional managing directors will report to
her. O

Sarah Guldin

Gabrielle Zucker
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People in PR

GE, NAM vet Hillman
joins Edelman
Patrick Hillman, who handled public

affairs and issue advocacy at the Na-

tional Association of Manufacturers,
General Electric and Levick, joined Edel-
man Chicago July 15 as Executive VP in its
crisis and risk group.

Hillmann comes to Edelman from Wash-
ington, D.C. communications firm Sortie
Group, where he was co-Founder and Man-
aging Partner.

Since starting out in PR with Ketchum
in Chicago in 2010, Hillmann has guided
Fortune 500 companies in the technology,
defense, health care, energy, finance and
consumer packaged goods sectors through
high-profile  issues
and led major public
policy and crisis man-
agement initiatives.

In his new post,
Hillmann serves as
a Senior Advisor in
such areas as crisis
and risk management,
reputation recovery,
and issue advocacy. He
will also provide risk-vulnerability analysis
and audits. O

Patrick Hillman

Shipley sails from

Brunswick Group to
Kekst CNC

oe Shipley, a nine-year veteran of

Brunswick Group, has joined Kekst

CNC in London as Director in its
public affairs offering.

He will support the firm’s offices in Brus-
sels, Berlin, Paris and Stockholm with a fo-
cus on private equity and alternative assets.

At Brunswick, Shipley worked on the IPO
of Saga, restructuring of Dubai Internation-
al’s European portfolio and launch of the
High Street Fund to
back small businesses
hurt by the 2011 riots.

Earlier, he did a
three-year stint at Per-
mira, venture capital/
PE firm, and a two-
year run at now de-
funct Bell Pottinger.

Richard Campbell,
Kekst CNC Partner,
praised Shipley’s “strong relationships with
Westminister.”

Publicis Groupe owns Kekst CNC. O

Joe Shipley
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5W PUBLIC
RELATIONS

230 Park Ave., 32nd Floor
New York, NY 10169
212/999-5585

Fax: 646/328-1711
info@5wpr.com
www.5wpr.com

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

Since 2003, New York City-
based 5W Public Relations (SWPR)
has worked with widely known and
emerging brands, corporations and
high-profile individuals. Our prac-
tice areas include Consumer Prod-
ucts & Brands, Food & Beverage,
Health & Wellness, Beauty, Appar-
el & Accessories, Home & House-
wares, Travel & Hospitality, En-
tertainment & Sports, Corporate,
Technology, Public Affairs & Gov-
ernment Relations, Nonprofit, Cri-
sis Communications, Events and
Digital & Social Media. We have a
360-degree approach to PR, social
media, branding and digital mar-
keting that delivers game-changing
results to our clients.

Our 150 tenacious and creative
communications practitioners de-
velop and execute creative cam-
paigns that connect our clients
with their target audiences in mem-
orable ways. Every aspect of our
programs is designed to impact
our clients’ bottom line, bringing
leading businesses a resourceful,
bold and results-driven approach
to communication.

SWPR’s diverse roster of clients
includes Sparkling ICE, All-Clad,
It’s a 10 Haircare, jane iredale,
JetSmarter, The Trade Desk, Wen-
dy Williams and Zeta Global. Our
innovative programs have received
recognition and we have won many
awards including PR Agency of
the Year, PR Executive of the Year,
Product Launch of the Year and
Business to Business Program of
the Year.

Clients: Aerosoles, All-Clad
Metalcrafters, Ashley Stewart,
BornFree, Bowlmor AMF, Camp
Bow Wow, CheapOAir.com, Crepe
Erase, Decléor, Diono, Duane
Reade, Ethique, Empire Govern-
ment Strategies, FULLBEAUTY
Brands, Gray Line New York, Go-
Health, Hess Toy Trucks, IMUSA
USA, Indie Beauty Expo, It’s a 10
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Haircare, jane iredale, JetSmarter,
JustWorks, KRUPS, Lenda, Life-
styles Condoms, Loews Hotels,
McDonald’s, Medifast, Millen-
nium Hotels, Patina Restaurant
Group, Payoneer, Publisher’s
Clearing House, Purity Vodka,
Rowenta, RxAdvance, SAP NS2,
Servcorp, SMEG, Sparkling ICE
by Talking Rain, Spring Owl As-
set Management Storyblocks,
Sure Fit, T-Fal, The Jackie Robin-
son Foundation, The New Jersey
Chamber of Commerce, The Pee-
bles Corp., The Trade Desk, Voices
Against Brain Cancer, Wendy Wil-
liams, Inc., Zeta Global and ZICO
Coconut Water.

BACKBAY
COMMUNICATIONS

20 Park Plaza, Suite 801

Boston, MA 02116

617/391-0790
www.backbaycommunications.com

14-16 Great Chapel Street
London, W1F 8FL
T: +44 (0) 203 475 7552

Bill Haynes, President & CEO

BackBay Communications is an
integrated public relations and con-
tent marketing firm focused on the
financial and professional services
sectors, with special expertise in
private equity, asset management
and fintech.

BackBay is known for helping
companies develop strong brands
and drive new business through

Jeff Bradford, CEOQ of the Bradford
Group.
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thought leadership, media rela-
tions, research and message de-
velopment and integrated market-
ing campaigns. BackBay has very
close relationships with the busi-
ness and trade media. With nearly
20 employees and offices in Boston
and London, BackBay serves com-
panies across the United States,
Europe and elsewhere, leveraging
global partners.

BackBay takes a brand-centric,
content-driven approach to devel-
oping and executing market po-
sitioning and integrated commu-
nications programs for financial
services firms including marketing
strategy, content development, cre-
ative design, and multi-channel
distribution of company news and
perspectives to build brand aware-
ness, credibility and drive new
business for our clients.

Our services include strategic
public relations, content creation,
branding, website development,
marketing materials, videos, ad-
vertising and social media.

Our industry work and experi-
ence includes: Accounting, Advi-
sory, Asset Management, Banks,
Financial Technology, Hedge
Funds, Impact Investing, Insur-
ance, Legal, Private Equity, Ven-
ture Capital and Wealth Manage-
ment.

BLISS INTEGRATED
COMMUNICATION

Member of The Worldcom Public
Relations Group

500 5th Ave., #1640
New York, NY 10110
212/840-1661

Fax: 212/840-1663
www.blissintegrated.com

Elizabeth Sosnow, Meg Wildrick,
Managing Partners

Cortney Stapleton, Partner
Michael Roth, Partner, Healthcare
Vicky Aguiar, Alexis Odesser,
Greg Hassel, Julia Mellon, Keri
Toomey, Reed Handley, Sally
Slater, SVPs

Miles Hill, Liz DeForest, VPs

Bliss Integrated Communica-
tion’s roots in professional ser-
vices run 44 years deep. We count
among our clients some of the na-
tion’s leading consulting, law and
accounting firms, non-profits and
associations, as well as innovative
technology-enabled B2B solutions
providers. Our clients operate

ADVERTISING SECTION

across industries including retail,
manufacturing, healthcare, tech-
nology and more.

Because professional services
companies go to market on intan-
gibles (ideas, expertise, education,
advocacy, services), we create
messages that codify our clients’
unique selling propositions to help
them stay consistently visible in
the media and relentlessly valuable
to the markets they serve.

We’re energized by complex
ideas and translate them into dif-
ferentiated marketing programs
that are achievable, on-strategy and
high-impact. We treat our clients’
businesses as our own, diving deep
to build a seamless understanding
of your brand, goals and path to
growth. We are channel-agnostic,
focused foremost on helping you
attract and retain the right audi-
ences at the right time in the sales
cycle.

THE BRADFORD
GROUP

2115 Yeaman Place, #210
Nashville, TN 37206
615/515.4888
bradfordgroup.com
info@bradfordgroup.com

Jeff Bradford, CEO
Gina Gallup, EVP & COO

Because sharing knowledge is
the core function of their business,
professional services firms are
particularly well-suited to benefit
from a public relations campaign.
The professionals in these firms
are natural thought leaders with
much to say—and PR practitioners
experienced in working with pro-
fessional services firms assure that
their message is heard. The Brad-
ford Group is such a PR firm, with
decades of experience in this area,
serving clients across the nation
in the fields of law, accounting,
insurance, real estate, business
consulting and other professions.
We provide a wide range of public
relations and marketing services
for professional services firms, in-
cluding publicity, media training,
thought leadership, blogging, case
studies, white papers, SEO, social
media, event management, speak-
ing engagements and more. To get
the attention your professional ser-
vices organization deserves, get the
Bradford Group.
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Tom Butler (shown) & Butler Associates LLC were winners of the PR-

SA-New York’s “Best of the Best” campaign award at its 2019 Big Apple
awards gala. The campaign selected above hundreds of others was on
behalf of a legal firm the agency represents.

204 East 23rd Street

New York, NY 10010
212/685-4600
TButler@ButlerAssociates.com
www.ButlerAssociates.com

290 Harbor Dr.
Stamford, CT 06902

Thomas P. Butler, President

Winner of 2019’s prestigious
Best of the Best award from the
Public Relations Society of Amer-
ica-N.Y., and a winner of PR News’
Agency Elite Best Public Affairs
Campaign. Butler Associates is
ranked among top agencies in the
New York media market for its fi-
nancial, professional services, pub-
lic affairs, environmental, legal and
crisis management practices. Butler
Associates is a research and com-
munications strategy team with a
proven track record of high-impact
results.

Butler Associates campaigns
range from victorious Fortune 50
shareholder proxy battles, legal,
crisis management and public af-
fairs campaigns, to brand building
for CEO’s and the companies they
lead. The Butler group includes
seasoned communications profes-
sionals, committed to our clients,
and delivering consistent results.
Its Litical Solutions digital division
delivers quality online engagement.

Clients Include: Alma Realty,
American Triple 1 Partners, Asso-

ciation of BellTel Retirees, Inc.,
Barasch McGarry P.C., City of
Mount Vernon IDA, Core Theatre
Company, Davidoff Hutcher Cit-
ron LLP, Electronic Systems &
Software, Fleet Financial, Greater
New York Automobile Dealers As-
sociation, Hooks for Heroes, Hunts
Point Cooperative Market, LaGuar-
dia Gateway Partners, Mechanical
Contractors Assn. of New York,
M-Fire Suppression, Inc., New
York Affordable Reliable Electric-
ity Alliance, New York City Fire
Pension Fund, Patriot Bank, NA,
Plaza College, ProtectSeniors.Org,
Securitas USA, Sharps Technolo-
gy, Inc., Siebert Cisneros Shank &
Co., L.L.C., Stamford Police Assn.,
Stamford Professional Fire Fight-
ers Assn. and Steamfitters Local
638, New York, and Zara Realty
Holdings Corp.

250 Hudson St., 16th Floor
New York, NY 10013
212/768-0550

Fax: 212/704-0117
www.edelman.com

Edelman is a global communica-
tions firm that partners with busi-
nesses and organizations to evolve,
promote and protect their brands
and reputations. Our 6,000 peo-
ple in more than 60 offices deliv-
er communications strategies that
give our clients the confidence to
lead and act with certainty, earning
the trust of their stakeholders. Since
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our founding in 1952, we have re-
mained an independent, family-run
business. Edelman owns specialty
companies Edelman Intelligence
(research) and United Entertain-
ment Group (entertainment, sports,
lifestyle). For more information
please visit: www.edelman.com

245 Park Ave., 39th FI.

New York, NY 10167
212/808-4900
henry@feintuchpr.com
www.feintuchcommunications.com
www.PRWorldAlliance.com

Henry Feintuch, President
Richard Anderson, Senior
Managing Director

Seeking external support for your
professional services organization?

Feintuch Communications, an
award-winning PR firm, has ex-
tensive experience in working with
professional services organizations.
Market segments we’ve support-
ed include law firms, accounting
firms, real estate developers, mar-
ket research, advertising, branding,
digital media and media buying
companies.

We collaborate with our clients
to help differentiate and position
them; and then package the core
essence of their offerings and what
makes them a standout in their
field. Then, we develop a strategy
and smart marketing/PR campaign
to help build their brand, burnish
their thought leadership and gener-
ate leads/revenue. Tactics typically
include strategic media relations
(business, financial, trade), speak-
ing platforms, special events, social
media, association marketing and
awards/honors programs.

Need support overseas? Our
firm is an active and founding
member of PR World Alliance, an
international alliance of premier
independent communications con-
sultancies. Clients can leverage
our network to implement projects
throughout Europe, Asia, Aftrica
and South America. Our principal
is CFO of PRWA and a past pres-
ident of PRSA-NY.

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

Bob Hope, President &
Co-Founder

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

Hope-Beckham Inc. (HBI) is an
independently owned public rela-
tions firm based in Atlanta, Geor-
gia. Formed in 1994 by Paul Beck-
ham and Bob Hope, the agency has
positioned itself as one of the top
independent public relations firms
in the country. The firm has won
many awards and honors, including
top independent PR agency in nine
categories; Professional Services,
Environmental, Beauty & Fashion,
Healthcare, Food & Beverage, Fi-
nancial, Sports & Entertainment,
and Technology.

HBI is an agency driven by a
culture of insights, ideas and rela-
tionships. We help brands tell their
stories on local, regional and na-
tional levels and make meaningful
connections with customers, em-
ployees and industries.

=

Henry Feintuch, president, Feintuch Communications, presented with
2019 PRSA-NY President’'s Award by Leslie Gottlieb, chapter president
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ICR

685 Third Ave., 2nd Flr.
New York, NY 10017
646/277-1200
www.icrinc.com

Phil Denning, Partner, ICR
(Phil.Denning@icrinc.com)

ICR’s professional and business
services team brings several de-
cades of experience working with
large and midsized accounting
firms, top business advisors and
management consultancies, glob-
al law firms, talent and executive
search firms and other critical ser-
vices organizations. Our innovative
campaigns for service organiza-
tions have earned the most presti-
gious industry awards. As one of
the largest independent corporate
communications agencies in North
America, we can create teams with
the exact experience and skills
needed to achieve your business
objectives, raise your profile and
address the most challenging as-
signments.

We design thought leadership
programs that engage top influ-
encers, including top-tier media,
and feature our clients’ insights
and solutions in traditional and
digital channels. Starting with a
proprietary immersion process, we
create a road map with a best-in-
class integrated program involving
positioning, messaging, media rela-
tions, executive visibility, content,
social media, marketing, digital
communications, measurement and
more.

INFINITE GLOBAL

205 E. 42nd St., 14th Floor
New York, NY 10017
212/838-0220
www.infiniteglobal.com
www.linkedin.com/company/
infiniteglobal/
twitter.com/igc_us

Additional offices: San Francisco,
Chicago, London

Jamie Diaferia, Founder & CEO
Zach Olsen, President

For nearly two decades, Infinite
Global has been one of the world’s
largest public relations and com-
munications agencies focusing on
the professional services sector.

Our roots are in the legal indus-
try, where our unrivaled depth of
knowledge allows us to provide
counsel to the world’s largest, most
profitable and most specialized law
firms. Other professional services
firms and corporations look to our

PR, branding and content teams for
a nuanced understanding of their
businesses and how a communica-
tions strategy can best support their
goals.

Our unwavering client focus is
what sets us apart. Our approach
and success earns accolades from
our clients and peers, including
winning The National Law Jour-
nal’s “Best PR Firm” award six
years running. But the most flat-
tering honor we receive is the vote
of confidence from our clients who
retain us year after year.

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,
global public corporations to
smaller, private enterprises across
many industries. Our profession-
als have been recognized by our
peers, the financial community and
journalists for their quality work,
strategic acumen and creative
approach to challenging issues.
The firm’s practice areas include
investor relations, corporate com-
munications, transaction commu-
nications, shareholder activism and
corporate governance, crisis com-
munications and special situations,

Konnect Agency’s Executive Leadership Team

/.

Hope-Beckham Chairman & Co-Founder Paul Beckham (left) and Presi-

dent & Co-Founder Bob Hope.

litigation support, restructuring
and bankruptcy, and private equity.

Joele Frank consistently ranks
among the top PR firms in an-
nounced M&A transactions, de-
fense against activist investors, and
restructuring.

KONNECT AGENCY

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

Additional office locations: NYC,
Denver, Austin

Sabina Gault, CEO

Monica Guzman, CCO

Amanda Bialek, EVP

Carmen Hernandez, Mng. Director

Since 2009, Konnect Agency
(www.konnectagency.com)  has
been a leading provider of strate-
gic communications solutions for
clients in industries that include
franchise; food & beverage inno-
vation; pest control; lawn and pool
care; children and senior services;
as well as clients in need of fund-
ing and IPO announcement strate-
gies, thought leadership, and crisis
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communication. With a team of
40 professionals located through-
out Konnect Agency’s coast-to-
coast presence in Los Angeles,
Denver, Austin, and New York;
Konnect’s skilled communications
and marketing professionals iden-
tify brand-right PR, social/digi-
tal, content, and marketing tactics
to secure measurable results that
positively impact brand growth.
Clients include Fatburger, Dave &
Buster’s, Rentokil Steritech, The
Goddard School, Lyft, KRAVE
Jerky, Sky Zone, Mrs. Fields and
ONE Brands. Ranked as the num-
ber 1 PR agency on the /nc. 5000
list as well as an Inc. “Best Places
to Work” recipient, Konnect leads
with transparency and lives by the
results its teams produce.

PEPPERCONMM

470 Park Ave. South, 5th flr. North
New York, NY 10016
212/931-6100
contact@peppercomm.com
WWW.peppercomm.com

Steve Cody, CEO & Founder
Ann Barlow, Partner & President,
West Coast

Jacqueline Kolek, Partner &
General manager, New York Office
Maggie O’Neill, Partner & Chief
Client Officer

Tara Lilien, Chief Talent Officer

Peppercomm is an award-win-
ning strategic, integrated commu-
nications and marketing agency
headquartered in New York City
with offices in San Francisco and
London. The firm combines 25
award-winning years of expertise
serving blue chip and breakout
clients with forward-thinking new
service offerings and the freshness
of a start-up. This unique mix of
experience and energy attracts and
empowers teams with a creative

_ Continued on page
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Since 2008

Be the Voice of Your Industry, Brand or Cause

Content Creation
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Media Coaching

Professional VoiceOver Talent
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Optimization for Search

Distribution & Syndication
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PEPPERCOMM

edge, drive and a passion for pro-
moting, protecting and connecting
clients in a fast-changing market-
place.

Corporate purpose has become
the buzzword of year with many
brands taking a stand on societal is-
sues to drive marketing programs.
Peppercomm’s StandSmart is a
purpose stress test that evaluates
brands’ business practices to ensure
credibility and authenticity to stand
behind their corporate purpose.
Peppercomm’s Employee Engage-
ment helps Chief Human Resource
Officers develop insight-led com-
munications programs to attract
and retain talent, ensure employees
are informed and engaged, and cre-
ate workplaces with genuine two-
way dialogue.

Visit www.peppercomm.com or
find us @Peppercomm.

950 3rd Ave., Floor 7
New York, NY 10024
212/994-7600
www.rfbinder.com

Amy Binder, CEO

Joseph Fisher, Vice Chairman
David Schraeder, Executive
Managing Director

RF|[Binder is a fully integrated
communications agency that has
worked with some of the most
recognized brands across the spec-
trum of professional services orga-
nizations. We increase their brand
awareness, support and protect
their reputation and seek to firm-
ly establish our clients as leaders
in their respective industries. Our
team works closely with the firm’s
digital and analytics practice to de-
velop and execute measurable pro-
grams that achieve transformative
results. We help organizations with
all layers of their communication
programming, from narratives and
messaging, media relations, exec-
utive positioning, thought leader-
ship, and corporate social impact
programming, to implementing
B2B/B2C communications initia-
tives, including social and digi-
tal media programming, content
campaigns, branding and design,
influencer relations, and more. Our
team has deep expertise in design-
ing programs that align compelling
content and communications strat-
egies to support our client’s busi-
ness objectives.

-

Left-to-right: James Bourne, lvan Alexander, Allan Ripp, Roksana Slavin-

sky and John Garger of Ripp Media.

1776 Broadway, Suite 901
New York, NY 10019
212/262-7477
aripp@rippmedia.com

Allan Ripp, Principal

John Garger, Joshua Spivak,
Roksana Slavinsky, Ivan
Alexander, James Bourne,
Joshua Karlen, Senior Directors

In continuous practice since
1986, with a roster of marquee cli-
ents and high-profile assignments,
Ripp Media is an editorial-driven
boutique agency with a sophisti-
cated practice. Having represented
hedge funds, institutional inves-
tors, leading hospitality brands and
real estate developers, we have a
keen focus on legal affairs, work-
ing with many of the country’s
leading law firms.

For 2019, Ripp Media was
named one of only three US firms
to receive a Band 1 designation
among litigation PR shops ranked
by the prestigious Chambers Direc-
tory. Principal Allan Ripp was one
of only four individual advisers
nationally given Chambers’ Band 1
standing. Allan was named to Law-
dragon’s list of the country’s Top
100 legal consultants and strate-
gists in 2018 and 2019.

We regularly handle big-ticket
litigation and deal matters, along
with crisis assignments and exten-
sive thought leadership content,
and have worked on numerous
law firm mergers and lateral ac-
quisitions. Our work spans major
projects in M&A, privacy-cyber-
security, life sciences, government
affairs, Supreme Court cases, crim-
inal trials, intellectual property,
real estate, labor-employment,
white-collar, capital markets and
other areas. We excel at maximiz-
ing press coverage for our clients’
most important matters.

Our team includes former law-
yers and journalists; our writing
credits include bylines in The Wall
Street Journal, Forbes, CNN, New

York Times, Time, Newsweek, Law.
com, MarketWatch, CNBC, Reu-
ters, Street.com and other key out-
lets. Ripp is a premier destination
for top-flight content creation and
media placement among law firms
and other professional service pro-
viders.

800/288-8809

www.sitrick.com

Los Angeles: 310/788-2850

New York: 212/573-6100

San Francisco: 415/369-8470
Denver: 720/904-8560
Washington, D.C.: 443/977-7215
Boston: 617/897-0326

Michael S. Sitrick, Chairman and
CEO

Sitrick and Company is not a tra-
ditional public relations firm. Our
practice has a specialized focus.
We concentrate in corporate, finan-
cial, transactional, litigation and
crisis communication.  Although
best known for our work in sensi-
tive situations, we have an exten-
sive and successful practice in each
of the following areas.

Since our firm’s founding 30
years ago, we have been consis-
tently ranked among the top cri-
sis and strategic communications
firm in the nation. The New York
Times called us “The City’s Most
Prominent Crisis Management
Firm.” Chambers & Partners this
year initiated a ranking of litigation
support firms. We were one of four
chosen to be in the highest-ranked
“Band 1” category.

The majority of the firm’s senior
executives are former editors and
reporters from news organizations
that include the Wall Street Journal,
The New York Times, Bloomberg,
Los Angeles Times, Forbes, CBS
News, ABC News and NBC News.
We also have former practicing at-
torneys and business executives.

Matter with which we have been
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involved include litigation support
of all kinds; intellectual property
matters, allegations of stock ma-
nipulation, wrongful termination,
contract disputes, allegations of
fraud and fraudulent inducement,
wrongful death claims, allegations
of illegal drug use, SEC matters,
and a variety of other white-collar
crimes. We have also handled crim-
inal and civil cases against compa-
nies and their executives for such
things as price fixing, insurance
fraud, options backdating, antitrust
violations, race and sex discrimina-
tion, sexual harassment, racism and
#MeToo matters. We have a signif-
icant mergers and acquisitions and
corporate governance practice and
have done extensive work combat-
ting short sellers and dealing with
data breaches. Other issues include
sensitive environmental matters,
racketeering cases, family disputes,
and high-profile divorces.

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

Andrew Healy, Partner
Matt Kirdahy, Partner
Scott Sunshine, Partner

Water & Wall Group is an
award-winning integrated com-
munications and marketing agen-
cy specializing in earned media,
content strategy/development,
branding, design, and crisis com-
munications. Our team has helped
countless financial and professional
services entities build their brands,
articulate investment intelligencia,
ironclad their reputations, navigate
crises and drive asset flows. We’ve
worked with some of the best-
known brands in the industry, and
helped others grow from emerging
businesses into household names.
Our financial industry experience
includes retail/institutional asset
managers, hedge funds, private
equity funds, VC firms, ETF pro-
viders, wealth managers, fintech
companies, investment consultants
and more. And our professional
services experience extends to law
and accounting firms, management
and regulatory change consultants,
executive compensation specialists
and real estate companies. We're
as careful at selecting our clients as
they are at selecting us, and if we
work together, you can be certain
you’ll have our undivided atten-
tion, out-of-the-box thinking and
unwavering commitment to your
success. O
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Edelman, New York, NY
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Jackson Spalding, Atlanta, GA
Finn Partners, New York, NY
Greentarget Global LLC, Chicago, IL
Infinite Global, New York, NY
Prosek Partners, New York, NY
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Bliss Integrated Communication, New York, NY
rbb Communications, Miami, FL

5W Public Relations, New York, NY
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Rasky Partners, Inc., Boston, MA
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Racepoint Global, Boston, MA
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Beehive Strategic Communication, St. Paul, MN
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Hoyt Organization Inc., The, Jorrance, CA
Buchanan Public Relations, Bryn Mawr, PA
Standing Partnership, St. Louis, MO

Marketing Maven Public Relations, Camarillo, CA
WordWrite Communications LLC, Pittsburgh, PA
Butler Associates, LLC, New York, NY
Zapwater Communications, Chicago, IL

Citizen Relations, Los Angeles, CA
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Bellmont Partners, Minneapolis, MN
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History’s most media-friendly President

By Fraser Seitel

ight before the scheduled Cabinet
meeting, the press was, well, “press-
ing” the President.

“Mr. President, Mr. President, Mr. Presi-
dent,” they shrieked in unison. What they
all wanted to know
was when they
could expect deci-
sions on important
national  security
issues.

“Actually, it’s get-
ting close. So, I'll
have quite a bit to
say about that very
soon,” was the eva-
sive answer from

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

the most powerful
man in the world.
“And with that, ’'m
going to kick you

all out” Which he
did to universal
grousing.

At a subsequent
meeting with the media, the President
was asked when he would be making a
long-awaited appointment. “If I appoint
somebody, I'll let you know;” he answered
dismissively. To which one anti-Adminis-
tration reporter took the confrontation up
a notch, challenging the President on Rus-
sian sanctions in particular and criticizing
his foreign policy in general.

“Well,” responded the obviously irked
Commander in Chief, “I doubt that 'm go-
ing to have time to lay out my entire for-
eign policy doctrine. And there are actually
some complimentary pieces as well about
my foreign policy, but I'm not sure you ran
them.”

Just a snapshot of the testy relationship
between the White House press corps and
President ... Barack Obama.

Now, compare these tentative, cat-and-
mouse confrontations with this most recent
scrum that typifies the current relationship
between the media and the current White
House occupant.

Reporter: “Are you concerned you could
be called to answer on what Mr. Mueller
said today about the connection between
Wikileaks and your administration?”

Trump: “Wikileaks is a hoax, just like ev-
erything else ... It was a witch hunt, a total
witch hunt. And you saw Robert Mueller’s
statement correcting himself in the after-
noon testimony. And you know what that
correction was, and you still ask the ques-

text, The Practice of
Public Relations.

tion. And ya know, why? Because you're
fake news”

Reporter: “Are you saying his answers
weren’t generally truthful?”

Trump: “I dont know whose answers
weren't. If you look at the whole report,
some of the things he didn’t even know
about. The performance was obviously not
very good. He had a lot of problems. But
what he showed more than anything else
was that this whole thing has been three
years of embarrassment and waste of time
for our country. What else?”

Reporter: “Did your son, Donald Trump,
Jr., talk to Mueller?”

Trump: “I don’t know. Frankly, whether or
not he did wouldn’t matter to me, because
he did nothing wrong. Yeah, go ahead”

Reporter: “But he said the meeting at
Trump Plaza was questionable”

Trump: “No, he didn't say that. Again,
you're fake news, right at the top of the list
also. Let me just tell you, read his correc-
tion. If you read his correction, you'll find
out. That’s why people don’t deal with you,
‘cuz you're not an honest reporter. Next””

Welcome to the most media-friendly
President in the history of the Republic.

Oh sure, he despises the press and labels
most of them “enemies of the people” And,
of course, most of the media, openly and
defiantly, despise him right back.

But in terms of accessibility and candor
and willingness to answer every question in
any context that any reporter cares to ask,
there’s never been a more accommodating
President than Donald J. Trump.

In the more than half a century since
John E. Kennedy was President—and best
buddies with reporters like then News-
week’s D.C. bureau chief Ben Bradlee—the
relationship between the President and
the press has become more distant. Dem-
ocrats like Lyndon Johnson, Jimmy Carter
and Obama and Republicans like Richard
Nixon and the two George Bushes were
notoriously suspicious of the media. Even
presumed press darlings like Bill Clinton
and Ronald Reagan studiously kept their
distance from prying media eyes. Reagan—
the so-called “Great Communicator”—was,
in fact, a master of staged events, dealing
with print and television reporters strictly
on his own terms to his optimal benefit.

All of these Presidents used their press
secretaries to serve as a buffer and do most
of the daily heavy lifting with the media.
That’s why the best press secretaries—Larry
Speakes, Tony Snow, Ari Fleischer, Robert
Gibbs and Josh Earnest, among them—en-
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joyed great power and fame, becoming the
most powerful public relations profession-
als of their time.

But all that has changed under President
Trump. The press secretary in the Trump
Administration has become a diminished
functionary for one simple reason. Trump
requires no “buffer” with the media; he’s his
own chief spokesman.

Rather than daily press briefings or peri-
odic press conferences, Trump makes him-
self “available” virtually every time he leaves
the White House. His regular press scrums,
with Marine One helicopter looming in the
background, have become must-see TV,
rollicking reportorial slug fests, with jour-
nalists screaming out impolitic questions
and Trump answering all comers.

Meanwhile, the media’s daily agenda is set
by early morning Presidential tweets, many
of them callous, offensive and embarrassing
in their lack of decorum. The media lap up
the tweets like catnip. And thus, President
Trump regularly manages the news cycle.

For their part, the media, consumed as
most of them are with contempt for their
White House adversary, have proven little
match for the Tweeter-in-Chief. Respect for
journalists continues to decline, with the
most recent Pew Study reporting that more
than half of all Americans expressing “lit-
tle” or “no” confidence in the media and 61
percent believing “the news media ignore
important stories.”

Accordingly, one wonders how the di-
minishing reputation of the US. media
might be affected if the press focused more
on the important policies and actions of the
Trump Administration rather than on its
own unrestrained contempt for the most
media-accessible President in history. O

PR news brief
PAN picks up UK’s Capella PR

Healthcare and B2B technology agency PAN Com-
munications has acquired London’s Capella PR.

Financial terms of the deal weren't made public.

Capella provides communications for consumer and
B2B brands in tech, personal finance and retail. It was
founded in 2012 by former Brands2Life director Gareth
Thomas and Porter Novelli alum Nia Evans.

The agency will be known as PAN UK in light of the
acquisition. Thomas assumes the title of PAN UK man-
aging director while Evans takes the dual roles of vice
president and general manager.

PAN in a statement said the agencies’ compatibility
and shared experience in emerging markets as well as
an ability to widen its European foathold influenced its
decision to acquire Capella.

Boston-based PAN, which focuses on technology,
healthcare and consumer tech brands, maintains addi-
tional offices in San Francisco, Orlando and New York.



Guest Column

Time has come for a PR writer's code of conduct

By Don Bates

very profession needs codes of con-
duct to help ensure the credible per-
formance of its members. The pub-
lic relations profession has several codes
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lations at The George
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aimed at building
and sustaining
positive behavior—
the Arthur Page
Society, Interna-
tional Association
of Business Com-
municators, the PR
Council and the
Public  Relations
Society of Amer-
ica—but none of
them address how
practitioners must
write for PR and

related  business
purposes.

The  accompa-
nying  voluntary
“Public  Relations

Writer’s Code of
Conduct” was
created to fill this
gap. It reflects the
know-how of lead-
ing authorities on
writing both with-

Graduate School of in and outside the
Political Management PR and market-
(GSPM),  Washington, ing communica-
Ul tion fields. These

experts include

writing teachers, trainers, managers, con-
sultants, editors, and journalists who care
most about writing well in business, gov-
ernment, and nonprofit endeavors. Writing
is too important to the conduct of PR work
not to have a set of rules summarizing how
it should be applied.

More concretely, this code summarizes
best principles and practices for writing
strategically on behalf of clients and em-
ployers (hereinafter employer/s). It ex-
plains how writing must be done to com-
municate employer goals and actions. It
provides concrete ideas to follow. Its goal
is to improve PR writing’s quality, content,
and value. Its advice is evergreen. Its time
has come.

Make a difference, spread the word

To amplify this codes usefulness, it
should be shared among PR practitioners
in all organizations and at all levels. No one
is immune to the challenges that writing

presents regardless of their level of compe-
tence.

Actions that can be taken now

« Display the code on your PR office and
cubicle walls as a reminder to all employees
of their obligation to write well.

o Link the code from your PR agency or
department website so those you serve un-
derstand the implications of what and how
you write.

o Give the code to new and prospective
PR employees, so they understand the crit-
ical importance of writing simply, clearly,
and ethically as part of their employment.

o Use the code to train all PR employees
on how to write better in general and more
specifically for PR purposes.

o Refer to the code as context for helping
to measure individual and group perfor-
mance annually.

Practically and philosophically, how we
write reflects our personal and professional
ethics, knowledge, and experience. Also,
our desire to communicate effectively with
other people in pursuit of employer objec-
tives is in keeping with the public interest.

This PR writer’s code provides a frame-
work for achieving these ends, adding to
and amplifying the professionally approved
codes and standards of PRSA, IABC, the
PR Council, and the Arthur Page Society. It
should be part of this larger mix and part of
every practitioner’s education and training.
PR writing must be perfected, measured,
and evaluated accordingly.

PR Writer's Code of Conduct

As professional public relations writers,
we commit to applying common-sense
rules of PR writing, regardless of the forms
used or the purposes for which they are
written. These rules affect the successful
conduct of corporate government, con-
sulting and nonprofit organization (hereaf-
ter “employer/s”). They ensure PR writing
remains a powerful tool for informing,
educating and activating employers, stake-
holders and target audiences. They embody
the “Public Relations Writer’s Code of Con-
duct”

o Educate employers about what public
relations writing is and can do for them.

« Know what employers want from what
we write on their behalf.

« Understand the needs and desires of
employers and their target audiences.

o Craft words accurately to build and sus-
tain positive employer relations.

« Establish clear goals and objectives for
all writing assignments.

o Build two-way communication between
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employers, the media, their stakeholders.

« Research topics with trustworthy online
and offline sources.

o Develop PR messages that support
employer vision, mission, goals, actions,
brands.

o Write simply, clearly, directly, logically,
credibly, transparently.

» Emphasize “big news” (the big story) of
interest to employer audiences; deempha-
size self-referential text of interest only to
the employer.

o Write accurate, accountable, credible,
actionable narratives.

« Disdain jargon, hyperbole, euphemism,
gobbledygook.

« Concentrate on essential, not peripher-
al, content.

o Focus on FYA (for your action) not FYI
(for your information) in all we write.

o Never lie or mislead in what we write,
regardless of circumstances.

« Stress benefits in describing employer
products, services, programs, issues, ideas.

o Evaluate the effectiveness of how and
what we write, both in draft and final form.

o Invite, accept and appropriately apply
criticism of our writing.

 Improve our writing with continuing
study in PR workshops, courses, books.

o Adhere to preferred American journal-
istic standards for writing style and usage,
i.e., annual Associated Press Stylebook. O

PR news brief

SKDKnick stands up for fur

The Fur Information Council of America is working
with Democratic-leaning SKDKnickerbocker to fend
off a ban on the sale of new fur garments and acces-
sories in New York City.

Introduced by City Council president & potential
mayoral candidate Corey Johnson, the measure
would allow the sale of used fur garments and appar-
el repurposed from older clothing.

Johnson has called the new fur ban the “moral
thing to do.”

He faces spirited opposition from black pastors and
the Hasidic community, which oppose the fur ban on
cultural and religious grounds.

New York mayor Bill de Blasio worries about the
measure’s impact on the city's $400 million annual fur
business, which employs 1,100 people. NYC is the
country’s No. 1 fur market.

Los Angeles and San Francisco have passed fur
bans. California is considering a statewide measure.

Josh Isay, SKDKnick's managing partner and former
chief of staff to Senator Chuck Schumer, and Kerri
Lyon, managing director & New York PA President,
told O'Dwyer’s their firm is focused exclusively on the
fur action in NYC.

Mark Penn’s Stagwell Group owns SKDKnick.
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Political spending to top $6B for
2020 election

he 2019-2020 election cycle will generate about $6 billion in

paid political ad placements, according to estimates released

by market research and data analytics company Kantar Me-
dia.

Kantar’s latest election spending figures, which excludes funds
spent by PACs as well as local election spending, predicts paid
media placements endorsing candidates for U.S. federal offices
will increase 14 percent during the 2019-2020 election cycle from
the $5.25 billion spent on political ads during the 2018 midterm
elections.

These figures actually reveal a slowdown in overall political
ad spending growth, when compared to the 21 percent jump ad
spending saw during the 2018 midterms from the 2016 presiden-
tial election and its 78 percent increase from the 2014 midterm
cycle.

TV ads will reign supreme as the preferred format for political
campaign spending, taking more than half—53.3 percent—of the
total paid media placements in 2020, or about $3.2 billion.

Kantar predicts that digital channels will see significant increas-
es, accounting for about 20 percent—or $1.2 billion—of total po-
litical ad spends, now rivaling cable, which is expected to receive
about the same amount. Radio is expected to receive only 6.7 per-
cent of paid media placements, or about $400 million. O

BGR takes rise with ousted
Nissan chief

GR Government Affairs is “providing guidance and assist-

ing” Carlos Ghosn, the former head of Nissan, who was ar-

rested in Tokyo in November for allegedly under-reporting
millions of dollars of income at Nissan and using company funds
for personal expenses.

Ghosn categorically denies those charges.

The 65-year-old auto-titan, who was arrested after getting off a
private jet in Tokyo, served more than 100 days in the slammer
and is currently out on bail.

He filed a breach of contract against Nissan and joint venture
partner Mitsubishi Motors in the Netherlands on July 17, alleg-
ing that he was unjustly terminated and seeking $13.4 million in
damages.

Ghosn’s contract was with the Holland-headquartered subsidi-
ary of the Japanese companies.

BGR’s Haley Barbour, former Mississippi Governor and Repub-
lican National Committee chairman, and Lanny Griffith, a key
player in the Bush I White House, are helping Ghosn resolve his
international legal issues. O

NRA vet targets PA, crisis
management

hris Cox, who was Executive Director of the National Rifle
Association for 17 years before exiting the organization in
June, has launched his own consulting firm, Capitol 6 Ad-
visors.
Cox says that the new firm “will provide long-range strategic
public policy and public affairs consulting, crisis management
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and brand positioning for companies and organizations with
complex problems.”

The firm’s name refers to the military term
“watch your six,” which means to keep aware
of what’s going on outside your field of vision.

Cox resigned his post at the NRA after
having been suspended by the organization
because of charges that he participated in an
attempt to oust the organization’s chief execu-
tive, Wayne LaPierre. He has called those alle-
gations “offensive and patently false”

Jennifer Baker, part of Cox’s “inner circle”
and director of public affairs for the Nation-
al Rifle Assn’s Institute for Legislative Action lobbying wing and
spokesperson for the gun group, left the troubled organization
soon thereafter.

A statement on the Capitol 6 website says that the firm will work
with corporate clients, associations, candidates and nonprofits.

“Ive built teams that could not be beaten in Washington,” Cox
said in a Tweet announcing the launch. “Cap6 will be no differ-
ent” O

Chris Cox

Fox adds ex-White House press
aide Shah

aj Shah, who served as Deputy Press Secretary to President
Trump before exiting this January to lead
the media group at Ballard Partners, has
come on board at Fox Corp. as a Senior Vice
President.

Shah will join former White House Commu-
nications Director Hope Hicks, who is Chief
Communications Officer and Executive Vice
President at Fox.

While working for Trump, Shah made ap-
pearances on Fox News in which he criticized
Hillary Clinton and countered statements
about the president, such as Stormy Daniels’
claims that she had an affair with Trump.

Before his time at the White House, Shah was research director
and deputy communications director at the Republican National
Committee. He also served as managing director at America Ris-
ing, a political action committee that produces opposition research
on Democratic Party members.

In his new post, Shah will report to Fox Chief Legal and Policy
Officer Viet Dinh. O

Raj Shah



Ballard takes Qatar trafficking

allard Partners is working with Qatar, which is under a block-
ade by Saudi Arabia and its Arab allies, to provide guidance
and counsel on matters regarding human trafficking.

The State Dept’s “2019 Trafficking in Persons Report” released
June 20 concluded that Qatar “does not fully meet the minimum
standards for the elimination of trafficking but is making signifi-
cant efforts to do so”

Unskilled male and female workers from Pakistan, Nepal, Ban-
gladesh, Sudan, Nigeria, Kenya, Uganda, Philippines, Indonesia
and Sri Lanka, who migrate to Qatar looking for work “comprise
the largest group at risk of trafficking, while domestic workers re-
main the most vulnerable,” according to the report.

The firm of Brian Ballard, who headed Donald Trump’s fund-
raising drive in Florida during the 2016 campaign, amended its
$50,000 contract signed a year ago to include the anti-trafficking
agenda.

The monthly fee of the revamped pact was upped to $115,000
per-month through June 20, 2020.

Ballard’s Jamie Rubin, former Assistant Secretary of State for PA
in Bill Clinton’s White House, and Pam Bondi, who was Florida’s
Attorney General, are listed as the “designated key personnel” on
the agreement with Qatar’s DC embassy.

The pact prohibits Ballard from representing any other state in
the Middle East/North Africa region for a year following the ter-
mination of the agreement with Qatar. O

Teneo takes $2.1M for Saudi city

eneo Strategies has inked a $2.1 million six-month pact to
promote the narrative and messaging for construction of
Neom, the $500 billion mega-city, a pet project of Saudi
Crown Prince Mohammed bin Salman, to diversify the Kingdom’s
economic base.
Steve Lipin’s Gladstone Place Partners dropped Neom in October

FARA News

International PR News

2018 following the murder and dismemberment of Saudi dissident
and Washington Post columnist Jamal Khashoggi by a Saudi hit
squad.

Doug Band, Teneo President and co-Founder, and Richard Pow-
ell, Vice Chairman, handle the account.

Band was a counselor to President Clinton and creator of the
Clinton Global Initiative, while Powell was Chief Communications
Officer at Bloomberg LP and COO of Burson-Marsteller.

For Neom, they will create “customized value propositions for
investors and partners,” work with its marketing team to “develop
materials and engagement opportunities for effective communica-
tions that will build awareness and confidence” in the project and
deliver a “crisis management playbook with detailed protocols for
responding to crises, content and messaging and monitoring and
tracking mechanisms,” according to Teneo’s agreement. O

Crossroads works China railroad

rossroads Strategies represents China’s CRRC North Amer-
ica, a unit of the world’s largest maker of railroad cars, as it
seeks to fend off moves to ban it from U.S. contracts.

U.S. lawmakers fear that CRRC, which has lucrative contracts to
make subway cars for transit systems in Los Angeles, Philadelphia,
Chicago and Boston, poses a security threat to America’s infra-
structure.

Crossroads handles issues for CRRC, a Chinese state-owned en-
tity supervised by Assets Supervision and Administration Com-
mission of the State Council, regarding funding for capital grant
programs and transportation.

The firm’s consulting agreement calls for a $15,000 monthly re-
tainer through May 1, 2020.

Crossroads Senior Partner Wally Burnett (Aide to Republican
Senators Ted Stevens and Richard Shelby as Staff Director of the
Transportation & Related-Agencies subcommittee) and consultant
John Cline (one-time director of Congressional affairs at the Dept.
of Transportation and COO of the Massachusetts Bay Transporta-
tion Authority) handle the China Railway & Rolling Stock work. O

(® NEW FOREIGN AGENTS REGISTRATION ACT FILINGS

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.

Daniel J. Edelman, Inc., Chicago, IL, registered Jul. 12, 2019 for Minderoo Foundation, Dalkeith WA, Australia, regarding launch of the organization’s
latest report on modern day slavery, detailing steps that governments can take to reduce slavery.

Clout Public Affairs, LLC, Washington, D.C, registered Jul. 22, 2019 for Republic of Cameroon, Yaounde, Cameroon, regarding professional PR
services to promote the client’s favorable image, including placement of targeted op-eds in conservative-oriented outlets.

APCO Worldwide LLC, Washington, D.C., registered Jul. 3, 2019 for Thanathorn Juangroongruangkit, Bangkok, Thailand, regarding fostering better
awareness in the US of the political and social landscape in Thailand. Mr. Juangroongruangkit is a Member of Parliament in the Thailand House of Rep-
resentatives and the leader of the Future Forward Party.

Lobbying News

gllly NEW LOBBYING DISCLOSURE ACT FILINGS

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.

Cornerstone Government Affairs, Inc., Washington, D.C, registered Jul. 15, 2019, for General Dynamics Information Technology, Falls Church, VA,
regarding IT program management and policy related issues.

Cypress Advocacy, LLC, Washington, D.C., registered Jul. 15, 2019 Zero Abuse Project, St. Paul, MN, regarding reauthorization of Child Abuse
Prevention and Training Act.

Cozen O’Connor Public Strategies, Washington, D.C., registered Jul. 15, 2019 for USA Rare Earth, LLC, New York, NY, regarding domestic sourcing
of rare earth minerals and dependence on foreign sources for rare earth minerals.

Navigators Global, Washington, D.C., registered Jul. 15, 2019 for Nokia of America Corporation, Washington, D.C., regarding issues relating to
telecommunications, mobile communications, network solutions, intelligence, and security matters.

WWW.ODWYERPR.COM | AUGUST2019 DDwyers 49



List your firm in PR’s No. 1 online database

O’Dwyer’s has been linking clients and PR firms for 48 years. This will
be the best money you'll ever spend for marketing.

Public Relations Firms Database

000

Alphabetical Index | Geographical Index | Specialty Index

j public relations

J Public Relations

530 7th Ave, 2502 New York NY 10018
212/924-3600
letstalk@jpublicrelationscom
vrwrwejpublicrelations.com
Employees: 65. Founded: 2005.

Agency Statement: J Public Relations (JPR} is an internaticnal luxury PR and
social media agency specializing in hospitality, travel and luxury lifestyle
brands with offices in New York City, London. Los Angeles and 5an Diego. JFR
is a trusted leader in media relations and brand strategy. trend forecasting.
brand partnerships, influencer relations, social media strategy and
unparalleled media placements worldwide.

Established in 2005, the award-winning agency has consistently risen to
become the country’s fastest growing, bi-coastal agency in the travel and

hospitality spaces. JPR's global roster includes more than 125 hotels in the US.

Canada. Mexico. Caribbean. Dubai. Europe. New Zealand. Asia and more. JPR
steadily garners and retains notable clients including Relais & Chiteaux.
Jumeirah Hotels & Resorts, Vail Resorts Hospitality, Grace Hotels,
InterContinental Los Angeles Downtown, Newport Beach & Company, Four
Seasons Lanai and 15 Ritz-Carlton Hotels & Resorts.

JPR is listed or: the Observer’s annual "PR Power 50" as one of the country's
most powerful FR firms. The agency also garnered Top Flaces to Work® by PR
News and “Agency of the Year” by Bulidog Reporter in addition to multiple
trade and consumer awards for company culture and brand success.

Jamie Sigler O'Grady, Sarah Evans, partners
Locations:

New York
530 7th Ave. 2502, New York NY 10018
212/924-3600

San Diego
2341 Fifth Ave. San Diego, CA 92101
619/255-7089

Los Angeles
429 Santa Monica Blvd.. #2280, Santa Monica. CA 90401
310/722+7066

London
14 Gray's Inn Rd.. 3063, London, WC1X, 8HN, UK
(o11) 44 (20) 38905838

Sampling of highlighted clients:

Adare Manor, Ireland

Adventures by Disney (project work)

Aulani, a Disney Spa & Resort (project work)
Chateau du Grand-Luce, France

Chewton Glen, UK

Cliveden House, UK

Discover Baja California

Four Seasons Resort Lanai

Colden Oak Development by Walt Disney World Resort
Grace Hotels

Grand Hotel Tremezzo, Lake Como

Gurney's Resorts - Montauk & Newport
Helena Bay. New Zealand

Hotel del Coronado

InterContinental Los Angeles Downtown
InterContinental Washington DC - The Wharf
Jumeirah Hotels & Resorts

Newport Beach & Company

Rancho La Puerta

Ranche Valencia Resort & Spa

Regent Seven Seas Crulses (project work)
Relais & Chiteaux

The Palms and The Shore Club, Turks & Caicos
The Private Suiteat LAX

The Resort at Pedregal

The Ritz-Carlton Hotels (15 properties)

Vail Resorts Hospitality

Vail Mountain Resorts

Jamie Sigler O'Grady & Sarah Evans,
partners

$300 enhanced listing includes your logo and up
to 75 words describing your unigue background
and services.

Plus, you can add pictures of execs, work done
for clients and even embed a video greeting for
those viewing your page on odwyerpr.com, visited
60,000 times per month.

Our database is broken down geographically
(including your branch offices) and by 23

specialties such as healthcare, social media,
foad, technology, beauty, travel and finance.

For $300 you get: Value

Logo and agency statement in the $300
“Find the Right PR Firm” section

of odwyerpr.com. Check out some

of the current entries as a guide to

preparing your own.

One year of access to odwyerpr.com. $295
Stay on top of the latest industry

news, professional developments and
commentary from our editors as well

as many outside contributors. Get a

leg up on the competition by consult-

ing our exclusive listing of new RFPs.

One-year subscription to 0'Dwyer's $60
magazine, now in its 32nd year. Each

issue covers not only current topics

and stories, but focuses on one of

the PR specialties such as health-

care, food, technology or finance.

PR firms are invited to profile their

special practices in each issue.

2018 O'Dwyer's Directory of PR $95
Firms, the only printed directory of
its kind!

Total Value $750

Submit online at odwpr.us/list-your-firm
or contact Melissa Werbel, Director of Research, 646/843-2082, melissa@odwyerpr.com



O’Dwyer’'s CAREER CENTER at
jobs.odwyerpr.com

JOB SEEKERS,
YOUR NEXT
PUBLIC RELATIONS
CAREER OPPORTUNITY
COULD BE CLOSER
THAN YOU THINK. 4

JOB SEEKER BENEFITS

P Access to high quality, relevant job postings. No more wading through
postings that aren’t applicable to your expertise.
P Personalized job alerts notify you of relevant job opportunities. " .
P Career management—you have complete control over your passive or D Dwer s
active job search. Upload multiple resumes and cover letters, add notes
on employers or communicate anonymously with employers. jobs.odwyerpr.com
»  Anonymous resume bank protects your confidential information. Your
resume will be displayed for employers to view EXCEPT your identity
and contact information, which will remain confidential until you are
ready to reveal it.
P Value-added benefits of career coaching, resume services, education/
training, articles and advice, resume critique, resume writing and career
assessment test services.

jobs.odwyerpr.com




WHEN EVERYTHING IS ON THE LINE
WHO DO YOU WANT
REPRESENTING YOU?

“The City’s Most Prominent Crisis-Management Firm.” - New York Times

“The crew from the television magazine is banging on your door. You can have the security
guard throw them out and know they’ll trash you. Or you can sit down with them and figure
that out of the hour you give them, they’ll use only 40 seconds on air. And those 40 seconds
will make you look very guilty. Better solution, call Mike Sitrick.” - Forbes Magazine

“The Winston Wolf of public relations had arrived. Wolf, you will recall, was the fixer in Puip
Fiction. Played by Harvey Keitel, he washed away assassins’ splatter and gore. Sitrick cleans
up the messes of companies, celebrities and others, and he’s a strategist who isn’t averse to
treating PR as combat."—Fortune Magazine

“Now (they) have hired Michael Sitrick, whose Los Angeles (based) public relations firm is
known for going atomic on opponents, using “truth squads,” “wheel-of-pain” tactics and high
profile journalists (to write profiles... That’s unbelievable (said the head of the PR firm for the

opposing entity). This is the heavy artillery” - Business Week

TechCrunch: “When it comes to handling crisis situations in particular, Sitrick is as well
regarded as they come.” “We've been in a tricky position a number of times and the thinking
(in Silicon Valley) has historically been to ignore reporters, says one Bay Area tech founder.
“Sitrick takes the opposite approach. You're made to get into the trenches and engage.”

“You cannot put your firm’s interests ahead of the client’s interests,” Michael Sitrick as
quoted in the New York Times.

SITRICK AND COMPANY

CORPORATE, FINANCIAL, TRANSACTIONAL, REPUTATIONAL AND CRISIS COMMUNICATIONS
WWW.SITRICK.COM
LOS ANGELES - NEW YORK « SAN FRANCISCO « BOSTON - WASHINGTON DG « DENVER
800-288-8809 (24-HOURS/DAY, 7-DAY S/WEEK)





