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EDITORIAL

How to ruin a brand, the Elon Musk way

If you’ve ever wanted to watch a brand die in real-time, just log on to Twitter. The events that 
have unfolded since Elon Musk took the reins at the social media site have been bewilder-
ing, to say the least. But the platform’s future has never been more certain: Musk is running 

Twitter off a cliff.
We’ve watched one stupid decision after another play out ever since Musk bought the plat-

form last October for $44 billion. But the July announcement that Musk now plans to rebrand 
the site as X—and “bid adieu to the Twitter brand,” as he stated in a July tweet—really takes 
the cake. It’s hard to overstate how dumb and short-sighted this is, but suffice to say, killing 
off a well-known and beloved brand and destroying years of brand equity simply to put your 
own ego-stroking stamp on it is an unequivocally terrible move. Face it: Twitter’s greatest 
existential threat isn’t Facebook CEO Mark Zuckerberg. It’s Elon Musk.

Granted, Zuckerberg’s similar 2021 play to rebrand Facebook’s corporate parent company 
as Meta was also a bust, but there’s a crucial distinction here. Facebook unveiled Meta to 
launch a new line of ill-fated virtual-reality products. X, on the other hand, is just a new 
name—and a completely unoriginal one, I should add—to make the brand cohesive with oth-
er Musk-owned properties. It offers absolutely nothing to users or advertisers. In fact, both 
are arguably both getting a lot less out of the platform than they were less than a year ago.

Indeed, ditching the iconic blue bird is par for the course if you consider Musk’s actions 
since he assumed ownership of the social site. First, he took the company private. Then he let 
extremist nut-jobs invade the place. Then he began charging money for things like the blue 
check, which used to be free. Then Musk mandated massive layoffs—which was followed 
by an exodus of talent—causing the site to crash constantly. Then he said he’d limit user en-
gagement on the platform. The past 10 months have been like watching a train wreck in slow 
motion. Consider it the Elon Musk guide for destroying a brand. 

It’s no surprise, then, that as a result of all this, the site’s traffic has tanked. Twitter is ex-
pected to lose nearly three percent of its user base this year, according to recent findings by 
eMarketer. (For more, see page 8.) This loss is expected to widen to more than four percent 
next year and an additional five percent in 2025.

Users aren’t the only thing that’s disappeared since Musk took over. In June, the New York 
Times reported that Twitter’s advertising revenues in the U.S. from April to May were down 
60 percent from the same period a year ago. Those findings, based on internal documents ob-
tained by the Times, also showed that weekly sales projections at the site have regularly fallen 
short, sometimes by as much as 30 percent. Finally, the Times discovered that Twitter inter-
nally forecasted that its U.S. ad revenues in June would continue declining “at least 56 percent 
each week compared with a year ago.” That’s a pretty big deal, especially if you consider that 
an estimated 90 percent of Twitter’s revenue last year came from advertising.

According to eMarketer, Twitter has accounted for only 2.5 percent of social media ad 
spending in the U.S. so far this year, compared to Meta’s 80 percent. That means LinkedIn 
now commands more than twice Twitter’s revenue share. Twitter’s slice of the ad pie is expect-
ed to shrink to about 1.8 percent in 2025. The average time spent per day by U.S. adults on 
Twitter this year is now 34 minutes, compared to TikTok’s 54 minutes. In May, mutual funds 
giant Fidelity pegged Twitter’s value at $15 billion, which is about a third of what it was worth 
before Musk took over.

Twitter’s hemorrhaging of users and advertisers might have something to do with the wide-
spread belief that the site isn’t a very nice place: 40 percent think the site is dominated by 
“extreme, unpleasant people,” according to recent findings from ipsos. Vox in March reported 
that more than half of Twitter’s top 1,000 advertisers have now ceased publishing ads on the 
site, with many citing an alleged uptick in hate speech as the reason for limiting or outright 
pulling their ad campaigns from the platform.

Despite all this, it’s been slightly amusing reading pitches from PR pros and pundits offering 
sycophantic musings about how Musk’s actions have been some kind of game-changer for 
social media and business in general. As though destroying a perfectly good brand (brilliant!), 
flushing tens of millions down the toilet (genius!) and having a cokehead-like proclivity to 
change the platform’s rules on a whim (where do I sign up?) is somehow the work of a philos-
opher king in action. It reminds me of the delusional comments I used to hear from Trump 
worshippers every time the former Conman In Chief did something ridiculous while in of-
fice. “Of course what he’s doing doesn’t make sense! That’s exactly what he wants you to be-
lieve! It’s all part of his larger plan!”

I think it’s time to consider that maybe the emperor isn’t wearing any clothes. 

 —  Jon Gingerich
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Social media sites see fewer new users
Despite receiving a bump in recent sign-up activity at new sites such as Meta’s Threads, user growth 
across all social media platforms has slowed significantly in the last two years. According to a new 
report, those sites will see even fewer new users in the years to come. By Jon Gingerich

Social media networks are expected to 
see their user growth shrink world-
wide this year and into the foreseeable 

future, according to findings by digital mar-
ket research company eMarketer.

eMarketer’s report shows that new user 
signups to social media sites have slowed 
significantly across all platforms for the past 
two years, with signups plateauing in 2021, 
when global digital media consumption 
skyrocketed during the pandemic. 

In pandemic year 2021, popular short-
form video platform TikTok experienced 
an incredible 43.5 percent year-over-year 
growth in new signups. Messaging app 
Snapchat came in second (with 25.2 percent 
new users), followed by Instagram (18.1 
percent), Twitter (4.8 percent) and Face-
book (4.3 percent).

But not so in 2023. Two years later, it ap-
pears the social media world has been sat-
urated, with nearly half the world’s popu-
lation (48.3 percent) and 82 percent of all 
global Internet users with at least one social 

media account. As a result, new users are few 
and far between. TikTok, whose users now 
account for more than a fifth (21.7 percent) 
of the world’s population, will see less than 
a third of 2021’s growth this year (12.7 per-
cent). Oddly, Snapchat will briefly overtake 
TikTok as the fastest-growing social plat-
form in 2023, accounting for user growth 
of 13.4 percent. That site is currently experi-
encing surging user growth in India, where 
TikTok is currently banned. (eMarketer ex-
pects TikTok to regain the title for most new 
users in 2024.)

Instagram’s user growth will be 7.9 percent, 
which was greater than 2022’s 6.5 percent 
but still almost two-thirds of what it experi-
enced in 2021. Instagram got a big shot in the 
arm this year with the debut of its Threads 
app. Nearly 50 million people used that new 
platform during its first week, according to 
findings from data analytics company Sim-
ilarweb. Facebook user growth, meanwhile, 
is expected to be 1 percent, which is a quar-
ter of what it was two years ago. Twitter is 

expected to lose users this year.
eMarketer predicts that by 2025, social 

media user growth across all sites will slow 
to a trickle compared to its heyday a few 
years ago. TikTok is expected to grow by 
only 7 percent in 2025. Snapchat will expe-
rience a new user uptick of only 5.8 percent 
that year. Instagram will see 4.7 percent 
user growth, Facebook will get paltry new 
user gains of only .6 percent. Twitter, on the 
other hand, is expected to see a net loss of 
its user base by -4.9 percent.

eMarketer’s findings serve to confirm 
what many have suspected for a long time: 
Twitter is in trouble. The social media giant 
has been losing users consistently for the 
last few years, a pattern that was exacerbat-
ed when Elon Musk took ownership of the 
platform in 2022. That year, eMarketer says 
the site grew its user base by only about two 
percent.  eMarketer now predicts that Twit-
ter will lose 2.7 percent of its user base this 
year. This loss is expected to widen to -4.1 
next year and  -4.9 percent in 2025. 
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PR agencies raised revenues, billing rates in 2022

North American PR agencies man-
aged to stay profitable and witnessed 
healthy growth in 2022 in the face 

of changing marketing forces, according to 
results from an annual survey conducted 
by PR merger and acquisition consultancy 
Gould+Partners.

The Gould+Partners’ report, which 
tracked participating firms across 21 criti-
cal benchmarks, found that North Ameri-
can PR agencies in 2022 witnessed average 
operating profits—the key metric by which 
Gould valuates PR firms—of 18.7 percent, 
a slight downturn from 2021’s 19.7 percent 
but still ahead of 2020’s 18.2 percent and 
still above pre-COVID 2019’s 17.4 percent.

The largest PR shops—or agencies boast-
ing more than $25 million annually—ac-
counted for operating profits of 21.6 percent, 
a slight uptick from last year’s 21.3 percent. 
Firms bringing in between $10–$25 million 
in annual net revenues saw operating prof-
its of 14.8 percent (compared to 2021’s 20.1 
percent). Firms with net revenues between 
$3–$10 million saw operating profits of 18.4 
percent (compared to 2021’s 19.5 percent). 
The smallest firms polled—those with un-
der $3 million in net revenues—saw 2022 
operating profits of 15.7 percent, which was 
effectively flat from 2021’s 15.8 percent.

Things were especially rosy last year for 
the largest PR firms—those bringing in 
more than $25 million—because not only 
were their operating profits higher than in 
2021, but 2022 operating profits percent-
ages for these firms were also higher than 
their average overhead/operating expenses 
(19.9 percent). Gould+Partners Managing 
Partner Rick Gould told O’Dwyer’s that 
“This savings in overhead goes right to the 
bottom line.”

In fact, average overhead/operating ex-
penses were slightly down for all agencies 
last year, at 22.2 percent (compared to 
2021’s 23.4 percent).

Firms of all sizes surveyed in the study 
also saw higher revenues last year, according 
to the survey, revealing average net revenue 
growth—calculated as fees plus mark-ups—
of 9.4 percent. Firms with net revenues be-
tween $3–$10 million saw the highest rev-
enue growth in 2022 (21.7 percent). Firms 
accounting for between $10–$25 million 
saw net revenue growth of 17.2 percent. 
The largest PR shops—or agencies boasting 

PR firms in the U.S. and Canada saw healthy operating profits in 
2022 in addition to increased revenues and billing rates as well as 
higher staff salaries, according to an annual industry survey.

By Jon Gingerich
more than $25 million annually—saw net 
revenue growth of 8.8 percent. The smallest 
firms polled—those with under $3 million 
in net revenues—grew at an average of 2.3 
percent. According to Gould, these figures 
are “a very encouraging sign, especially in a 
period of high interest rates and an uncer-
tain economy.”

Perhaps as a result of this, average billing 
rates were up across the board for all staff 
at PR agencies last year. Presidents/CEOs 
billed an average of $451 per hour last year 
(compared to 2021’s $422). EVPs/SVPs 
billed an average of $381 (versus 2021’s 
$371). VPs billed an average of $333 (com-
pared to 2021’s $319). Account managers 
charged $271 (vs. 2021’s $257). Senior ac-
count executives charged $234 (vs. 2021’s 
$215) and account execs charged $187 (vs. 
2021’s $183).

Gould+Partners’ report also discovered 
that average account salaries were up last 

year for all firms (42.3 percent of net reve-
nues, compared to 2021’s 40.6 percent), as 
were revenues per staff member ($226,085, 
versus 2021’s $223,458). Interestingly, reve-
nues per staff were highest ($261,066) at the 
firms with the smallest revenues. However, 
bonuses were highest (6.4 percent) at the 
agencies with the highest revenues.

The Gould+Partners report also found 
that, among in ten regions ranked, PR firms 
stationed in the Washington D.C. area saw 
the highest operating profits in 2022 (24.7 
percent), followed by firms located in Can-
ada (24.4 percent), the U.S. Southeast (21.8 
percent), the Midwest (19.6 percent), the 
NYC metro area (16.2 percent) and Califor-
nia (13.5 percent). The U.S. Northeast and 
Southwest bottomed out the list with a tie in 
operating profits (12.2 percent).

Net revenues were highest for firms sta-
tioned in California (24.4 percent), the 
Southeast (16 percent), the Northeast (14 
percent) the Washington D.C. area (12 per-
cent), the NYC metro area (9.3 percent), the 
Midwest (7.4 percent), the Southwest (5 per-
cent) and Canada (4.7 percent).

Gould+Partners’  report was based on re-
sponses from 37 “model” PR firms in the 
U.S. and Canada. 
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Riding the alts M&A wave

Heading into 2023, it was widely pre-
dicted that global merger and acquisi-
tion activity would be subdued, given 

the changing macroeconomic environment 
of rising interest rates and persistently high 
inflation as well as other headwinds, such 
as continued geopolitical tensions.

So far, the prognosticators have been 
proven right. According to a report by 
PWC, global M&A volume and value de-
clined by 14 percent and 40 percent, respec-
tively, during the first half of 2023 when 
compared to the same period in 2022.

Despite this overall decline in M&A ac-
tivity, the past six to twelve months have 
seen a wave of M&A across the alternative 
investment industry, with consolidation 
driven by downward pressure on assets 
under management and fees, among other 
challenges. Alternative investment man-
agers, particularly those with expertise in 
private credit, have been popular acquisi-
tion targets given their diversification and 
alpha generation capabilities. Notable ex-
amples include TPG’s acquisition of Angelo 
Gordon, Mubadala’s purchase of a majority 
stake in Fortress Investment Group and 
MetLife Investment Management’s acquisi-
tion of Raven Capital Management.

This rush to access specialized expertise 
isn’t necessarily a new trend. Blackstone 
notably acquired GSO Capital Partners 
in 2008 for its expertise in credit and dis-
tressed investing to create one of the largest 
platforms of its kind in the alternative asset 
management business, merging GSO’s op-
erations with its existing debt investment 
operations. It isn’t exclusively tied to alts 
either, as access to additional client cohorts 
can be just as attractive.

However, there are more than just distri-
bution and fundraising synergies to consid-
er. Marketing, investor relations and sales 
teams at investment management firms 
should also consider the communications 
opportunities—and challenges—this wave 
of dealmaking provides.

Re-examine your messaging
As the asset management industry con-

solidates, competition for capital will inten-
sify. This makes it even more essential for 
asset managers to develop distinctive iden-
tities and speak to the moment. Whether it’s 
a specialized investment strategy, a strong 
track record or a client-centric approach, 
asset managers should focus on highlight-

ing their differentiating factors to attract in-
vestors in a crowded marketplace where the 
big firms are getting bigger and have more 
to offer. The ongoing transformation across 
the industry presents a prime opportunity 
for asset managers to position their brands 
in a compliant and controlled way.

Get proactive
In the past, many alternative investment 

managers were hesitant to take a proactive 
approach to marketing and communica-
tions. That hasn’t been an option for some 
time and is even more true as industry 
players transform. Now, more than ever, 
firms must be willing to put themselves out 
there, share insights, showcase expertise 
and otherwise embrace the role of expert 
spokespeople with the media if they want 
to get their fair share of attention. For many 
firms, this will require some new practic-
es in terms of the issues they comment on 
and the speed with which they respond to 
opportunities. One significant opportunity 
is to comment on what’s happening in the 
industry itself, how it changes the invest-
ment landscape and the opportunity set for 
investors of all sizes.

One effective strategy to increase message 
visibility in a controlled way is targeted 
thought leadership that allows firms to go 
beyond generic market commentary and 
highlight specific areas where they possess 
unique expertise or can provide perspective 
on emerging trends. Approached thought-
fully, thought leadership campaigns can 
help asset managers stake out their author-
ity in the market and differentiate them-
selves from competitors. At a moment 
when investors are looking for answers on 
a variety of pain points, sharing long-term 
perspectives that educate readers, display 
subject matter expertise and project confi-
dence is exactly what’s called for.

Another area where firms can be more 
proactive is digital marketing and so-
cial media management. Following large 
announcements, such as a firm merger, 
there’s typically a sizable uptick in social 
media activity as employees from either 
business share the news with their person-
al networks. Firms should use the chatter 
around a deal as an opportunity to drive 
impressions toward their channels, where 
the impact can be measured and potential 
new audiences can be cultivated. A time-
ly content strategy that capitalizes on this 

momentum is a great way to share perspec-
tives and highlight the senior team in a con-
trolled but proactive way.

Focus on culture
Heightened competition and consolida-

tion aren’t just making fundraising more 
difficult for alternative asset managers, but 
they have also made attracting and retain-
ing top talent a key bat-
tleground. Accordingly, 
culture-focused com-
munications have dra-
matically increased in 
importance. Communi-
cating a strong and dis-
tinct corporate culture 
can serve as a powerful 
magnet to professionals 
who align with an or-
ganization’s values and 
mission. Clear and consistent communica-
tion about the company’s culture can also 
help existing employees feel connected, en-
gaged and motivated, enhancing employee 
satisfaction and engendering loyalty.

There are many channels that can bol-
ster your culture message, but the one that 
continues to be undervalued by many is 
LinkedIn. LinkedIn is one of the first loca-
tions prospective talent will turn to when 
researching a firm. LPs are increasingly us-
ing the site for similar reasons as well. It’s 
key to build out your channel with topical 
material in new formats that speak directly 
to your audience. Although video has be-
come cheaper and easily available via online 
tools, too few firms take advantage of this 
to support their culture messaging. Firms 
that highlight their employees and their 
values will have a platform that succeeds in 
reaching talent. In addition, people-focused 
LinkedIn posts typically perform the best 
overall.

Strengthen your network
With the current M&A activity across alts, 

asset managers’ networks of employees, ad-
visors, counterparties, regulators and ana-
lysts—for publicly traded institutions—are 
being bombarded with news, raising ques-
tions about all firms’ futures. In this un-
certain environment, tailored and frequent 
communications will assuage concerns, 
build trust and strengthen relationships.

While managers are generally good at 

M&A activity has picked up across the alternative investment sector, driving the demand in these 
spaces for strategic communications counsel—and presenting untold opportunities for marketing 
professionals working in an otherwise subdued financial services climate. By Thomas Conroy

Thomas Conroy

_ Continued on page  15
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In today’s challenging financial environ-
ment, the opportunity to seek out new 
owners for a portion of a business is both 

attractive and more achievable than com-
bining entire companies. A recent Deloitte 
survey found that almost half of M&A pro-
fessionals are “likely to pursue a divestiture 
in the coming 12 months.” 

According to Mergermarket’s database, 
18.8 percent of the deals announced year to 
date have been divestitures—excluding PE 
exits—notably higher than the 10 percent 
run rate since late 2021.

While executives and bankers see sig-
nificant opportunity for shareholder value 
creation in shedding or separating busi-
ness lines, these announcements can create 
more uncertainty for employees, custom-
ers and other stakeholders than a tradi-
tional M&A transaction. Unlike a typical 
M&A deal, which tends to bring more clar-
ity around ownership structure and timing 
to completion, divestitures can leave stake-
holders wondering a) what comes next and 
b) who will own this company in 12–18 
months.

Although divestitures may lack some of 
the cachet of traditional strategic combi-
nations, they present the corporate parent 
with a particular set of communications 
challenges: 

• With their smaller size, these transac-
tions may fly under the radar of top-tier 
media outlets, and the divested asset may 
be less well-known or understood than its 
corporate parent. 

• Often, a divestiture involves a less-de-
sirable operation or subsidiary, one that 
no longer fits the company’s strategy or 
has not succeeded as originally planned, 
meaning the tone of media coverage may 
be negative.

• The need to raise cash through a sale 
to repay soon-to-mature corporate debt at 
the parent can also weigh down the seller’s 
narrative.

• In a sale, the seller, buyer and the di-
vested asset may not share the same view 
of the business and therefore may position 
it quite differently.

• A divested business may have a much 
smaller and less-experienced communica-
tions team than the parent company.

• A frequent priority for the business be-
ing divested—and its buyer—is employee 
retention, but the seller may have differ-

ent communications objectives for itself. 
Because the bulk of the communications 
function is typically housed at the parent 
level, this can create conflicting narratives 
and strain the communications capabilities 
of the business to be sold. 

• A spin-off creates a newly public com-
pany, much like an IPO, but often without 
the sell-side’s sponsorship through research 
and market-making. This situation can be 
exceptionally challenging from an investor 
relations standpoint when trying to raise 
the company’s public market profile.

These challenges can be mitigated by 
setting clear objectives followed by careful 
communications planning and execution. 
While not an exhaustive list, here are some 
examples. 

 In a sale, be realistic about what a nar-
rative can accomplish and focus on the 
potential of the remaining business(es). 
There can be acute pressure to spin a sale 
as a “positive” story, which sounds good in 
theory, but can result in an overly strained 
narrative that lacks credibility. In practice, 
a seller’s external messaging doesn’t have 
to be positive. It can be neutral, particu-
larly given the relative dominance of the 
buyer’s narrative in a transaction. Instead, 
highlight how the proceeds from the sale 
best position the remaining business for 
growth. 

Even if the seller’s external messaging 
is neutral, pay close attention to certain 
audiences. External message neutrality 
does not mean the seller should ignore the 
divested unit’s stakeholders. They’re often 
the most important audiences and include 
employees, customers, regulators, business 
partners and others who contribute to the 
success of the divested unit. 

The buyer’s and seller’s messages should 
synchronize wherever possible, or at least 
avoid contradiction. This is especially rel-
evant if there are sensitive issues related to 
the history behind the original investment, 
the performance and sale of the divested 
unit, or even antitrust concerns in the cur-
rent regulatory environment. In these cas-
es, coordination between buyer and seller 
on announcement messaging needs to hap-
pen early and requires more effort than it 
otherwise would, particularly at a senior 
management level.

Spin-off messaging requires a new and 
credible narrative for success in the eq-

uity markets. Key questions that must be 
answered include: Why is this asset likely 
to be more successful 
and appropriately val-
ued as a publicly traded 
company? How can this 
newly public company’s 
strategy flourish, and 
who is leading it to suc-
cess? 

When a company is 
to be spun off, it needs 
to get ready to be pub-
lic. In many ways, this is 
the same process a com-
pany would undergo 
on the path to an IPO. 
The team, the financial 
and communications 
infrastructure, and the 
policies and procedures 
all need to be in place 
when the spin-off hap-
pens. It’s difficult to re-
gain investor confidence if a company en-
ters the public equity markets unprepared.

Regardless of the divestiture method—
and even if they’re a common feature of 
a company’s portfolio strategy—there are 
specific challenges that need to be ad-
dressed. In the current environment with 
divestitures on the rise, the pressure is on 
sellers/parent companies to meet these 
challenges and get the messaging right.

Alan Oshiki is Executive Vice President 
at H/Advisors Abernathy. Jake Yanulis is 
Senior Vice President at H/Advisors Aber-
nathy. 

The challenges of communicating a corporate divestiture 

Alan Oshiki

Amid the slowdown in deal-making in the first half of 2023, one area has witnessed an uptick in activity: 
announced divestitures through a sale or spin-off. 

By Alan Oshiki and Jake Yanulis 

 Jake Yanulis 

PR news brief

BCW unveils misinformation tool
BCW has introduced BCW Decipher, an offering 

it says is designed to help clients anticipate and 
dismantle message threats in today’s post-factual 
environment. 

The offering is part of an exclusive partnership 
with Limbik, an information defense technology 
company rooted in cognitive artificial intelligence. 
It works by integrating message-level believability 
classification and predictive virality indicators to 
evaluate the potential impact of different types of 
content across defined audience segments. 

The introduction of BCW Decipher follows the Feb-
ruary launch of BCW Navigate, an advisory service 
led by a multi-disciplinary team of experts who sup-
port C-suite clients on all aspects of using artificial 
intelligence.



The challenges of communicating a corporate divestiture 
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Change is the only constant in the fi-
nancial markets, except for the rare 
“UNCH” you might see in a stock’s 

daily price performance. Volatility has been 
the name of the game this year, with the 
VIX hitting a high-water mark in March 
due to turmoil in the banking sector. But 
this financial chaos and uncertainty—and 
its cyclical nature—isn’t uncommon. We’ve 
experienced and seen the other side of it 
before. 

As marketers and communicators, we’re 
known for our ability to adapt to change 
and pull the appropriate levers amid adver-
sity. And the world is facing a lot of it right 
now. In the first half of this year alone, we’ve 
advised on the aforementioned market vol-
atility and fallout from unprecedented bank 
runs, along with workplace and workforce 
issues, the astronomical rise of generative 
AI and its business and reputational im-
pact—all while knowing the Great Wealth 
Transfer is taking place before us. 

Our role is more important now than 
ever.

Being overwhelmed isn’t an option
The more we’re expected to offer smart 

insights and sound ideas around the inev-
itable issue du jour, we as financial services 
marketers have a responsibility to unlock 
ourselves not just to keep up, but to truly 
get ahead.

Every industry is impacted by financial 
market performance, and over the last two-
plus years, it’s been a roller coaster. Is the 
Fed going to raise interest rates? What’s 
the latest Jobs Report? Where is Consum-
er Confidence? At the same time, wealth 
demographics are evolving as part of the 
Great Wealth Transfer, calls to address eco-
nomic insecurity across the country are 
increasing and the desire for purpose over 
profits is becoming the norm. Throw the 
era of disinformation into the mix and we 
must navigate real-time changes in how 
our stakeholders perceive and experience 
financial services brands. 

Of course, technology disruption and in-
novation do more to keep us on our toes, 
forcing us to consider what, how and where 
we communicate with our core audiences 
on a more regular basis. But exploring new 
tools or platforms in isolation will never be 
enough to keep up. The growing volume 
of topics, issues and channels presents a 
steep learning curve for any one individual 

Our role as communicators working in today’s uncertain financial 
services environment has never been more important.

By Reed Handley and Greg Hassel

Reed Handley 

Managing volatility

Greg Hassel

to grasp in the time we have available each 
day.

Harnessing intelligence, innovation and 
impact
We believe that with our skills and smarts 

as marketing communications profession-
als, we have a responsibility to influence 
and amplify all the ways in which people 
can create, build, preserve and distribute 
wealth in today’s economic environment.

The good news is we have more influence 
than ever to make a difference. Our exper-
tise as communicators has never been more 
essential to the C-suite than it is today. It’s 
validating and encouraging to know that 
the scope of our significance is evolving, 
particularly in the financial services world. 

According to a recent survey of Fortune 
500 senior communications executives 
from Korn Ferry’s Corporate Affairs prac-
tice, 40 percent of top communications 
executives report directly to the CEO 
with an increase in CCOs reporting to the 
CHRO—13 percent, up from nine percent 
in 2015—or the General Counsel—11 per-
cent, up from four percent—“reflecting the 
function’s increased focus on employee 
communications, crisis communications, 
and an ever more complex legislative/reg-
ulatory environment.”

The only way we can keep the C-suite 
influence on virtually every issue that im-
pacts an organization is to work smarter, 
not harder, to meet the needs of today. 

So, what do we do? 
Follow the numbers
All successful marketing and communi-

cations programs start with one question: 
What does my audience care about? For 
as much as financial services firms are fo-
cused on numbers and data, many struggle 
with capturing what matters most, let alone 
knowing how to act on that information. 

Be honest. How well—and carefully—
are you tracking what your audience cares 
about, who they respect, and how they con-
sume content? Point-in-time surveys help. 
Proprietary data that flags purchasing pat-
terns helps too. But as marketers, we now 
have an incredible opportunity to innovate 
how we consume and digest data to drive 
more intelligent—and efficient—communi-
cation strategies. 

From gauging audience interest in re-
al-time across key themes and topic areas, 
to assessing content consumption habits by 

channel and preferred formats, to measur-
ing brand affinity, messaging penetration 
and performance, we can now harness the 
power of technology and generative AI to 
do amazing things much faster and more 
precisely than ever before.

Today we can predict which messages will 
resonate, who will shape a conversation in 
any market and which consumer and buy-
er intent signals to prioritize and push 
through the sales funnel with targeted mes-
sages, content and outreach. But most of us 
aren’t leveraging that capability in our daily 
work and risk being left behind.

The sum is always 
greater than its parts
While leveraging and 

maximizing data to its 
fullest potential seems 
obvious, we recognize 
it’s not always easy for 
communicators to get 
their hands on it. Often-
times, financial services 
firms with established 
in-house communica-
tions teams have strict 
silos across disciplines 
like marketing, PR, pub-
lic affairs and social me-
dia, to name a few. It’s 
time to break down the 
walls.

Each function holds 
valuable information 
that, when working to-
gether, can inform a 
holistic strategy. Say you’re an agency pro-
fessional engaged with a client to support 
media relations on the PR side of the house. 
You’re acutely aware of the issues that re-
porters—and their readers— care about. 
In addition to gaining brand recognition 
through earned media, you can create con-
tent like a blog or whiteboard video that 
can be leveraged by the marketing team or 
posted by the social media team to move 
clients and prospects from awareness to 
consideration to conversion. From there, 
you can see where the content generated 
the most engagement, and tinker with for-
mat and delivery methods for subsequent 
outreach. On the flip side, knowing the 
types of content people are interacting with 
can signal a topic that could pique the in-
terest of a reporter. And that’s just scratch-
ing the surface.

We can’t afford to wait
According to Cerulli, $84.4 trillion of 

wealth will be transferred through 2045, 
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Having an effective presence on digital 
media can play a big role in helping 
CEOs manage their companies’ rep-

utations and connect with their employees, 
a new study from H/Advisors Abernathy 
finds, but many corporate leaders are fail-
ing to take full advantage of the reputation-
al benefits that digital media offers.

Almost a third of the Fortune 100 CEOs 
in the study (30 percent) do not have any 
presence on social media. For those who 
are on social media, LinkedIn is the most 
popular platform. Almost two-thirds of the 
CEOs in the study (64 percent) have a pro-
file there. Twitter lags behind with just 32 
percent. (The study pre-dates the introduc-
tion of Meta’s Threads.)

However, the study says that simply hav-
ing a profile on a digital platform is not 
enough. Noting such threats as the possi-
bility of online impersonation, it stresses 
the importance of verifying and optimizing 

digital profiles. On LinkedIn, for example, 
an optimized profile results in a 37 percent 
jump in likes, shares, clicks and comments.

But once again, it appears that the CEOs 
have a bit of catching up to do. Fewer than 
half of those on LinkedIn (48 percent) have 
optimized their profiles for discovery, while 
over at Twitter only 12 percent have done 
so.

It is also key for those who have a social 
media profile to not just stand on the side-
lines. “Our research found that active lead-
ers posted at least once-per-week on social 
media channels,” the study notes. The bene-
fit: the most active CEOs have engagement 
rates exceeding that of their peers by “at 
least two percentage points.”

Other strategies to boost effectiveness 
include bringing a CEO’s personality into 
their social media profile and expanding 
the topics addressed beyond company 
news.

The study also names the most active 
CEOs on social media. Coming out on top 
on both LinkedIn and Twitter was Ford 
CEO Jim Farley, with an average of 125 
posts per month—85 percent of those on 
Twitter. Farley’s Twitter account also in-
cludes a clickable company logo, which 
directs users to the official Ford Twitter 
account, helping to “establish and bolster 
brand reputation.”

The most followed CEO on LinkedIn is 
Microsoft’s Satya Nadella, with an audience 
of over 10 million. Twitter’s most followed 
CEO should come as no surprise: Elon 
Musk, with a follower base of over 124 mil-
lion.

The best engagement rate on LinkedIn 
was achieved by Procter & Gamble’s Jon 
Moeller, with Disney’s Bob Iger having the 
best engagement rate on Twitter.

The H/Advisors Abernathy study ana-
lyzed more than 55,000 posts, focusing on 
content published between January 1 and 
November 30 of last year. 

Many CEOs fail to take advantage of social media
Some corporate leaders are missing out on the benefits provided by 
an effective social media presence. By Steve Barnes

with younger generations, charities and 
non-profit organizations standing to gain. 
This tectonic shift is occurring at a time 
when financial advice is more affordable 
than ever, and how Americans choose to 
receive it is changing dramatically. Despite 
this, we’re still seeing record numbers of 
Americans in debt. ‘

Financial services firms can and will play 
a pivotal role in what happens next. And 
marketing communications professionals 
are in a particularly exciting position to 
understand the numbers, glean insights 
and apply that intelligence to inform the 
programs we design to reach today’s—and 
tomorrow’s—customers. Whether it’s the 
belief that every single American deserves 
competent and ethical financial advice 
from qualified financial professionals who 

are required to act in their best interest or 
acknowledging the view that the financial 
services sector has a responsibility to align 
profits with purpose, why wouldn’t we do 
everything we can to help people move up 
the wealth spectrum and make a positive 
difference to society?

Technology is critical to moving our col-
lective data intelligence from insights to 
impact. If we don’t take a page from other 
industries, like healthcare and retail, that 
have jumped ahead of us to successfully 
execute full-funnel marketing programs in 
partnership with cross-discipline depart-
ments, we’ll lose our stronghold and risk 
our credibility with C-suite leaders.

The future of marketing communications 
is here 

As communicators, we have an oppor-
tunity to help firms digest and harness the 
power of all critical data—economic, busi-
ness and customer alike—to make an im-
pact that will last for decades. But it’s the 

combined power of insights and innova-
tion that will drive value, increase influ-
ence and build a stronger future not only 
for the financial services firms we support 
but the customers they serve.

At the end of the day, knowing what 
matters to your audience is paramount. 
Whether your goal is to change a percep-
tion or convert a client, they’ll tell you 
everything you need to know to be suc-
cessful—if you know how to listen. Other-
wise, data can’t become intelligence.

Just like financial services firms have a 
chance to win the day with the next gener-
ation of wealth, we as communicators can 
help shape the financial futures of mil-
lions. What are you waiting for?

Reed Handley is Executive Vice Presi-
dent, Head of Growth and Financial Ser-
vices Practice Co-Lead at The Bliss Group. 
Greg Hassel is Senior Vice President and 
Financial Services Practice Co-Lead at The 
Bliss Group. 

THE ALT M&A WAVE
 _ Continued from page 10

MANAGING VOLATILITY
 _ Continued from page 14

focusing on deals, they’re less practiced in 
sharing progress across the portfolio, out-
side of quarterly updates. Showing con-
tinued and steady progress in multiple in-
vestments and highlighting the executives 
guiding portfolio company growth can 

be a great way to communicate stability 
when other firms appear to be on less sta-
ble ground. This doesn’t have to be oner-
ous. Some “quick hit” commentary in bullet 
point format that makes for easy reading is 
better than two pages of long-form content.

As asset managers vie for capital in an 
increasingly crowded marketplace, they 
must embrace strategic communication as 

a powerful tool. By delivering unique mes-
sages, utilizing proactive communications, 
establishing thought leadership and man-
aging relationships with stakeholders, they 
can navigate the changing landscape with 
conviction and stay top of mind with their 
respective audiences.

Thomas Conroy is a Senior Account Su-
pervisor at Stanton. 
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Artificial Intelligence has dominated 
the tech news cycle for the past few 
months, and that trend shows no 

signs of letting up. Although OpenAI and 
its ChatGPT product have vaulted it front 
and center, our clients have been using it for 
years behind the scenes to cut costs and im-
prove service. 

Fintech is a great example of a vertical that 
has benefited enormously from AI technol-
ogy and not for the reasons you may have 
thought. AI in fintech has nothing to do 
with financial products themselves—it has 
to do with customer service. Specifically, 
chatbots.

I can see your eyes rolling.
Chatbots have a bad reputation, because 

our collective memories are filled with sto-
ries involving bad chatbots. However, if it’s 
a choice of waiting 10 minutes for an actual 
person or having my exact question—which 
I do realize may not be specific to me—an-
swered in 10 seconds by a well-created chat-
bot, give me the bot every time. So, what’s 
changed?

Early chatbots were clumsy and ineffec-
tive—and annoying!—because they relied 
on rule-based systems that were limited in 
their ability to understand natural language. 
That is to say, the bots looked for, and re-
sponded to, specific keywords or phrases 
and they ignored the rest of the language in 
the conversation. They couldn’t understand 
the context of a conversation.

“My daughter is leaving for college, and I’d 
like to add a credit card for her in case her 
wallet gets stolen.”

What an early chatbot would hear would 
be, roughly: “Credit card stolen.”

And you’d get transferred to someone who 
would begin the process of locking down 
your credit card and issuing a new one.

Not exactly what you had in mind. Or 
you’d be subject to the endless, “I think 
you said your credit card was stolen. Is that 
right?”

Maybe that’s why your eyes were rolling.
Thanks to advances in AI and machine 

learning, chatbots have become much more 
sophisticated. Modern chatbots use Nat-
ural Language Processing and Machine 
Learning algorithms to understand natural 
language and learn from previous interac-
tions with customers. What’s NLP and how 
does it work? Let’s let AI tell us (from Bing 
search).

“NLP is a branch of AI that focuses on 
the interaction between computers and 
humans using natural language. NLP en-
ables computers to understand, interpret 
and generate human language. It works by 
breaking down human language into its 
component parts such as words and phras-
es. It then uses algorithms to analyze these 
parts and understand their meaning in 
context. NLP can be used for a wide range 
of applications such as chatbots, sentiment 
analysis and machine translation.”

This process has enabled chatbots to 
provide personalized and efficient support 
while reducing costs for financial institu-
tions. A great chatbot—along with a trust-
ed financial institution—can revolutionize 
the ways that consumers and companies 
alike access and manage their finances. AI 
helps the financial industry streamline and 
optimize processes ranging from credit de-
cisions to quantitative trading and financial 
risk management.

JP Morgan Chase, for example, has been 
using machine learning algorithms to ana-
lyze legal documents, reducing the time it 
takes to review them by 360,000 hours per 
year. That’s 41 years of legal work! Goldman 
Sachs has been using machine learning al-
gorithms to improve its trading strategies. 

Consider some of the ways that fintech 
company Stripe is using AI in addition 
to more Stripe data: 75 percent of leading 
generative AI companies—including Ope-
nAI, Runway, Diagram and Moonbeam—
have signed up with Stripe to go to market 
quickly, scale with compliance and bring 
their products to more users worldwide. 

AI has also significantly boosted fintech 
by enhancing security; it has the ability to 
comb through large amounts of data and 
find potential security threats. Banks can 
protect their customers from fraud and re-
duce operational costs.

Another aspect of AI’s effect on the fi-
nancial industry: personalization. This is 
a top priority for financial institutions as it 
can reduce acquisition costs by as much as 
50 percent, lift revenues by 5 to 15 percent, 
and increase the efficiency of marketing 
spend by 10 to 30 percent (McKinsey). A 
Capco study found that 72 percent of cus-
tomers now rate personalization as “high-
ly important” in today’s financial services 
landscape.

Think about the way that Amazon sug-

gests purchases for you that make perfect 
sense based on past purchases and your 
browsing behavior. These same principles 
can be applied to financial products. May-
be you’re thinking about retiring and you’re 
intimidated by the sheer 
number of decisions 
you have to make in 
order to do so. Maybe 
you’re expecting a child 
and you’re thinking 
about education costs 
down the road. Provid-
ing you with options 
for financial products 
takes some of the bur-
den off of your research 
and can often be an opportunity for an easy 
sale. It’s all about making the experience 
easy, comfortable and intuitive.

Here’s an excerpt, published in November 
’22, from the Genesys report “The Chal-
lenge of Customer-Centric Banking”:

“61 percent of banking executives say 
expectations for customer experience are 
continuing to rise, and nearly half (45 per-
cent) admit they are struggling to keep up. 
But in today’s experience economy, banks 
can’t risk missing those expectations. From 
attracting and retaining both customers 
and employees to increasing brand reputa-
tion, to meeting financial goals, banks get-
ting customer experience right are outpac-
ing their competitors, proving that when it 
comes to people and business results, expe-
rience matters.”

Where do PR practitioners fit into this? 
AI is here to stay; we’ve all heard the broad 
range of arguments being made about AI, 
from the benefits—savings, efficiencies, 
freeing resources up for more important 
projects—to how it will potentially destroy 
mankind. PR professionals have a respon-
sibility to understand how companies and 
clients are using or planning to use AI and 
find ways to communicate the benefits to 
all stakeholders, from consumers to trade 
audiences to employees and shareholders. 
Like all other aspects of fintech, you can’t 
communicate features, benefits and the 
why unless you get it. We need to be the 
AI thought leaders—not the chatbots—and 
lead the way.

Henry Feintuch is President of Feintuch 
Communications, Treasurer of the PR World 
Alliance and past President of PRSA-NY. 

Revisiting the chatbot
Chatbots have gotten a bad rap. Thanks to advances in AI, however, the technology has come a long 
way. Chatbots today can provide efficient support, enhance customer personalization and improve 
security while reducing costs for financial institutions, revolutionizing the ways that consumers and 
companies access and manage their finances.

Henry Feintuch

By Henry Feintuch
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The fundamental rules of business are 
beginning to shift from a purely prof-
it-driven approach to one that’s more 

people-centric, challenging established 
norms and demanding a metamorphosis of 
traditional business models.

As consumers and corporations alike ex-
perience ongoing challenges in both profes-
sional and personal settings, ranging from 
the lingering effects of COVID-19 to supply 
chain disruption to the impacts of new tech-
nologies like the metaverse and Chat GPT, 
marketers must embrace new strategies and 
tactics to transform their business results. 

Central to this transformation is the con-
cept of empathy—understanding and shar-
ing the feelings, thoughts and experiences 
of others. Most people associate the word 
“empathy” more with therapist offices than 
boardrooms, but business leaders are taking 
notes.

Transformative empathy as a business 
imperative
In her book “Daring Greatly: How the 

Courage to Be Vulnerable Transforms the 
Way We Live, Love, Parent, and Lead,” 
leading empathy expert, author, researcher 
and TED speaker Brené Brown shared that 
empathy has no script, and there’s no right 
or wrong way to do it. Instead, “it’s simply 
listening, holding space, withholding judg-
ment, emotionally connecting, and com-
municating that incredibly healing message 
of ‘you’re not alone.’”

While empathy may not have a clear right 
or wrong approach, hitting KPIs does. But 
marketers are finding empathy to be more 
than a concept—it’s becoming a business 
imperative. Worldwide thought leaders are 
finding that empathy in business has many 
benefits. Increased employee engagement 
and loyalty, paired with greater innovation 
and diversity in the workforce? Check, ac-
cording to Belinda Parmar’s article for the 
World Economic Forum. Helping better 
serve customers by creating an embodied 
experience for employees that puts them in 
the customer’s shoes? Check, according to 
Erin Henkel and Adam Grant in the Har-
vard Business Review. Increased innova-
tion, engagement, retention, inclusivity and 
work-life balance? Check, says Tracy Brow-
er in Forbes. Even Tim Cook’s MIT com-
mencement address included notes on the 
importance of empathy in business, asking 
graduates to consider how they’ll serve hu-
manity in their work.

Empathy in leadership needs to be a 
mandate, but taking an empathy-driven 
approach to customer engagement and 
marketing can feel confusing and over-
whelming. And for financial services mar-
keting in particular, the question is often 
simply “Where do I even start?” 

How human-centric approaches help 
marketers understand diverse customer 
bases
People often perceive the financial ser-

vices industry as a cold, hard realm of num-
bers and algorithms, meaning the industry 
stands to gain significantly from adopting 
an empathetic approach across disciplines. 
Implementing empathetic approaches can 
transform customer experience, brand per-
ception, integrated marketing campaigns 
and beyond—and when implemented cor-
rectly, can all benefit the bottom line. 

Traditional customer-centric models—
which make up most marketing programs 
within the financial services industry—fo-
cus on creating a narrow view of the cus-
tomer’s immediate needs and wants as it 
impacts their spending and purchasing 
decision-making processes. Today’s hu-
man-centric models take a broader and 
more holistic approach, understanding the 
entire ecosystem in which a customer op-
erates, including their cultural, social and 
physical experiences.

Empathy with and for customers must 
form the bedrock in this transformative 
journey from customer-centric to hu-
man-centric design. Today’s marketers are 
attempting to serve more generations of 
customers than ever before, coupled with 
significant disparities in wealth, political 
views and digital and financial literacy—oh, 
and don’t forget media literacy! 

Demographics, personas, data and em-
pathy: striking the right balance
In today’s highly complex business envi-

ronment, companies must strive to under-
stand their customers beyond simple de-
mographic profiling and persona work, and 
instead move into an empathy-driven, hu-
man-centric model of marketing. Knowing 
who your customers are, their expectations 
and the unique nuances that influence their 
interactions with your brand are integral 
to a successful and authentic engagement 
strategy. Such an empathetic approach 
promises multiple benefits—improved cus-
tomer service, increased sales and enhanced 
customer loyalty. 

Marketers operating in today’s data-driv-
en business environment must inform 
their approaches with insights and data 
and provide increased reporting and mea-
surement of marketing campaign impacts. 
Luckily, empathy and data are not mutually 
exclusive. Rather, doing business with a hu-
man-centric approach to marketing calls for 
a harmonious blend of data-driven insights 
with an empathetic un-
derstanding of custom-
ers. Data provides an 
analytical perspective of 
customer behavior, but 
empathy brings in the 
human touch, the emo-
tional connection that 
helps businesses reso-
nate with their audienc-
es effectively.

Marketers must be wary of “collective 
amnesia,” or the risk of losing sight of their 
audiences’ real experiences while relying 
heavily on data. Data is essential, no doubt, 
but it can’t replace the essence of real human 
understanding of customer needs, wants 
and psychographics. All messages must be 
deployed with great empathy to help busi-
nesses connect with their audience, not just 
their executives, marketers or stakeholders. 
It’s all too common for brands to look at 
the data and still build campaigns on “me-
search,” a common mistake where research-
ers—or, in this case, brand leadership—act 
based on their personal identity more than 
actual rigorous evaluation of data. 

The path forward
The future of the financial services indus-

try—and every industry—hinges on the 
ability to integrate empathy into core busi-
ness strategies. This empathetic shift, from 
being merely customer-centric to becoming 
decidedly human-centric, is more than just 
a trend. It’s the future of customer engage-
ment. 

Empathy, coupled with a human-centric 
approach, is the new touchstone for the in-
dustry, enabling businesses to build stron-
ger, more meaningful connections with 
their customers while fostering an inclusive, 
innovative and engaged workforce. 

As we step into this future, the essence of 
business lies not just in the numbers but in 
understanding and empathizing with the 
people behind these numbers.

Kristina King is Vice President at Finn 
Partners. 

Why a human-centric approach is the touchstone today’s marketing industry desperately needs—and 
an imperative all businesses should embrace to boost customer engagement and loyalty, provide a 
better experience and build stronger, more meaningful connections.

Empathy: the new frontier of business and marketing

Kristina King

By Kristina King
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Generative AI and the new SEC marketing rule

In today’s financial environment, wealth 
management firms must navigate volatile 
markets, persistent inflation, escalating 

interest rates and a potential recession. 
But within this maelstrom of economic 

uncertainty, prime growth potential beck-
ons as well. Two key developments—gen-
erative AI and the new SEC marketing 
rule—hold the promise of transforming the 
way RIAs approach marketing and client 
engagement.

Make no mistake, the arrival of social 
media, the emergence of influencers and 
the continued erosion of newsrooms have 
created an environment where financial in-
dustry firms across the board have to revis-
it how they’re telling their story and what 
tools they use to get the right information 
in front of the target markets they are af-
ter. Crisp, on point content is a big part of 
meeting the need for an “always on” brand 
voice. Fortunately, the arrival of generative 
AI—hello, ChatGPT—has come at this 
time when brand marketers need more help 
delivering timely, fresh content.

Power of real-time, personalized com-
munication 
AI is poised to revolutionize the market-

ing landscape, thanks to its ability to gen-
erate high-quality, context-specific content 
in real-time. This feature empowers RIAs 
to operate at “newsroom speed,” delivering 
up-to-the-minute market insights and re-
sponses to their clients. 

Generative AI’s capabilities are both 
extensive and highly adaptable. This ad-
vanced technology can be used to generate 
personalized market updates for each client 
based on their unique portfolio, creating 
a more individualized and engaging client 
experience. 

Additionally, RIA firm marketers looking 
to stretch the impact of their thought lead-
ership, earned media or award recognition 
can lean on generative AI as a means to 
dispatch the information through different 
formats. This isn’t about replacing your top-
shelf content writers or social media team, 
but rather making them more potent and 
efficient!

What makes generative AI such an in-
valuable tool for RIAs is its capacity to aug-
ment how firms manage client relationships 
with more active communications while 
supporting their ability to deliver fresh in-
sights in a timely fashion, covering a range 
of financial planning and investment issues 
relevant to a variety of clients.

Communicators and marketers don’t 
need to think of generative AI for output 
alone. It can be a powerful tool for brain-
storming, for idea organization and for 
finding different ways to package the mes-
sage. Remember, you can ask ChatGPT to 
deliver content in conversational tones or 
in a more studied or academic style. This 
helps marketing content come alive with 
a different range of styles and relatability 
to the inevitably varied audiences you are 
working to reach.

Amplifying social proof and building 
credibility
Meanwhile, the redefinition of the SEC 

marketing rule also promises to be a boon 
for RIAs. This update—the first of its kind 
in more than half a century—enables fi-
nancial advisors to share client testimonials 
and endorsements, a practice that was pre-
viously prohibited.

The implications are massive, offering ad-
visors a new platform for social proof and 
injecting fresh life into referral networks. 
Positive testimonials and endorsements can 
bolster a firm’s reputation, enhance client 
trust and facilitate relationship-building. 
This update also serves as an acknowledg-
ment of the profound changes in commu-
nication technology and investor expecta-
tions since the Investment Advisers Act of 
1940.

Under the revised regulations, advisors 
can tap into the power of their satisfied 
clients’ voices to vouch for their services, 
providing an influential new level of vali-
dation and credibility. In uncertain times, 
when potential clients may be hesitant or 
anxious, testimonials from satisfied clients 
can serve as powerful reassurance of an ad-
visor’s expertise and trustworthiness.

The average RIA firm needs to recognize 
that the new marketing rule changes some 
of how they have met compliance require-
ments but the goal is to make the style of 
engaging would-be customers more rel-
evant to an age when influencers impact 
just about every other buying decision we 
make, from clothing to sports teams to who 
we elect to political office. 

It’s not simply taking advantage of new 
rules; it means that RIA firms can catch 
up to how other industries have marketed 
themselves.

Pathway to the future
In the face of 2023’s economic uncertain-

ties, the combination of generative AI and 
the new SEC marketing rule provides RIAs 

with a comprehensive toolkit for driving 
growth. When effectively leveraged, these 
tools can supercharge an RIA’s efficiency, 
timeliness and credibility, enabling them to 
not just navigate but thrive in challenging 
conditions.

Rather than merely representing surviv-
al strategies, these twin engines offer new 
areas of experimentation and potential in-
novation in how firms create more efficient 
and potentially more 
productive marketing 
programs to fuel organ-
ic growth. 

As we look ahead, 
it’s clear these devel-
opments are not just 
game-changers—but 
rather the new rules of 
the game.

Joe Anthony, President 
and Co-owner of Gregory 
FCA, has led the firm’s financial services unit 
since 2003. He’s responsible for the agency’s 
specialized public relations, content market-
ing and social media services for asset man-
agement, mutual fund, ETF, RIA, insurance, 
broker-dealer and financial service firms. 

Two current, major developments in the finance world promise both a challenge as well as a once-in-
a-lifetime opportunity for wealth management marketers.

By Joe Anthony

Joe Anthony
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PR news brief

Conway Strategic backed 
Opill launch

Conway Strategic backstopped Perrigo’s PR team 
on the launch of Opill, the first ever over-the-counter 
birth control pill to receive the approval of the Food 
and Drug Administration.

Perrigo CEO Patrick Lockwood-Taylor said the FDA 
nod represented “a truly momentous day for wom-
en’s health nationwide.”

He said Opill “has the potential to radically trans-
form women’s access to contraception and is a true 
testament of Perrigo’s unwavering commitment to 
deliver impactful solutions that truly make lives bet-
ter.”

The New York Times reported on July 13 that more 
than 75 percent of women of reproductive age favor 
an OTC pill.

Nearly a third of women who have tried to get a 
prescription for a contraceptive pill reported difficul-
ties in doing so. Forty five percent of the six million 
pregnancies in the U.S. per year are unintended.

Perrigo expects Opill will be available at U.S. re-
tailers in 2024.

Conway Strategic, which describes itself as a 
woman and queer-owned shop of moms and others 
committed to a work-life balance, is based in Wash-
ington.

Conway Prinicipal Chrissy Faessen worked the me-
dia for the Opill launch.
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PR pros weigh benefits, drawbacks of AI technology
The PR sector holds a generally favorable view of AI and is already using this technology for a variety of 
applications, according to a recent survey. But the profession’s adoption of these tools has provoked a 
range of emotions from elation to anxiety, as many worry about what impact AI might have on the quality 
of their work as well as how this technology may affect the industry as a whole. By Jon Gingerich

A new survey published by PR soft-
ware platform  Prowly discovered 
that most PR professionals recog-

nize the advantages provided by AI tools 
and have now gained the confidence to 
adopt this technology for tasks such as idea 
generation and content creation as well as 
for boosting general workplace efficiency.

As AI becomes more prevalent in the in-
dustry, however, the survey also discovered 
that many PR practitioners are concerned 
about how these tools may affect the qual-
ity of their woks as well as what potential 
threats this technology may have on their 
jobs and how it may shape the future of the 
industry. 

The survey, which quizzed hundreds of 
PR pros about AI software as well as other 
recent advancements in data analytics and 
automation technology and how they think 
adopting this technology may change the 
industry, found that more than two-thirds 
(68 percent) of PR pros surveyed have al-
ready used AI in their work in some capac-
ity.

Among the PR pros surveyed who said 
they currently use ChatGPT for their work, 
most said they use it primarily for idea gen-
eration (78 percent) and content creation 
(72 percent). Others said they’ve adopted 
it for research purposes (53 percent), re-
porting (10 percent) and monitoring (eight 
percent).

As it turns out, most PR pros surveyed 
in Prowly’s report appear to agree that AI’s 
arrival to the communications sector will 
usher in a number of perks. Chief among 
them is the automation of repetitive tasks, 
which many believe would free up time for 
more strategic work (77 percent), followed 
by increased efficiency and productivity (61 
percent), faster and easier research (59 per-
cent), reduced costs and resources required 
for PR activities (44 percent), improved and 
automated content creation (42 percent), 
enhanced media monitoring and analysis 
(28 percent) and better measurement and 
reporting for PR activities (28 percent).

But with this mass adoption comes a lit-
any of concerns regarding how this tech-

nology may affect communications pro-
fessionals’ jobs—and what it might do to 
the industry as a whole. Among the top 
potential threats PR practitioners think AI 
poses to the profession, a proliferation of 
fake news comes in first place (64 percent). 
Other worries include the potential loss of a 
human touch (56 percent), a lack of creativ-
ity (51 percent), content overload (42 per-
cent), cybersecurity and privacy concerns 
(38 percent), bias and discrimination (33 
percent), displacement of human workers 
(32 percent) and a lack of transparency (26 
percent).

When it comes to the employee skills that 
PR professionals think might gain in de-
mand as AI becomes more widely adopt-
ed across the industry, a knack for critical 
thinking topped the list (76 percent), fol-
lowed by an ability to adapt and learn new 
technology quickly (66 percent). Other po-
tential skillsets that may grow in importance 
include editing and storytelling skills (63 
percent), creative thinking and ideation (59 
percent), emotional intelligence and empa-
thy for building relationships (56 percent), 
data analysis and interpretation (52 percent) 
and an ability to identify and address AI’s 
ethical implications (48 percent).

Overall, PR pros hold a generally positive 
view of AI, according to the report, with 
nearly two-thirds (63 percent) expressing 
positive emotions about it. When asked 
which emotion best summarizes how they 
feel about PR’s adoption of AI technology, 
most polled said they were “happy” (40 per-
cent), followed by “neutral” (30 percent) 
and “extremely happy” (23 percent), Only 
six percent said they were “unsatisfied” 
about PR’s adoption of AI and only two 
percent described themselves as “extremely 
unsatisfied.”

The report also discovered that profes-
sionals working at smaller companies (those 
employing 10 employees or fewer) seemed 
to notice a more positive impact of AI tools 
on the quality of their work (33 percent) 
than practitioners working at companies 
employing between 50 and more than 50 
employees (19 percent).

Prowly’s second-annual “State of PR Tech-
nology” report surveyed more than 300 
communications professionals stationed 
at companies of various sizes (from one to 
more than 500 employees) which includ-
ed PR agencies, non-profits and in-house 
teams. 
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AUGUST
333 7th Avenue, 9th Floor
New York, NY 10001
323/892-5562
Inquiries@augustco.com
www.augustco.com
 
Steven Goldberg, CEO
Ellen Davis, Senior Managing 
Director
Cari Robinson, Senior Managing 
Director
 

What, when, and how you com-
municate matters more than ever.

August believes nothing is more 
important than effective communi-
cation when it comes to influencing 
perception, driving value, and pro-
tecting reputation. We apply years 
of experience, specialized exper-
tise, and a holistic approach to help 
our clients navigate critical issues, 
effectively engage with their stake-
holders and mitigate reputational 
harm while supporting and protect-
ing legal and business strategy. Our 
approach is built on the founda-
tions of deeply analytical strategy 
development, compelling narrative 
building, and diligent execution.

August’s professionals apply 
their experience as former attor-
neys, journalists, and industry 
professionals to advise financial 
and professional services clients 
on matters including litigation and 
investigations, crisis management, 
restructurings and Chapter 11 cas-
es, financial transactions, and cor-
porate positioning and reputation 
management. August is headquar-
tered in Los Angeles, with addi-
tional offices in New York, Dallas, 
and San Francisco.

August and its professionals have 
been recognized by Chambers & 
Partners for litigation support and 
crisis communications.

BACKBAY 
COMMUNICATIONS

20 Park Plaza, Suite 1409
Boston, MA 02116
617/391-0790
www.backbaycommunications.com

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

Bill Haynes, Founder & CEO

BackBay Communications is an 

integrated strategic public relations 
agency focused on the financial 
services sector, with special exper-
tise in private equity, asset man-
agement, fintech, and ESG / impact 
investing.

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 market-
ing campaigns. BackBay has very 
close relationships with the busi-
ness and trade media. With more 
than 30 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 in-
tegrated marketing plans, media re-
lations, content creation, branding, 
website development, marketing 
materials, videos, advertising and 
social media.

Our industry work and experi-
ence includes: Accounting, Advi-
sory, Asset Management, Banks, 
Consulting, Financial Technology, 
Hedge Funds, Impact Investing, 
Insurance, Legal, Private Equity, 
Venture Capital and Wealth Man-
agement.

BEEHIVE 
STRATEGIC

COMMUNICATION 

550 Vandalia St., Suite 233
St. Paul, MN 55114
651/789-2232
www.beehivepr.biz

Lisa Hannum, President & CEO
Becky McNamara, CFO
Nicki Gibbs, Senior Vice President
Ayme Zemke, Vice President

Beehive Strategic Communica-
tion is an independent, strategic 

communication firm, a certified B 
Corporation and a certified wom-
en-owned business. Our clients 
trust us to solve complex business 
challenges by co-creating mar-
ket-ready solutions that inspire 
action and drive results. We work 
with leading brands in health and 
life sciences, financial services, 
professional services, commercial 
real estate and construction, educa-
tion, and energy and environmental 
services. 

Beehive regularly surveys the 
marketplace to learn what univer-
sal dynamics and industry macro 
trends mean for business and what 
leaders must know to prepare for 
what’s next. We ask—and help cli-
ents solve—questions like: Does 
our organization meet the bar for 
changing societal expectations? 
Are we prepared for accelerated 
digital change? Will our culture at-
tract and retain top talent?

Our senior team has partnered 
with dozens of financial services 
brands from community banks to 
global enterprises and financial 
service providers to rebrand, trans-
form and grow through modern 
marketing. Some of our current 
and recent clients include Allianz, 
Associated Bank, BankCherokee, 
Bell Bank, CliftonLarsonAllen 
LLP, Deluxe Corp., Royal Credit 
Union and The Servion Group.

THE BLISS GROUP 
Member of the Next Practices 

Group 

230 Park Avenue
Second Floor West 
New York, NY 10169 
212/840-1661 
Fax: 212/840-1663 
www.theblissgrp.com 

Cortney Stapleton, CEO 
Michael Roth, Managing Partner 
Bob Pearson, Chair 
Reed Handley, Alexis Odesser, 
Sally Slater, EVPs 
Greg Hassel, Liz DeForest, Ken 
Kerrigan, Keri Toomey, Megan 
Tuck, Miles Hill, Bill Smith, SVPs 
Alana Gold, GVP 
Adam Schwartzman, Anna Rob-
inson, Courtland Long, Janice 
Miller, Marisha Chinsky, Meghan 
Busch, Meghan Powers, Melissa 
Stone, Quintin Maidment, VPs 

The Bliss Group is an in-
sight-driven marketing commu-
nications agency that blends data 

science with the art of storytelling 
to target priority audiences with 
precision, empathy and purpose. 
Grounded in data and guided by 
deep expertise, our award-winning 
financial services practice deliv-
ers strong results for some of the 
biggest names in retirement, insur-
ance, investing, banking, private 
equity and fintech. Powered by 
advanced analytics and informed 
by experience, we tell stories that 
reach both B2B and B2C audiences 
across mediums that inspire action 
and make an impact. Our consulta-
tive approach and full-funnel mar-
keting communications delivery 
model bring real, tangible results 
that push our clients and the indus-
try forward.

BOSPAR

Serving 15 locations, including San 
Francisco, New York, Los Angeles, 
Washington, D.C., Chicago and 
Austin.
844/526-7727 (844-5-BOSPAR)
results@bospar.com
www.bospar.com

Curtis Sparrer, Chris Boehlke, 
Tom Carpenter, Principals
Paula Bernier, Senior Vice Presi-
dent, Content
Joseph Krasinski, Chief Financial 
Officer

Hey! 
Yeah, you, the person reading 

this.
Is it us, or do all these agency de-

scriptions sound alike?
“We’re an integrated global com-

munication and marketing agency 
that BLAH, BLAH, BLAH.”

That’s not the thinking that’s go-
ing to get you noticed.

That’s where we come in.
The PR industry and business 

world has noticed Bospar for our 
work in tech, social media, content 
marketing and PR:

• Fortune: America’s Most Inno-
vative Companies 2023 – the only 
PR & Marketing Agency to join the 
ranks!

• Inc.: Fastest Growing Compa-
nies in the Pacific Region 2023

• Financial Times: America’s 
500 Fastest-Growing Companies 
list in 2023

• O’Dwyer’s: 50 Top PR Agen-
cies in 2022

• O’Dwyer’s: Top 5 San Francis-
co PR firms in 2022

FINANCIAL PR & INVESTOR RELATIONSO’Dwyer’s
guide to
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Bospar launched the world’s first NFT ATM with client Neon. The campaign won “Best Consumer Launch” and 
“Best Promotional Event” at the 2023 PRWeek US Awards. 

  _ Continued on page 28

• Fast Company’s Best Work-
places for Innovators in 2022

• Forbes named us one of the 
best PR agencies of 2021

Bospar is a team of pushy yet 
polite tech PR and communica-
tions professionals with purpose 
and relentless joy for what we do. 
We are comprised of former jour-
nalists from social and traditional 
media and marketing, influencer, 
financial, SEO, and public affairs 
experts. As a team, we get smart 
on contact, build relationships and 
launch PR campaigns grounded in 
strategy and infused with creativ-
ity.

If you want to get known fast, ac-
celerate adoption, or drive impact, 
Bospar exceeds all expectations.

With breakthrough coverage and 
visibility, our clients speed ahead 
—no “BLAH, BLAH, BLAH” 
about it!

CALIBER 
CORPORATE 
ADVISERS

22 W. 38th St.
New York, NY 10018
888/550-6385
harvey@calibercorporate.com
www.calibercorporate.com

Harvey Hudes, Founder & CEO
Grace Keith Rodriguez, President
Kristie Galvani, Managing Director
Kyle W. Kempf, Managing Director
Kelly Reilly, Managing Director

Caliber Corporate Advisers is 
the trusted marketing and com-

munications partner to companies 
in financial services & fintech, in-
surance & insurtech, real estate & 
proptech, and related professional 
services. We provide clients with 
best-in-class strategy and execu-
tion in public relations, content 
marketing, social media, and digi-
tal advertising. Acting as an exten-
sion of our clients’ teams, we take 
pride in providing strategic coun-
sel with a fresh and knowledgeable 
perspective. Our global client base 
encompasses companies of all siz-
es, from growth stage startups to 
multinational brands. 

As a remote-first firm of more 
than 40 professionals, we contin-
ue to invest in hiring talented, and 
passionate storytellers. 

Our unique focus on culture led 
to Caliber being honored as a Best 
Workplace by Inc. Magazine. Cal-
iber was also recently recognized 
by the Financial Times as one of 
the fastest growing companies in 
the Americas. 

COGNITO
1040 Avenue of the Americas
14th Floor
New York, NY 10018
 
Global Offices: London, Amster-
dam, Düsseldorf, Singapore, Hong 
Kong, and Sydney.

Andrew Marshall, Vice Chairman
Jade Bestley, Director
Sam Barber, Senior VP
Taylor Fenske, Senior VP
 

Cognito: The specialist global 
agency for finance, technology, 

and the climate transition.
Cognito is an independent global 

communications agency that uti-
lizes strategic corporate position-
ing, clear communications, and 
bold brand building to enable our 
clients to connect with their audi-
ences, build reputations and drive 
business growth.

Our 100+ active clients include 
some of the world’s largest organi-
zations, alongside challengers dis-
rupting the status quo. We cham-
pion them as they lead their way 
with clear communications, pol-
ished development and connecting 
directly to their audiences. 

You can find us on the ground 
in key financial markets—New 
York, London, Amsterdam, Düs-
seldorf, Singapore, Hong Kong, 
and Sydney. Our teams are able 
to infuse local knowledge and 
culture in the global offices, uti-
lizing multi-national resources, 
the same standards of excellence, 
and a truly global perspective. 
We bring together experience from 
across generations, geographies, 
and channels, speaking a combined 
20+ languages from more than 15 
countries. Some of us have worked 
as bankers, others as journalists, 
seasoned communications leaders, 
or social media influencers.

We believe that coming to work 
should be fulfilling and fun. True 
believers that you never stop 
learning, we’re always looking 
for ways to collaborate and share 
knowledge across our team—from 
client outings, industry events and 
networking around the world, to 
active training, team off-sites, and 

the occasional happy hour news 
read.

Our end game is to deliver bril-
liant and innovative work for our 
clients, while taking pride in the 
quality of work we do.

For more information, visit: 
www.cognitomedia.com.

DUKAS LINDEN 
PUBLIC 

RELATIONS
240 W. 40th St.
New York, NY 10016
212/704-7385
info@dlpr.com
www.dlpr.com

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

Dukas Linden Public Relations 
(DLPR) is a communications 
partner for leaders in finance, as-
set 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 market-
place.

Consistently ranked among the 

Harvey Hudes, Caliber Corporate 
Advisers Founder and CEO and 
Grace Keith Rodriguez, President.
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10 largest financial PR agencies 
by O’Dwyer’s, our full suite of in-
tegrated communications services 
includes: comprehensive messag-
ing and media relations across mul-
tiple platforms, content creation, 
media and presentation coaching, 
crisis and special situations com-
munications, online reputation 
management, and transactional and 
internal communications.

DLPR’s clients include well-
known, large and middle-market 
companies in key areas of finance, 
including: institutional and retail 
investing, mutual funds, ETFs, 
wealth management, alternatives 
and private equity, and investment 
and commercial banking. DLPR 
also has proven professional ser-
vices experience within account-
ing, business consulting, compli-
ance, cybersecurity, economics, 
risk management, management 
consulting and law. DLPR also has 
strong experience in fintech, digital 
assets/Web 3.0 and B2B technolo-
gy.

The firm has an exceptionally 
strong broadcast group that, on 
average, secures well over 1,000 
bookings per year, primarily on 
CNBC, Bloomberg, Fox Business 
and Yahoo! Finance. We are equal-
ly strong in print/online media, 
where our clients regularly appear 
in the Wall Street Journal, Bar-
ron’s, Financial Times, and New 
York Times, among many others.  

Clients Include: ARK-Invest, 
Ava Labs, Brandes Investment 
Partners, Bitwise, Brown Adviso-
ry, Citizens Financial, Crossmark 
Global Investments, Evercore, 
Kroll, EisnerAmper, Kearney, La-
Salle Investments, MetLife Invest-
ment Management, Neuberger Ber-
man, OceanFirst Bank, Raymond 
James and Robeco Global.

EDELMAN
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. Our 

honors include the Cannes Lions 
Grand Prix for PR; Advertising 
Age’s 2019 A-List; the Holmes Re-
port’s 2018 Global Digital Agency 
of the Year; and, five times, Glass-
door’s Best Places to Work. Since 
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).

FEINTUCH 
COMMUNICATIONS
11 East 44th St., Suite 1201
New York, NY 10017
212/808-4900
henry@feintuchpr.com
www.feintuchcommunications.com
www.PRWorldAlliance.com 

Henry Feintuch, President
Doug Wright, Vice President 

From fintech to financial ser-
vices, the Feintuch Communica-
tions team has the experience and 
know-how to help you achieve 
your business objectives—whether 
you are a start-up, a high growth 
challenger brand or the established 
marketplace leader. 

Our fintech and financial services 
experience is broad—with decades 
of hands-on support to companies 
in virtually every facet of the busi-
ness from payment technologies 
and buy now, pay later to compli-
ance software, forex, loan plat-
forms, trading technologies, AI, 
blockchain and more.

We provide integrated financial 
communications services to pri-
vately held and public companies 
seeking to raise capital, burnish 
their image or inform markets. Our 
senior team helps companies to fine 
tune their corporate story and help 

differentiate them to the business 
and trade press.  

Whether your goal is raising 
brand awareness, generating sales 
leads, fundraising or meeting your 
own unique marketplace challenge, 
our hands-on experienced team is 
ready to jump in on your behalf.

FGS GLOBAL 
909 Third Ave. 
New York, NY 10022
212/687-8080
www.fgsglobal.com 

George Sard, Roland Rudd and 
Carter Eskew, Co-Chairmen
Paul Holmes, Vice Chair
Mike Feldman and Paul Verbin-
nen, Co-Chairs of North America
Alexander Geiser, Global CEO
Andrew Cole, Deputy Global CEO 
Winnie Lerner, CEO of North 
America
Faeth Birch, CEO of UK, Middle 
East and Asia
Brigitte von Haacke, CEO of 
Europe

FGS Global is the strategic ad-
visor for the stakeholder economy. 
Headquartered in NY, the firm is 
a global strategic advisory and 
communications consultancy, with 
over 1200 multidisciplinary experts 
across the world’s major financial, 
government, business and cultural 
centers. FGS Global is a leader in 
crisis, corporate reputation, pub-
lic affairs and capital markets and 
M&A advisory, as well as an ac-
knowledged leader in boardroom 
communication counsel. The firm 
supports its clients in addressing a 
myriad of stakeholder concerns le-
veraging its capabilities in research 
and insights, media placement as 
well as content, digital and data. 
The company was formed through 
the merger of leading strategic 
communications consultancies 
Finsbury Glover Hering and Sard 
Verbinnen in December 2021. FGS 
Global serves its global client base 
from offices in Abu Dhabi, Am-
sterdam, Beijing, Berlin, Boston, 
Brussels, Chicago, Dubai, Dublin, 
Düsseldorf, Frankfurt, Hong Kong, 
Houston, Kingston (NY), London, 
Los Angeles, Munich, New York, 
Paris, Riyadh, San Francisco, 
Shanghai, Singapore, South Flor-
ida, Tokyo, Washington D.C. and 
Zurich.

FINANCIAL 
PROFILES

11601 Wilshire Blvd., Suite 1920 
Los Angeles, CA 90025
310/622-8220
mconlon@finprofiles.com 
www.finprofiles.com

New York • San Francisco • Chicago

Moira Conlon, President

DLPR Chairman & CEO Richard Dukas and President Seth Linden.

Feintuch Communications helped fintech start-up, Vaultavo, to launch its 
digital asset custody infrastructure for financial institutions and institu-
tional investors with a multinational industry analyst briefing for IDC.

DUKAS LINDEN PR
 _ Continued from page 27
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Financial Profiles is a nation-
al strategic communications firm 
that creates value through effective 
communication. We have earned 
our place as a trusted partner to 
public and private companies, as 
well as asset management firms 
that come to us for our expertise 
in financial communications—in-
vestor relations, transaction sup-
port; corporate communications; 
ESG communications; reputation 
and issues management; strategic 
media relations, media training, 
awards and visibility programs; 
and brand strategy. We deliver 
best-in-class integrated communi-
cations to help our clients enhance 
and protect their profiles to attract 
capital, talent, customers, and me-
dia attention.

Leveraging our deep roots in 
investor relations and breadth of 
expertise across all disciplines of 
communication, we support com-
panies that require an integrated, 
all-stakeholder approach to com-
munications compatible with to-
day’s rapidly evolving landscape. 
Our philosophy is that our clients 
are the arbiters of success—not us. 
It’s our job to earn their trust by ex-
ecuting strategic communications 
programs that produce tangible 
results. We challenge ourselves to 
deliver on that commitment with 
the goal of creating long-term, 
mutually beneficial client partner-
ships.

Financial Profiles is a WBENC 
certified women owned business.

FINN PARTNERS
1675 Broadway
New York, NY 10019
212/715-1600
www.finnpartners.com
 
Ryan Barr, Managing Partner, 
Global Financial Services Practice 
Leader

FINN Partners’ Global Financial 
Services Practice advises com-
panies on strategies to navigate 
today’s highly competitive mar-
kets and complex regulatory envi-
ronments. The global team serves 
B2B, B2C, public and private cli-
ents alike, across a range of sectors 
that include retail and commercial 
banking, investment and wealth 
management, trade finance, insur-
ance, real estate, private equity, 
fintech and more. They work with 
clients to achieve successful busi-
ness outcomes through purposeful 
storytelling and integrated com-
munications. Focused on identify-
ing the most meaningful ways for 
clients to engage key audiences, 
FINN creates programs that inspire 

action. Led by industry veteran 
Ryan Barr, the practice has con-
tinued to grow globally, working 
with clients in various stages of 
their lifecycle and attracting lead-
ing experts in the U.S., Europe 
and APAC. In today’s ever-chang-
ing environment, FINN’s senior 
counselors understand that modern 
companies must engage customers 
and clients in ways never before 
imaginable. Whether broadening 
brand awareness, building appre-
ciation for clients transforming 
an industry or driving adoption of 
new products and services, FINN’s 
Financial Services practice com-
bines smart data and analytics with 
creative programing and flawless 
tactical execution to deliver bold, 
meaningful and amazing work for 
clients.

GOULD+PARTNERS
One Penn Plaza, Suite 3200
New York, NY 10119
rick@gould-partners.com
www.gould-partners.com
917/783-4500

46 Woodbine Ave., Suite #4
Northport, NY 11768

Rick Gould, CPA, J.D., Managing 
Partner
Jack Bergen, Strategic Partner
Mike Muraszko, Jennifer Casani, 
Partners
Don Bates, James Arnold, Rob-
ert Udowitz, Senior Counselors
Yadi Gomez, Account Coordinator

Gould+Partners is an M&A Ad-
visory Firm consisting of a team of 
very senior veterans of mergers & 
acquisitions in the PR industry.

We identify buyers for sellers, 
sellers for buyers, make the intro-
duction and manage and facilitate 
the process.

We also, on a regular basis, per-
form Valuations and prepare firms 
for an ultimate sale. Our books on 
M&A and PR firm management 
validate our commitment to the PR 
profession.

GREGORY FCA 
27 West Athens Ave.
Ardmore, PA 19003
610/642-8253
info@gregoryfca.com
gregoryfca.com

200 West 41st Street
12th Floor 
New York, NY 10036

Greg Matusky, Founder & CEO
Joe Anthony, Partner & President

Gregory FCA has become one of 
the largest, most trusted financial 

PR firms in the nation because we 
take a fundamentally different ap-
proach to our clients’ individual 
needs. Within Financial Services, 
we have VP-level team leads spe-
cifically focused and experienced in 
specific areas such as RIAs, ETFs, 
Fintech, Financial Institutions, In-
surance, Investor Relations, Cryp-
tocurrency and Retirement.

We have cultivated strong rela-
tionships in all areas of financial 
services media, positioning our cli-
ents as experts on investment and 
wealth management strategies and 
telling their story in top-tier nation-
al business and consumer publica-
tions, in addition to industry trade 
outlets. We also provide in-depth 
media training and coaching to en-
sure each opportunity is optimized 
with strategic messaging and smart 
commentary.

H/ADVISORS
ABERNATHY

230 Park Avenue, 23rd Floor
New York, NY 10169
212/371-5999
abernathy.h-advisors.global

Tom Johnson, CEO (tom.john-
son@h-advisors.global)
Carina Davidson, President (cari-
na.davidson@h-advisors.global)

A trusted strategic communica-
tions advisor, H/Advisors Aber-
nathy specializes in advising CEOs, 
board directors and senior execu-
tives on effective stakeholder com-
munications and engagement. For 
nearly 40 years, we have worked 
closely with clients across sectors 
to help build, protect, and enhance 
their reputations, boost value, and 
seize new opportunities. Coming 
from diverse careers including pub-
lic relations, journalism, corporate 
finance and investment banking, H/
Advisors Abernathy’s senior pro-
fessionals serve as expert advisors 
to corporate decision makers and 
provide our clients with diligent 
hands-on service. Our multi-disci-
plinary team offers relevant exper-
tise in financial communications, 
capital raising initiatives, activist 
preparation and defense, M&A 
advisory, profile raising, litigation, 
government investigations, IPOs, 
crisis matters, public affairs, stake-
holder management, digital com-
munications, thought leadership 
and other special situations initia-
tives.

Learn more at www.abernathy. 
h-advisors.global

Follow us on LinkedIn at Linke-
din.com/company/h-advisors-aber-
nathy

THE IGB GROUP

45 Broadway
Suite 1150
New York, NY 10006
212/477-8438
www.igbir.com

Leon Berman, Founder and Man-
aging Partner
Bryan Degnan, Partner and Man-
aging Director

 
The IGB Group is a full-service 

independent investor relations, 
capital markets, and strategic com-
munications advisory firm, offer-
ing a broad range of services aimed 
at supporting leading companies’ 
business and capital markets ob-
jectives aimed at driving valuation 
and preserving reputational capital. 
Since its founding over 22 years 
ago, the firm has served as a trust-
ed advisor to a diverse roster of cli-
ents, including established industry 
leaders and emerging innovators in 
both the public and private realms 
across a broad range of industries. 
Through this varied experience, 
The IGB Group has helped clients 
lower their cost of capital, manage 
crises and complex issues, build 
an optimal shareholder base, in-

Leon Berman, Founder and Man-
aging Partner, The IGB Group, and 
Bryan Degnan, Partner and Man-
aging Director.
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crease sales, enter new markets, 
and achieve favorable outcomes in 
mergers and acquisitions. For more 
information, visit The IGB Group 
website at www.igbir.com.

 

INFINITE GLOBAL

21 W. 38th Street
16th Floor
New York, NY 10018
www.infiniteglobal.com 

Jamie Diaferia, CEO & Founder
Zach Olsen, President
Isabel Podda, Global COO
Kenneth Gary, Chief Growth 
Officer
Ryan McSharry, Director / Head 
of Professional Services, Crisis & 
Litigation
Scott Addison, Director / Head of 
Corporate
Clay Steward, Kelsey Eidbo, 
Jesse Dungan, Zinie Sampson, 
Jennifer King, Jean-Luc Renault, 
Sophie Cikovsky, Amy Fathers, 
Vice Presidents
Tal Donahue, Senior Associate 
Director
Andrew Longstreth, Head Writer

The world’s largest and most so-
phisticated organizations trust In-
finite Global to help build, manage 
and protect their reputations when 
it matters most. 

For more than 20 years, our di-
verse team of former journalists 
and lawyers have specialized in 
providing award-winning inno-
vative communications and mar-
keting services to clients in the 
professional services, technology, 
financial services, insurance/risk 
and real estate sectors. 

Our experience managing our 
clients’ reputational risk often in-
volves active litigation, regulatory 
and political pressure, media atten-
tion and heightened public scrutiny. 
We have an unrivaled ability to 
navigate the most complex issues, 
including times of urgent crisis, ad-
vising a wide range of domestic and 
international clients facing difficult 
scenarios in which reputational, 
legal and commercial risk is high. 
We leverage our deep media con-
nections and mastery of the legal 
industry to direct conversations in 
active litigation to support our cli-
ents’ messages.

Our crisis and data breach prac-
tice spans each phase of the crisis 
lifecycle, from pre-crisis prepara-
tion and planning, to rapid crisis re-
sponse and post-crisis reputational 
repair. It includes:

• Crisis playbooks and training

• Crisis strategy, preparation and 
stress testing

• Incident response
• Litigation communications
• Data breach response
• Insolvency and restructuring
With nearly 70 professionals 

across our New York, Los Angeles, 
San Francisco, Chicago, Washing-
ton, D.C. and London offices, In-
finite Global is ideally positioned to 
provide on-the-ground support to 
U.S., U.K. and international clients, 
regardless of their time zone.

JOELE FRANK
 
622 Third Avenue, 36th Floor
New York, NY 10017
212/355-4449
www.joelefrank.com
 
One California Street, Suite 2275
San Francisco, CA 94111
415/869-3950
 
Joele Frank, Managing Partner 
Matthew Sherman, President
 

Joele Frank: Producing Results, 
When It Matters Most.

Joele Frank provides strategic 
counsel and tactical support for 
high-stakes, high-profile special 
situations as well as for ongoing 
public and investor relations.

The Joele Frank team is broad 
and deep and recognized by peers, 
the financial community and jour-
nalists for their quality work, stra-
tegic acumen and creative approach 
to challenging issues.

The firm’s clients range from 
large, global public companies to 
smaller, private enterprises across 
virtually all industries.

Joele Frank consistently ranks 
among the top PR firms in an-
nounced M&A transactions, share-
holder activism defense and en-
gagement, and bankruptcies and 
restructurings. It also has leading 
practice areas in crisis communi-
cations, including for litigation, 
cybersecurity and other special sit-
uations, as well as in private equity, 
ESG, IPOs, and spin-offs. The firm 
has dedicated design and digital 
teams to differentiate and drive cli-
ent narratives in these areas.

 

KEKST CNC

U.S. Headquarters
437 Madison Avenue, 37th Floor
New York, NY 10022
212/521-4800
www.kekstcnc.com

Jeremy Fielding, Co-Chief  
Executive Officer
Bernhard Meising, Co-Chief 
Executive Officer

Many companies and institutions 
around the world will confront un-
foreseen events that may well alter 
their future, pose unprecedented 
challenges, and potentially define 
their reputation for years to come.

What is required in these circum-
stances is an expert, experienced 
strategic communications partner 
to work with senior management 
and a Board of Directors to develop 
and execute the necessary integrat-
ed communications strategies to 
gain the trust and confidence of key 
stakeholders in this era of acceler-
ated change.

Kekst CNC is ideally equipped to 
help global business and institution-
al leaders address these challenges 
... as well as their opportunities. For 
50 years, our team of more than 300 
experienced professionals in 15 lo-
cations around the world has part-
nered with leading organizations of 
all sizes to: articulate new business 
strategies and a vision for success; 
explain an enterprise transforming 
event and its significance; help nav-
igate complex business challenges 
or crises; build support among key 
stakeholders; and, work to strength-
en and protect our clients’ credibili-
ty, reputation, and brand.

As trusted advisors, Kekst CNC’s 
professionals bring to client engage-
ments high energy, sound judgment 
and expertise on such high stakes 
matters as: M&A, shareholder ac-
tivism and governance, crisis com-
munications, restructurings, regu-
latory investigations / resolutions, 
litigation support, complex investor 
relations, IPO communications, is-
sues and reputation management, 
leadership transitions, employee 
engagement, public affairs, as well 
as digital and social communica-
tions—providing exceptional coun-
sel and execution supported by ob-
jective insights, based on access to 
proprietary research, data and ana-
lytics capabilities.

LOWE GROUP
250 E. Wisconsin Ave., #875
Milwaukee, WI 53202
414/376-7240
jody@lowecom.com
www.lowecom.com

Jody Lowe, President & Managing 
Director
Benjamin Bishop, Principal & 
Managing Director
Greg Joslyn, Executive Vice Presi-
dent, Media Relations
Pat Allen, Executive Vice President 
& Digital

Media relations, content & au-
thority marketing, digital market-
ing, social media, reputation man-

agement, crisis communications 
and media training. Clients include 
asset managers, mutual funds, RIAs 
and financial advisory firms, trust 
services providers, hedge funds and 
other alternative-investment man-
agers, fintechs, ESG/sustainable 
and impact investment firms.

Lowe Group helps financial ser-
vices organizations reach their 
target audiences—directly and 
through the media—with high-im-
pact, engaging communications. 
We help clients through a tailored, 
consultative approach grow aware-
ness of products, services and lead-
ers and build and maintain cred-
ibility. Our experienced financial 
professionals hail from investment 
management firms, hedge funds 
and financial journalism. Our LG 
Digital services extend our capabil-
ities and include web strategy, SEO 
advertising, email and marketing 
automation and sales enablement.

Clients Include: Allspring Global 
Investments, Alera Group Wealth 
Services, Baird, Calamos Invest-
ments, Calvert Impact, Cambiar 
Investors, DPL Financial Partners,  
Fulcrum Asset Management, John-
son Financial Group, Praxis Mutual 
Funds, UMB, US SIF and Wasatch 
Advisor.

MONTIETH & 
COMPANY

 
155 E. 44th St., Suite 1610 
New York, NY 10017 
646/437-7602  
www.montiethco.com 

Montieth M. Illingworth, CEO & 
Global Managing Partner 
Perry Goldman, Global Senior 
Director, Financial & Professional 
Services, Crisis Management and 
Litigation PR 
Katarina Matic, Global Sen. Dir., 
Marketing Comms., Issues Man-
agement & Public Affairs, Branding 
& Website Development 
Cameron Penny, Director, EMEA 
Joyce Lee, APAC Lead/Hong Kong 

Montieth & Company is a  
global specialist communications 
consultancy that provides a fully 
integrated set of communications 
services and solutions that deliver 
high-value, measurable outcomes 
for organizations across sectors and 
global money and media markets. 
Montieth & Company’s flexible, 
integrated, and budget-efficient 
cross-border business model en-
ables us to reach multiple media 
markets via our global hubs in New 
York, London and Hong Kong, and 
our affiliates around the globe.

Our clients include companies 
in asset management, financial re-
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search, risk-focused data and ana-
lytics, business intelligence/knowl-
edge process outsourcing, cyber 
and physical security, compliance, 
law, corporate shareholder services, 
renewable energy, online trading, 
fintech, proptech, insurtech, the art 
market, blockchain, AI and other 
emerging technologies.

We help these clients achieve in-
fluence, realize their ambitions and 
solve their most critical problems. 
Central to our value-add is support-
ing key client corporate initiatives. 
These range from seeking private 
equity investments, making strate-
gic acquisitions, moving into new 
markets globally and expanding 
profitable market share. The firm’s 
expertise in financial services en-
ables us to bring both realms of ex-
pertise to assisting our professional 
services clients on these initiatives. 

The firm offers clients a full suite 
of PR services, including market-
ing communications, corporate and 
financial communications, issues 
management and crisis communi-
cations, litigation PR, and public 
affairs and government relations. 
M&Co also provides branding and 
website design and development, 
multi-media marketing, influenc-
er strategies, as well as video and 
podcast production.

MYRIANT 
 

909 Third Avenue, FL 7
New York, NY 10022
212/445-8000 
www.myriant.com
 
Marc Drechsler, Senior Principal
Richard Mahony, Senior Advisor
Christine Beggan, Principal
Milan Khatami, Shiwei Yin, Associ-
ate Principals 

 
Myriant helps clients protect, 

support and grow shareholder 
value by bringing together differ-
entiated stakeholder insights, cap-
ital markets advisory and indus-

try-leading investor engagement 
programs. 

Our Capital Markets advisory is 
firmly rooted in investor analyt-
ics and insights, having recently 
launched an industry-first strate-
gic collaboration with S&P Global 
Market Intelligence. This enables 
us to leverage world-class market 
data, shareholder analytics and 
sector intelligence to enhance Myr-
iant’s ability to counsel on business 
decisions impacting investors and 
drive strong investor engagement. 
The consultancy taps into a com-
prehensive suite of issuer solu-
tions from investor perception and 
benchmarking to sustainability and 
governance analytics to advise on 
IPOs, SPACs, M&A, Divestitures 
and Spin-Offs, as well as ongoing 
communications, shareholder ac-
tivism and special situations.

Our consultants have exten-
sive, global capital markets back-
grounds and come from a broad 
spectrum of disciplines including 
journalism, investment banking, 
law, public policy, investor rela-
tions, corporate communications 
and government—enabling us to 
offer a comprehensive set of per-
spectives and counsel.

Myriant by United Minds is a 
management consultancy dedicat-
ed to helping organizations nav-
igate the risks and opportunities 
in today’s increasingly complex 
world. By bringing a stakeholder 
lens to business decisions, we help 
leaders safeguard reputation, im-
prove valuation and build business 
resiliency.

PEAKS 
STRATEGIES 

Stamford. New York. Portland. 
Boulder.
917/353-7575
info@PeaksStrategies.com 
www.PeaksStrategies.com

Thomas Walek, Founder & Manag-
ing Partner
Armel Leslie, Partner
Matthew Yemma, Senior VP
Morrison (Mo) Shafroth, Manag-
ing Dir. 
Vaibhav Kumar, Account Executive 

Peaks Strategies is an indepen-
dent public relations firm that de-
livers impactful communications 
solutions to clients across financial 
services, financial technology, cap-
ital markets, digital assets, and im-
pact investing.

We build long-term relationships 
with clients as we work with them 
to define, differentiate, promote, 
and protect reputations and brands 
in today’s demanding marketplace. 
Every Peaks client receives a cus-
tom, multi-disciplinary approach 
to meet their unique communica-
tions needs.  Our suite of services 
includes strategic positioning and 
messaging, media relations, trans-
action support, content marketing, 
thought leadership programs, prod-
uct launches, and crisis communi-
cations.

Recognized by Hedge Week, The 
Hedge Fund Journal, PR Week and 
others, Peaks Strategies puts clients 
first and measures our performance 
based on their long-term success. 
Our clients are building the future 
with real, better alternatives and we 
help them succeed and grow with 
deep industry knowledge, stellar 
client service, and business-build-
ing results.

Clients Include: 1% for the 
Planet, 180 Degree Capital, As-
pect Capital, Blockdaemon, Dia-
mond Standard, FLX Networks, 
Komainu, MPOWER Financing, 
Quantitative Brokers, Ready Capi-
tal (NYSE:RC), RiverNorth Capi-
tal Management, Shelton Capital  
and Tuttle Capital Management.

RF|BINDER
950 3rd Ave., Floor 8
New York, NY 10022
www.rfbinder.com

Amy Binder, CEO
Rebecca Binder, President

RF|Binder’s Corporate & Finan-
cial Services practice specializes 
in providing comprehensive, tai-
lored communications programs 
to a wide range of institutions, in-
cluding asset management firms, 
investment funds, commodities 
traders, banks, FinTech start-ups, 
insurance companies, and profes-
sional service providers. With the 
Clarity Lens™ framework as our 
foundation, we deeply understand 
each client’s unique needs and pri-
orities, allowing us to develop tar-

geted strategies that directly align 
with their business objectives, fos-
tering success.

Our integrated programming 
covers a spectrum of services, from 
reputation management and C-suite 
thought leadership initiatives, new 
product and service launches, to 
ESG strategy development, crisis 
communications and corporate 
social impact initiatives. We excel 
in crafting compelling narratives 
and messages as well as creating 
campaigns that enable our clients 
to engage with the media, key 
stakeholders, and clients. Drawing 
on our extensive experience in the 
financial services industry, we’ve 
assisted prominent companies in 
navigating market volatility, tech-
nological advancements, M&A, 
IPOs, fee structure changes, and the 
growing importance of ESG and 
sustainable finance.

Backed by a dedicated research 
and insights team, a digital market-
ing and paid media team, and The 
Grove, our cutting-edge creative 
studio, we create programs that el-
evate brands, establish credibility, 
and foster trust.

SLOANE &  
COMPANY

 
One World Trade Center
285 Fulton Street, 63rd Floor
New York, NY 10007
212/486-9500
Fax: 212/486-9094
info@sloanepr.com
www.sloanepr.com

Darren Brandt, Whit Clay, Co-
CEOs
John Hartz, President

Sloane & Company is an indus-
try-leading strategic communica-
tions firm that provides compre-
hensive counsel on high-stakes 
situations, including: M&A; share-
holder activism defense; IPOs and 
SPACs; litigation; unforeseen man-
agement changes; board issues; 
employee issues; cybersecurity; 
natural disasters; product integrity; 
regulatory and legislative issues; 
bankruptcies / restructurings; en-
vironmental issues; and corporate 
governance. More broadly, we 
provide strategic support around 
corporate and financial public re-
lations; transactions; strategic in-
sights; messaging, analytics and 
measurement; public affairs; and 
investor relations—to public and 
private companies as well as inves-
tors, associations and individuals. 

We are experts at assisting clients 
when unforeseen events threaten 
to impact their business or damage 

Clockwise from top left: 
Peaks Founder & Man-
aging Partner Thomas 
Walek, Partner Armel 
Leslie, SVP Matthew 
Yemma, Acct. Exec. 
Vaibhav Kumar MD and 
Morrison (Mo) Shafroth.
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their reputation. We are known for 
our intelligence, intensity, creativ-
ity and focus on getting results.  
Whether the situation calls for de-
veloping and delivering the right 
messages to the audiences that mat-
ter or advising on high-stakes deals 
or crises, our goal is the same—to 
drive winning outcomes for our 
clients.

We have become a go-to firm 
when these crises and special sit-
uations occur by listening to our 
clients, understanding the situation, 
determining the risks to their busi-
ness and delivering candid advice 
to management teams, boards, ex-
ecutives and organizations when 
they need it most. Clients have 
the benefit of working with senior 
executives with decades of experi-
ence who offer professional coun-
sel in all phases of crisis planning 
and response, leading to immediate 
results.

Beyond specific crisis situations, 
we develop effective and actionable 
contingency plans in close coordi-
nation with a client’s legal, finan-
cial, marketing, communications 
and government relations/lobbying 
advisors. Our approach provides 
best-practices and enhances client 
procedures and appropriate training 
of personnel before and during a 
crisis. When the unexpected hap-
pens, we actively manage and sup-
port implementing the appropriate 
communications tactics. After the 
crisis subsides, we help clients re-
store their credibility and reputa-
tion in the marketplace.

 

STANTON
909 Third Ave.
New York, NY 10022
212/366-5300
astanton@stantonprm.com
www.stantonprm.com

Alex Stanton, CEO
Tom Faust, Charlyn Lusk, Manag-
ing Directors
Liam Collopy, Matthew Conroy, 
Michael Goodwin, Scott Lessne, 
Katrin Lieberwirth, SVPs

Stanton is a strategic commu-
nications partner to global firms, 
mid-size leaders and entrepre-
neurial enterprises with a partic-
ular strength in financial services 
including private investment, in-
vestment banking, fintech, adviso-
ries and insurance. Our expertise 
in this sector has been recognized 
with numerous awards including 
a “Top 10” ranking among firms 
specializing in financial PR from 

O’Dwyer’s. Our combination of 
smart strategy, innovative thinking 
and first-class execution produces 
business-changing results for our 
clients.

In addition to our deep sector 
experience, Stanton is a preferred 
partner of financial brands for our 
practitioner model where our senior 
professionals spend the majority of 
their time on client work. Our flex-
ible and collaborative approach 
and responsive, bureaucracy-free 
service are the hallmarks of our 
long-standing client relationships.

With teams in New York and the 
San Francisco Bay Area, Stanton 
supports clients through strategy, 
media relations, content develop-
ment and marketing, design and 
production, executive visibility, 
thought leadership, crisis manage-
ment, analyst relations, social me-
dia management and more.

Financial clients include: 3i, Alli-
anz Global Corporate & Specialty, 
Assurant, Bain Capital, Carl Marks 
Advisors, Conning Asset Manage-
ment, CVC, FFL Partners, HGGC, 
HighVista Strategies, Hometap, 
Kline Hill Partners, Leste Group, 
Lincoln Road Global Management, 
Lincolnshire Management, Makena 
Capital, Mosser Capital, Noerth-
leaf Capital Partners, OceanSound 
Partners, One Equity Partners, One 
Inc., SFW Capital Partners, Sun 
Capital Partners, T1D Fund, and 
Toorak Capital Partners.

TIER ONE  
PARTNERS

129 South Street
Boston, MA 02111
617/918-7060 

209 W. Jackson Blvd.
Chicago, IL 60606
708/421-0083 
www.tieronepr.com
 
Marian Hughes, Co-Founder, 
Managing Partner, Chicago
Kathy Wilson, Co-Founder, Man-
aging Partner, Boston 
 

Now in our 20th year, Tier One 
Partners is a woman founded and 
led full-service PR, digital, and 
content marketing agency. We are 
an award-winning team of strate-
gic thinkers, trendspotters, creators, 
and digital changemakers who are 
agile and proactive by design. But, 
even more vitally, it’s our deep, 
mind-meld-like connection with 
our clients that enables us to act 
quickly, decisively, and in unison 
to seize the moment—turning good 
into great.

 The collective talent, work ethic, 
and heart we put against our clients’ 

businesses is the foundation of ev-
erything we do. Our unique agile 
communications approach turns 
B2B and B2C companies in finan-
cial and professional services into 
category leaders by steadily align-
ing their missions to the most press-
ing challenges and opportunities of 
our time.  Our earned media, cre-
ative content, and digital marketing 
strategies, combined with our re-
lentless pursuit of results, bring our 
clients’ visions and missions to the 
forefront—and keep them there.

 Tier One’s unique Agile Insights 
practice keeps our clients one step 
ahead of national and industry 
conversations. We use cross-agen-
cy tools to recognize and predict 
emerging macro trends in real time 
so our clients can capitalize on the 
most relevant thought leadership 
opportunities. We immerse our-
selves in our clients’ businesses 
and go beyond what’s expected to 
deliver outstanding outcomes. 

Co-headquartered in Boston and 
Chicago, Tier One is a certified 
women owned business. We’re 
proud to be a winner of PRovoke 
Media’s 2022 Global and 2023 
North America SABRE awards for 
our work with Ally Financial. 

 

TREVELINO/KELLER
981 Joseph E. Lowery Blvd., #100
Atlanta, GA 30318
404/214-0722
dtrevelino@trevelinokeller.com
gkeller@trevelinokeller.com
www.trevelinokeller.com
www.groovy-studios.com

Dean Trevelino, Founder and 
Principal, 404/214-0722 X106
Genna Keller, Founder and Princi-
pal, 404/214-0722 X105

Coming off of what has become 
Atlanta’s signature financial ser-
vices event, FinTech South, Trev-
elino/Keller was selected as agency 

of record for the fourth year run-
ning by the event’s lead partner, 
the Technology Association of 
Georgia.  The firm’s financial ser-
vices practice has benefitted from 
its well-balanced experience base 
of B2B and B2C clients, enabling 
it to serve traditional financial ser-
vices companies as well as fintech 
organizations that leverage its tech-
nology practice. Utilizing the firm’s 
three core service areas—public 
relations, integrated marketing and 
creative services—its mission is to 
help companies build, launch and 
scale their businesses with a goal of 
growth, acquisition or exit.

In the start of 2022, the firm has 
been successful in the emerging 
NFT marketplace and NIL space, 
specifically within the sports in-
dustry, working with brands like 
Icon Source and The Players’ 
Lounge.  Also of note is the firm’s 
outcome-driven approach with 
emerging financial/fintech brands 
that have leveraged the momen-
tum of public relations campaigns 
to realize their business goals.  In 
recent years, brands like Paymetric 
[tokenization], FactorTrust [Un-
derbanked data], Capital Access 
Network [alternative lending], all 
realized successful exits following 
campaigns led by Trevelino/Keller.

On the professional services side, 
the firm has bridged to wealth man-
agement, venture capital, angel net-
works as well as traditional services 
firms in marketing services, human 
resources, legal, accounting and ex-
ecutive search.  

The firm’s continued support of 
start-ups has been differentiated in 
the marketplace by its success har-
nessing an entrepreneurial-led eco-
system of organizations that have 
included Atlanta Tech Village, At-
lanta Tech Angels, Tech Alpharetta, 
Keiretsu Forum, LaunchPadFX, 
Women in Technology and Raise 
Forum. 

FinTech South, in collaboration with Technology Association of Georgia, 
continues to be the premier international fintech conference in the South-
east. Trevelino/Keller once again assumed its public relations, marketing 
and sponsorship role on behalf of the conference.
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1. Edelman, New York, NY $115,744,000

2. ICR, New York, NY 83,693,800

3. Prosek Partners, New York, NY 76,875,000

4. Vested, New York, NY 23,811,000

5. APCO Worldwide, Washington, DC 17,300,000

6. Finn Partners, New York, NY 15,600,000

7. Cognito, New York, NY 13,120,158

8. 5W Public Relations, New York, NY 11,000,000

9. Stanton, New York, NY 10,476,397

10.  Dukas Linden PR, New York, NY 9,380,205

11. Lambert, Grand Rapids, MI 9,043,800

12. Gregory FCA, Ardmore, PA 8,482,771

13.  Zeno Group, New York, NY 7,271,821

14.  Caliber Corporate Advisers, New York, NY 6,215,314

15. BackBay Communications, Boston, MA 5,750,365

16. Bliss Group, The, New York, NY 5,448,281

17.  Forefront Communications, New York, NY 4,560,667

18.  Inkhouse, Waltham, MA 3,233,007

19.  Kivvit, Chicago, IL 2,877,273

20.  G&S Business Comms., New York, NY 2,719,121

21.  Hewes Communications, New York, NY 2,640,744

22.  Tier One Partners, Boston, MA 1,973,301

23.  imre, LLC, Baltimore, MD 1,792,000

24.  Havas Formula, New York, NY 1,664,835

25.  Lowe Group, Wauwatosa, WI 1,611,227

26.  Buttonwood Comms. Group, New York, NY 1,484,579

27.  LaunchSquad, San Francisco, CA 1,310,000

28.  Taylor, New York, NY 1,300,000

29.  Comms. Strategy Group (CSG), Denver, CO $1,289,454

30.  Greentarget Global LLC, Chicago, IL 1,248,000

31. Otter PR, St. Petersburg, FL 949,500

32.  Pierpont Communications, Houston, TX 873,646

33.  rbb Communications, Miami, FL 553,196

34. Rally Point Public Relations, New York, NY 533,031

35. Rasky Partners, Inc., Boston, MA 458,916

36.  Slide Nine Agency, Columbus, OH 455,068

37.  Milk & Honey PR, New York, NY 413,484

38.  Trevelino/Keller, Atlanta, GA 380,000

39.  IW Group, Inc., West Hollywood, CA 338,651

40.  Butler Associates, LLC, New York, NY 330,953

41.  Jackson Spalding, Atlanta, GA 308,629

42.  Red Thread PR, Philadelphia, PA 298,939

43.  360PR+, Boston, MA 255,000

44. French | West | Vaughan, Raleigh, NC 245,375

45.  Akrete, Evanston, IL 189,300

46.  O’Malley Hansen Comms., Chicago, IL 144,904

47. Beehive Strategic Comm., St. Paul, MN 134,616

48. Ehrhardt Group, The, New Orleans, LA 120,000

49.  Inspire PR Group, Westerville, OH 119,979

50. Superior PR, Chicago, IL 91,610

51. MP&F Strategic Comms., Nashville, TN 79,310

52.  TruePoint Communications, Dallas, TX 74,793

53.  Stanton Communications, Washington, DC 35,000

54.  Marketing Maven PR, Camarillo, CA 29,000

55.  Lavidge, Phoenix, AZ 2,000

      Firm  Net Fees (2022)       Firm  Net Fees (2022)

O’DWYER’S RANKINGS
TOP FINANCIAL PR & INVESTOR RELATIONS FIRMS
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For all the dramatic developments such 
as a global pandemic, globalization, 
technology advancement and compet-

itive parity have had on business, we often 
overlook the most dramatic impact of all: 
the disintegration of the ages-old “social 
compact” between employers and their em-
ployees.

Volumes have been written about “hy-
brid” work environments, “rightsizing,” 
“the emergence of a social voice” and oth-
er outgrowths of the evolving societal and 
business environment. Certainly, those have 
affected business and employees directly. 
This is an important shift because, for the 
first time in generations, the relationship 
is, in fact, forever changed. What we’re wit-
nessing is a workforce and even a manage-
ment layer that’s woefully ill-prepared to 
address myriad issues and challenges facing 
the organization. Information is abundant 
but it’s not organized, lacks relevance, and 
is impersonal to absorb and act on. How is 
this possible?

Three forces have converged to create 
such a scenario:

Internal Communications as a func-
tion doesn’t report to or have access to 
the CEO or the C-Suite in any meaning-
ful way. This results in a confused mix of 
content that is neither relevant to the busi-
ness nor actionable to the workforce. What’s 
important to the business is lost in a sea of 
superficial content laid out as a buffet with 
no direction.

There’s no communications standard in 
place for the enterprise. Employees—new 
and legacy—aren’t conditioned or trained 
to seek information, initiate discussion and 
debate and directed to specific platforms 
and venues to participate and attend. This 
creates a void in learning.

Content must break through and align 
with the priorities of the business. Amid 
a sea of irrelevant information, critical sub-
jects and topics important to growth, sus-
tainability and competitive advantage must 
be conveyed. This is an area that internal 
communicators need to grasp fully explor-
ing provocative areas, delving into critical 
issues, providing deeper answers and en-
gaging in constructive disagreement with 
employees.

COVID recast how work is conducted
Adding to the above, the world changed 

three years ago when a global pandemic up-
ended everything.

Being away from the office for three years 
would’ve been unheard of prior to the pan-
demic. Now, employees are demanding that 
some sort of hybrid work arrangement be 
maintained as productivity and progress 
went on without a hitch. Further, people 
experienced a sense of accomplishment and 
camaraderie working outside the office, re-
sulting in newfound freedoms. A new men-
tality emerged even before COVID logically 
borne as much from the disappointment of 
the promises made to people as transforma-
tion and change efforts took hold as from a 
shifting global workforce in search of more 
practical and realistic work/life balance. As 
a result, employees have shifted both their 
mindset and expectations.

This new mindset, of course, doesn’t put 
new pressures only on the employer—it also 
puts pressure on the employee to be more 
engaged and industrious than ever before.

“Why don’t I know?”
Today’s employees expect to know the or-

ganization’s business, culture, rhythms, in-
formation flow and knowledge base.

The once-common refrain of  “I didn’t 
know that?”  or  “Why didn’t someone 
tell me?” is no longer viable and no longer 
accepted. In circumstances of doubt or ig-
norance, high-performing employees ask 
themselves, “Why don’t I know?” If the rea-
son is that the employer hasn’t lived up to 
its end of the relationship, employees are 
literally  obligated  to demand pertinent in-
formation.

On the other hand, if the reason is that the 
employees haven’t done their homework or 
asked the right questions, they’re obligated 
to get up to speed immediately.

It’s now a zero-sum game. Employers 
must be open, transparent and current with 
information and data. Employees must be 
curious, engaged, and current on the com-
pany’s products, services, policies, opportu-
nities, struggles, performance, etc.

That, in a nutshell, is the new standard 
for today’s employer/employee relationship: 
mutual respect and collective engagement.

The manager/supervisor nexus is key
How can leaders and managers operate ef-

fectively in a social and digital era where the 
need for constant and meaningful relation-
ships with employees takes time when they 
face so many other priorities?

Specifically, leaders, managers/supervi-
sors must establish:

• A way of operating that places their per-

sonal knowledge and education of organiza-
tional realities first.

•  A set of standards for how, when and 
what to communicate in a face-to-face man-
ner.

•  A protocol for employee behavior in 
terms of accessing, discussing, and debating 
information on policy, positions, strategy 
and decisions that the company operates 
against.

• A curiosity for how people are thinking, 
progressing, behaving in order to move the 
business forward.

The irony of the dig-
ital age is that face-to-
face communications 
remains the prevalent 
form of communica-
tions with social used 
to support or comple-
ment major initiatives.

In this way, people 
have a regular dose of 
business, meaning they interact with col-
leagues and peers exchanging ideas, con-
cerns, opinions, etc., which help shape and 
condition behavior and thinking.

Evaluating your own organization
Given this new reality, has your compa-

ny instituted new standards of engagement 
for managers and employees? Is informa-
tion readily accessible and updated? Is your 
internal communications architecture in 
synch with your company’s management 
model? Are managers and communicators 
evaluated on the frequency and content 
of information shared with employees? Is 
there a seamless “push” and “pull” balance 
of information?

Of course, you can probably determine 
this rather quickly by simply answering a 
few questions: How often do employees 
generate ideas that are integrated into man-
agement practice? Do managers inquire 
about company performance without being 
asked or requested? Are meetings interac-
tive, or do only the managers speak? Do 
people have solid understanding of compet-
itive threats? Priorities? Challenges? Where 
does internal communications sit in the 
structure? What information is allowed to 
“break-though” regularly to allow people 
to make the argument themselves? Finally, 
do employees often offer the equivalent of “I 
don’t know” … or, rather, do they respond 
to new information by asking “Why don’t I 
know?”

The right answers will determine just how 
much your company is at risk at a time when 
success is a razor-thin proposition.

Gary F. Grates is Principal and Managing 
Director of GConsulting Group. 
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Disintegration of ‘social compact’ between employers, employees
In an age of content overload, employees are still finding the most 
basic information elusive. Here’s how leaders and communicators 
are putting their organizations at risk. By Gary Grates

Gary Grates



PR legend Bob Cohn 
dies at 88

Legendary PR man 
Bob Cohn, who 
launched Cohn & 

Wolfe with Norman 
Wolfe in 1971, died in 
Tuscaloosa on July 4. 
He was 88.

Atlanta-based C&W 
emerged as a consum-
er products and sports 
powerhouse, serving 
blue-chip clients such as Coca-Cola, FedEx 
and Chick-fil-A.

Young & Rubicam acquired the firm and 
merged it with Burson-Marsteller. C&W 
exists today as BCW Global, which is a unit 
of WPP.

Brooklyn-born Cohn served in the Air 
Force and enrolled at the University of Al-
abama via the GI Bill.

He became Editor-in-Chief of the student 
newspaper, The Crimson White and took a 
reporter job at the Montgomery Advertiser 
following graduation.

As a journalist, Cohn covered the Civil 
Rights Movement and served as Atlanta Bu-
reau Chief for a number of Georgia news-
papers.

In 2021, Cohn and his wife, June, moved 
to a senior living facility at the University of 
Alabama campus.

Donations may be made in Cohn’s name 
to Hospice of West Alabama, 3851 Loop 
Road, Tuscaloosa, AL 35404. 

GM picks DeGreve for 
top marketing post

Norm de Greve, 
who has been 
CMO at CVS 

Health since 2015, is 
taking the top market-
ing job at General Mo-
tors. Effective July 31, 
de Greve will be Senior 
VP and Chief Market-
ing Officer at the auto-
maker.

He succeeds Deborah Wahl, who retired 
in March.

During de Greve’s tenure at CVS, the com-
pany grew to be the largest consumer health 
care company in the country, hitting the No. 
6 spot on the Fortune 500. CVS earned the 
highest national reputation in healthcare, 
became the most trusted retailer in America 
and consistently gained market share.

Before that, he held a variety of senior 
positions at Digitas, serving as President 
of the Boston and Detroit offices and Chief 
Solutions Officer. While there, he worked to 
advance GM’s digital marketing.

De Greve previously worked in invest-
ment management and management con-
sulting. 

Evins Communications 
ups Long to president

Evins Communi-
cations  has pro-
moted  Jacqueline 

Long to President. 
Long has served as 

Chief Operating Of-
ficer and Chief Com-
munications Officer 
at the agency since 
February 2022. She 
was also a VP at Evins 
from 2013 to 2015. Be-
fore returning to the agency, Long was head 
of public relations and communications at 
Time Out Group and VP Public Relations 
and Consumer Engagement at LVMH/
Moet Hennessy. 

In her new post, she will be responsible 
for Evins’ management and growth as well 
as for evolving its positioning, vision for 
the future and driving strategic client cam-
paigns. She also becomes a member of its 
board of directors. 

Pediatrician Cecchini 
joins FINN health unit

Dr. Cherilyn Cec-
chini, a pediatri-
cian, author and 

influencer, has joined 
Finn Partners’ New 
York health group.

She did a five-year 
stint at LifeSci Com-
munications, serving 
as its Medical Director 
and exiting as VP-Ac-
count Manager, and 
was Physician Chair-Social Media at the 
American Medical Women’s Assn.

Cecchini’s therapeutics expertise includes 
oncology, neurology, women’s health, car-
diology and gene therapy.

She has contributed to Good Housekeep-
ing; Parents Magazine; Business Insider; 
Eat This, Not That!; What to Expect; the 
Strategist; Romper and Babygaga.

“Cherilyn’s valuable insights into the phy-
sician-patient relationship, coupled with 

her experience as a communicator, writer 
and influencer, will enhance our practice’s 
ability to help clients solve their most com-
plex challenges,” said Fern Lazar, Global 
Health Practice Leader at Finn Partners.

Cecchini reports to Tom Jones, head of 
the New York health and pharma sector.

Finn Partners took the No. 6 slot in O’Dw-
yer’s healthcare rankings with 2022 fees of 
$52.6 million. 

FTI ups Bridges to 
global M&A chief

FTI Consulting has promoted Edward 
Bridges to Global Head of M&A and 
Activism within its strategic communi-

cations segment. 
Bridges has been 

with the agency for 
almost three decades, 
previously serving 
as a Senior Manag-
ing Director based in 
London. Earlier this 
year, he was recog-
nized by MergerLinks 
as EMEA’s top public 
relations consultant in mergers and acqui-
sitions. In his new role, Bridges will focus 
on driving collaboration with leaders and 
sector experts globally to further strength-
en the segment’s holistic M&A and activism 
communications advisory capabilities. 

Invariant adds BCW’s 
Gallagher 

Invariant has hired Matt Gallagher, who 
was Executive VP in BCW’s North 
American corporate 

practice, to lead its 
strategic communi-
cations and public af-
fairs unit.

At BCW, Gallagh-
er handled energy, 
sustainability, trans-
portation and crisis 
clients.

He joined the WPP 
unit after a ten-year 
run at APCO Worldwide, where Gallagher 
headed the Midwest and west regions.

Gallagher also served as APCO’s North 
American Energy and Sustainability Prac-
tice Lead. He counseled utilities, energy 
companies, tech clients and financial ser-
vices institutions.

Prior to APCO, Gallagher was a VP at 
Cerrell Assocs. 

Matt GallagherNorm de Greve

Edward Bridges 

Bob Cohn

People in PR

Dr. Cherilyn 
Cecchini

Jacqueline Long 
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5WPR
3 Park Ave., 19th Floor
New York, NY 10016
212/999-5585
www.5wpr.com

Dara Busch, Co-CEO
Matt Caiola, Co-CEO

5WPR is a full-service PR agen-
cy in NYC known for cutting-edge 
programs that engage with busi-
nesses, issues, and ideas. Founded 
20 years ago, 5W has been named 
a top US and NYC PR Agency 
by leading industry publication 
O’Dwyer’s, as well as awarded 
Agency of the Year in the 2023 
American Business Awards®, and 
continuously brings leading busi-
nesses a resourceful, bold, and re-
sults-driven approach to communi-
cation. The agency has more than 
300 professionals serving clients in 
B2C (Beauty & Fashion, Consum-
er Brands, Entertainment, Food 
& Beverage, Health & Wellness, 
Travel & Hospitality, Technolo-
gy, Nonprofit), B2B (Corporate 
Communications and Reputation 
Management), Public Affairs, Cri-
sis Communications and Digital 
Marketing (Social Media, Influ-
encer, Paid Media, SEO). In addi-
tion to its business accolades, 5W 
was named to Inc. Magazine’s Best 
Workplaces 2022 list.

AUGUST
333 7th Avenue, 9th Floor
New York, NY 10001
323/892-5562
Inquiries@augustco.com
www.augustco.com
 
Steven Goldberg, CEO
Ellen Davis, Senior Managing 
Director
Cari Robinson, Senior Managing 
Director
 

What, when, and how you com-
municate matters more than ever.

August believes nothing is more 
important than effective communi-
cation when it comes to influencing 
perception, driving value, and pro-
tecting reputation. We apply years 
of experience, specialized exper-
tise, and a holistic approach to help 
our clients navigate critical issues, 
effectively engage with their stake-
holders and mitigate reputational 
harm while supporting and protect-
ing legal and business strategy. Our 

approach is built on the founda-
tions of deeply analytical strategy 
development, compelling narrative 
building, and diligent execution.

August’s professionals apply 
their experience as former attor-
neys, journalists, and industry 
professionals to advise financial 
and professional services clients 
on matters including litigation and 
investigations, crisis management, 
restructurings and Chapter 11 cas-
es, financial transactions, and cor-
porate positioning and reputation 
management. August is headquar-
tered in Los Angeles, with addi-
tional offices in New York, Dallas, 
and San Francisco.

August and its professionals have 
been recognized by Chambers & 
Partners for litigation support and 
crisis communications.

BACKBAY 
COMMUNICATIONS
20 Park Plaza, Suite 1409
Boston, MA 02116
617/391-0790
www.backbaycommunications.com

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

Bill Haynes, Founder & CEO

BackBay Communications is an 
integrated strategic public relations 
agency focused on the financial 
services sector, with special exper-
tise in private equity, asset man-
agement, fintech, and ESG / impact 
investing.

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 market-
ing campaigns. BackBay has very 
close relationships with the busi-
ness and trade media. With more 
than 30 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 in-
tegrated marketing plans, media re-
lations, content creation, branding, 
website development, marketing 
materials, videos, advertising and 
social media.

Our industry work and experi-
ence includes: Accounting, Advi-
sory, Asset Management, Banks, 
Consulting, Financial Technology, 
Hedge Funds, Impact Investing, 
Insurance, Legal, Private Equity, 
Venture Capital and Wealth Man-
agement.

BEEHIVE 
STRATEGIC 

COMMUNICATION 

550 Vandalia St.
Suite 233
St. Paul, MN 55114
651/789-2232
www.beehivepr.biz

Lisa Hannum, President & CEO
Becky McNamara, CFO
Nicki Gibbs, Senior Vice President
Ayme Zemke, Vice President

Beehive Strategic Communica-
tion is an independent, strategic 
communication firm, a certified B 
Corporation and a certified wom-
en-owned business. Our clients 
trust us to solve complex business 
challenges by co-creating mar-
ket-ready solutions that inspire 
action and drive results. We work 
with leading brands in health and 
life sciences, financial services, 
professional services, commercial 
real estate and construction, educa-
tion, and energy and environmental 
services. 

Beehive regularly surveys the 
marketplace to learn what univer-
sal dynamics and industry macro 
trends mean for business and what 
leaders must know to prepare for 
what’s next. We ask—and help cli-
ents solve—questions like: Does 
our organization meet the bar for 
changing societal expectations? 
Are we prepared for accelerated 
digital change? Will our culture at-
tract and retain top talent?

Our senior team partners with 
clients in professional services 
firms representing support ser-
vices, financial and talent services. 

Current and past clients include 
Allianz, CliftonLarsonAllen LLP, 
Deluxe Corp., GiveMN, Housing 
First Minnesota, IWCO Direct, 
Lurie and Salo.

THE BLISS GROUP 
Member of the Next Practices 

Group 

230 Park Avenue
Second Floor West 
New York, NY 10169 
212/840-1661 
Fax: 212/840-1663 
www.theblissgrp.com 

Cortney Stapleton, CEO 
Michael Roth, Managing Partner 
Bob Pearson, Chair 
Reed Handley, Alexis Odesser, 
Sally Slater, EVPs 
Greg Hassel, Liz DeForest, Ken 
Kerrigan, Keri Toomey, Megan 
Tuck, Miles Hill, Bill Smith, SVPs 
Alana Gold, GVP 
Adam Schwartzman, Anna Rob-
inson, Courtland Long, Janice 
Miller, Marisha Chinsky, Meghan 
Busch, Meghan Powers, Melissa 
Stone, Quintin Maidment,  VPs 

Since our inception nearly 50 
years ago, The Bliss Group’s pro-
fessional services practice has 
helped industry leaders in account-
ing, law, management consulting 
and executive recruiting shape the 
ideas that have sparked insightful 
conversations with stakeholders 
around the world. Driven by curi-
osity, we team up with our clients 
to consistently move beyond the 
way things have always been done 
by simply asking: What can we do 
next? The answer has driven new 
levels of stakeholder engagement 
across the entire ecosystem of mar-
keting and communications. And 
we’re just getting started.

BOARDROOM
COMMUNICATIONS

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
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Jennifer Clarin, Michelle Griffith,  
Eric Kalis, VPs

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.

Clients: Associated Builders and 
Contractors East Florida, Concord 
Wilshire, Professional Bank, De-
velopment Specialists, Tropical 
Financial Credit Union, Shutts, En-
core Capital Management, Fiske & 
Co. CPAs, Florida East Coast Re-
alty, Florida Peninsula Insurance 
Co., KW Property Management, 
Klotz Companies, The Keyes 
Company, Lynd Companies, Mar-
shall Dennehey, RKW Residential 
and Rivergate Companies.

 

BOSPAR

Serving 15 locations, including San 
Francisco, New York, Los Angeles, 
Washington, D.C., Chicago and 
Austin.
844-526-7727 (844-5-BOSPAR)
results@bospar.com
www.bospar.com

Curtis Sparrer, Chris Boehlke, 
Tom Carpenter, Principals
Paula Bernier, Senior Vice Presi-

dent, Content
Joseph Krasinski, Chief Financial 
Officer

Hey! 
Yeah, you, the person reading 

this.
Is it us, or do all these agency de-

scriptions sound alike?
“We’re an integrated global com-

munication and marketing agency 
that BLAH, BLAH, BLAH.”

That’s not the thinking that’s go-
ing to get you noticed.

That’s where we come in.
The PR industry and business 

world has noticed Bospar for our 
work in tech, social media, content 
marketing and PR:

• Fortune: America’s Most Inno-
vative Companies 2023 – the only 
PR & Marketing Agency to join the 
ranks!

• Inc.: Fastest Growing Compa-
nies in the Pacific Region 2023

• Financial Times: America’s 
500 Fastest-Growing Companies 
list in 2023

• O’Dwyer’s: 50 Top PR Agen-
cies in 2022

• O’Dwyer’s: Top 5 San Francis-
co PR firms in 2022

• Fast Company’s Best Work-
places for Innovators in 2022

• Forbes named us one of the 
best PR agencies of 2021

Bospar is a team of pushy yet 
polite tech PR and communica-
tions professionals with purpose 
and relentless joy for what we do. 
We are comprised of former jour-
nalists from social and traditional 

media and marketing, influencer, 
financial, SEO, and public affairs 
experts. As a team, we get smart 
on contact, build relationships and 
launch PR campaigns grounded in 
strategy and infused with creativi-
ty.

If you want to get known fast, ac-
celerate adoption, or drive impact, 
Bospar exceeds all expectations.

With breakthrough coverage and 
visibility, our clients speed ahead—
no “BLAH, BLAH, BLAH” about 
it!

CALIBER 
CORPORATE
ADVISERS

22 W. 38th St.
New York, NY 10018
888/550-6385
harvey@calibercorporate.com
www.calibercorporate.com

Harvey Hudes, Founder & CEO
Grace Keith Rodriguez, President
Kristie Galvani, Managing Director
Kyle W. Kempf, Managing Director
Kelly Reilly, Managing Director

Caliber Corporate Advisers is 
the trusted marketing and com-
munications partner to companies 
in financial services & fintech, in-
surance & insurtech, real estate & 
proptech, and related professional 
services. We provide clients with 
best-in-class strategy and execu-
tion in public relations, content 
marketing, social media, and digi-

tal advertising. Acting as an exten-
sion of our clients’ teams, we take 
pride in providing strategic counsel 
with a fresh and knowledgeable 
perspective. Our global client base 
encompasses companies of all siz-
es, from growth stage startups to 
multinational brands. 

As a remote-first firm of more 
than 40 professionals, we contin-
ue to invest in hiring talented, and 
passionate storytellers. 

Our unique focus on culture led 
to Caliber being honored as a Best 
Workplace by Inc. Magazine. Cal-
iber was also recently recognized 
by the Financial Times as one of 
the fastest growing companies in 
the Americas. 

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 

The Bospar team took home two PRWeek US Awards in 2023 for its creative client campaigns. 

Harvey Hudes, Caliber Corporate 
Advisers Founder and CEO and 
Grace Keith Rodriguez, President.

  _ Continued on page 38
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EDELMAN
 _ Continued from page 37

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. 
Our honors include the Cannes Li-
ons Grand Prix for PR; Advertising 
Age’s 2019 A-List; the Holmes Re-
port’s 2018 Global Digital Agency 
of the Year; and, five times, Glass-
door’s Best Places to Work. Since 
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).

FEINTUCH 
COMMUNICATIONS
11 East 44th St., Suite 1201
New York, NY 10017
212/808-4900
henry@feintuchpr.com 
www.feintuchcommunications.com
www.PRWorldAlliance.com 

Henry Feintuch, President
Doug Wright, Vice President

Seeking external PR support for 
your professional services organi-
zation?

Feintuch Communications, an 
award-winning boutique PR firm, 
has extensive experience in collab-
orating with professional services 
organizations. Market segments 
we’ve supported include legal, 
accounting, real estate, market re-
search, advertising, branding, digi-
tal media and media buying.

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 PR campaign to help 
build their brand, burnish their 
thought leadership and generate 
leads/revenue. Tactics typically 
include strategic media relations 
(business, financial, trade), speak-
ing platforms, special events, social 
media, association marketing and 
awards/honors programs. 

Whether your goal is raising 
brand awareness, generating leads, 
fundraising or meeting your own 
unique marketplace challenge, our 
hands-on experienced team is ready 
to jump in on your behalf.

Need support overseas? Our firm 

is an active and founding member 
of PR World Alliance (PRWA), an 
international alliance of premier 
independent communications con-
sultancies.

FINANCIAL 
PROFILES

11601 Wilshire Blvd., Suite 1920
Los Angeles, CA 90025
310/622-8220
mconlon@finprofiles.com
www.finprofiles.com

New York, NY; San Francisco, CA; 
Chicago, IL.

Moira Conlon, President

Financial Profiles is a nation-
al strategic communications firm 
that creates value through effective 
communication. We have earned 
our place as a trusted partner to 
public and private companies, as 
well as asset management firms 
that come to us for our expertise in 
financial communications—inves-
tor relations, transaction support; 
corporate communications; ESG 
communications; reputation and is-
sues management; strategic media 
relations, media training, awards 
and visibility programs; and brand 
strategy. We deliver best-in-class 
integrated communications to help 
our clients enhance and protect 
their profiles to attract capital, tal-

ent, customers, and media atten-
tion.

Leveraging our deep roots in 
investor relations and breadth of 
expertise across all disciplines of 
communication, we support com-
panies that require an integrated, 
all-stakeholder approach to com-
munications compatible with to-
day’s rapidly evolving landscape. 
Our philosophy is that our clients 
are the arbiters of success—not us. 
It’s our job to earn their trust by ex-
ecuting strategic communications 
programs that produce tangible 
results. We challenge ourselves to 
deliver on that commitment with 
the goal of creating long-term, mu-
tually beneficial client partnerships.

Financial Profiles is a WBENC 
certified women owned business.

FRENCH/WEST/
VAUGHAN

112 East Hargett St.
Raleigh, NC 27601
919/832-6300
www.fwv-us.com 

Rick French, Chairman & CEO
David Gwyn, President / Principal
Natalie Best, Chief Operating 
Officer / Principal

French/West/Vaughan (FWV) is 
the Southeast’s leading public re-
lations, public affairs, advertising 
and digital media agency, a distinc-

tion it has held since 2001. Head-
quartered in Raleigh, N.C., and 
founded in April 1997, FWV has 
received 30 National Agency of the 
Year honors over the past 26 years. 
Its professional services practice 
area is ranked 16th in the country. 

FWV’s extensive legal and pro-
fessional services marketing ex-
perience includes work done on 
behalf of: Edwards Kirby LLP; 
Smith Anderson; Perkins & Will; 
HR Florida; NCSHRM; Lynch My-
kins; Coats & Bennett, PLLC; Lisa 
Smithson & Company; Marshall & 
Taylor, P.C.; Poyner Spruill LLP; 
Smith Moore LLP; Underrated 
Golf; Vickie Milazzo Legal Nurs-
ing Services; Womble Carlyle San-
dridge & Rice; and Yates, McLamb 
& Weyer.

In addition to its diverse range 
of legal and professional ser-
vices clients, FWV’s passionate 
team of expert storytellers works 
with many of the world’s leading 
companies and brands, including 
Wrangler, ABB, Proximo, Melitta, 
Volvo Trucks North America, Teen 
Cancer America and the N.C. De-
partment of Transportation, just to 
name a few.

FWV is the parent company 
of fashion and lifestyle PR firm 
AMP3 (New York City); mobility 
and transportation-focused agency 
The Millerschin Group (Great-

Feintuch Communications team on “Edge,” New York.

  _ Continued on page 40
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FEINTUCH COMMS.
 _ Continued from page 38

er Detroit); pet and animal health 
practice FWV Fetching; outdoor, 
ski, fashion, technology and con-
sumer brand marketing agency 
CGPR (Greater Boston) and feature 
film development imprint Prix Pro-
ductions. FWV employs more than 
130 public relations, public affairs, 
social media, advertising and digi-
tal marketing experts between its 
Raleigh, N.C., headquarters and 
offices around the country.

INFINITE GLOBAL
21 W. 38th Street
16th Floor
New York, NY 10018
www.infiniteglobal.com 

Jamie Diaferia, CEO & Founder
Zach Olsen, President
Isabel Podda, Global COO
Kenneth Gary, Chief Growth 
Officer
Ryan McSharry, Director / Head 
of Professional Services, Crisis & 
Litigation
Scott Addison, Director / Head of 
Corporate
Clay Steward, Kelsey Eidbo, 
Jesse Dungan, Zinie Sampson, 
Jennifer King, Jean-Luc Renault, 
Sophie Cikovsky, Amy Fathers, 
Vice Presidents
Tal Donahue, Senior Associate 
Director
Andrew Longstreth, Head Writer

The world’s largest and most so-
phisticated organizations trust In-
finite Global to help build, manage 
and protect their reputations when 
it matters most. 

For more than 20 years, our di-
verse team of former journalists 
and lawyers have specialized in 
providing award-winning inno-
vative communications and mar-
keting services to clients in the 
professional services, technology, 
financial services, insurance/risk 
and real estate sectors. 

Our experience managing our 
clients’ reputational risk often in-
volves active litigation, regulatory 
and political pressure, media atten-
tion and heightened public scruti-
ny. We have an unrivaled ability to 
navigate the most complex issues, 
including times of urgent crisis, 

advising a wide range of domes-
tic and international clients facing 
difficult scenarios in which reputa-
tional, legal and commercial risk is 
high. We leverage our deep media 
connections and mastery of the le-
gal industry direct conversations in 
active litigation to support our cli-
ents’ messages.

Our crisis and data breach prac-
tice spans each phase of the crisis 
lifecycle, from pre-crisis prepara-
tion and planning, to rapid crisis re-
sponse and post-crisis reputational 
repair. It includes:

• Crisis playbooks and training
• Crisis strategy, preparation and 

stress testing
• Incident response
• Litigation communications
• Data breach response
• Insolvency and restructuring
With nearly 70 professionals 

across our New York, Los Angeles, 
San Francisco, Chicago, Washing-
ton, D.C. and London offices, In-
finite Global is ideally positioned 
to provide on-the-ground support 
to U.S., U.K. and international cli-
ents, regardless of their time zone.

JOELE FRANK
 
622 Third Avenue, 36th Floor
New York, NY 10017
212/355-4449
www.joelefrank.com
 
One California Street, Suite 2275
San Francisco, CA 94111
415/869-3950
 
Joele Frank, Managing Partner 
Matthew Sherman, President
 

Joele Frank: Producing Results, 
When It Matters Most

Joele Frank provides strategic 
counsel and tactical support for 
high-stakes, high-profile special 
situations as well as for ongoing 
public and investor relations.

The Joele Frank team is broad 
and deep and recognized by peers, 
the financial community and jour-
nalists for their quality work, 
strategic acumen and creative ap-
proach to challenging issues.

The firm’s clients range from 
large, global public companies to 
smaller, private enterprises across 
virtually all industries.

Joele Frank consistently ranks 
among the top PR firms in an-
nounced M&A transactions, share-
holder activism defense and en-
gagement, and bankruptcies and 
restructurings. It also has leading 
practice areas in crisis communi-
cations, including for litigation, 
cybersecurity and other special sit-
uations, as well as in private equity, 
ESG, IPOs, and spin-offs. The firm 

has dedicated design and digital 
teams to differentiate and drive cli-
ent narratives in these areas.

MONTIETH & 
COMPANY

155 E. 44th St., Suite 1610 
New York, NY 10017 
646/437-7602  
www.montiethco.com 

Montieth M. Illingworth, CEO & 
Global Managing Partner 
Perry Goldman, Global Senior 
Director, Financial & Professional 
Services, Crisis Management and 
Litigation PR 
Katarina Matic, Global Senior Di-
rector, Marketing Communications, 
Issues Management and Public 
Affairs, Branding and Website 
Development 
Cameron Penny, Director, EMEA 
Joyce Lee, APAC Lead/Hong Kong 

Montieth & Company is a glob-
al specialist communications 
consultancy that provides a fully 
integrated set of communications 
services and solutions that deliver 
high-value, measurable outcomes 
for organizations across sectors 
and global money and media mar-
kets. Montieth & Company’s flex-
ible, integrated, and budget-effi-
cient cross-border business model 
enables us to reach multiple media 
markets via our global hubs in New 
York, London and Hong Kong, and 
our affiliates around the globe.

Our clients include companies 
in asset management, financial re-
search, risk-focused data and ana-
lytics, business intelligence/knowl-
edge process outsourcing, cyber 
and physical security, compliance, 
law, corporate shareholder services, 
renewable energy, online trading, 
fintech, proptech, insurtech, the art 
market, blockchain, AI and other 
emerging technologies.

We help these clients achieve in-
fluence, realize their ambitions and 
solve their most critical problems. 
Central to our value-add is support-
ing key client corporate initiatives. 
These range from seeking private 
equity investments, making strate-
gic acquisitions, moving into new 
markets globally and expanding 
profitable market share. The firm’s 
expertise in financial services en-
ables us to bring both realms of ex-
pertise to assisting our professional 
services clients on these initiatives. 

The firm offers clients a full suite 
of PR services, including market-
ing communications, corporate and 
financial communications, issues 
management and crisis communi-
cations, litigation PR, and public 
affairs and government relations. 

M&Co also provides branding and 
website design and development, 
multi-media marketing, influenc-
er strategies, as well as video and 
podcast production.

TIER ONE 
PARTNERS

129 South Street
Boston, MA 02111
617/918-7060 

209 W. Jackson Blvd.
Chicago, IL 60606
708/421-0083 
www.tieronepr.com
 
Marian Hughes, Co-founder, Man-
aging Partner, Chicago
Kathy Wilson, Co-Founder, Man-
aging Partner, Boston 
 

Now in our 20th year, Tier One 
Partners is a woman founded and 
led full-service PR, digital, and 
content marketing agency. We are 
an award-winning team of strategic 
thinkers, trendspotters, creators, 
and digital changemakers who are 
agile and proactive by design. But, 
even more vitally, it’s our deep, 
mind-meld-like connection with 
our clients that enables us to act 
quickly, decisively, and in unison 
to seize the moment—turning good 
into great.

 The collective talent, work ethic, 
and heart we put against our cli-
ents’ businesses is the foundation 
of everything we do. Our unique 
agile communications approach 
turns B2B and B2C companies in 
financial and professional services 
into category leaders by steadily 
aligning their missions to the most 
pressing challenges and opportuni-
ties of our time.  Our earned media, 
creative content, and digital mar-
keting strategies, combined with 
our relentless pursuit of results, 
bring our clients’ visions and mis-
sions to the forefront—and keep 
them there.

 Tier One’s unique Agile Insights 
practice keeps our clients one step 
ahead of national and industry 
conversations. We use cross-agen-
cy tools to recognize and predict 
emerging macro trends in real time 
so our clients can capitalize on the 
most relevant thought leadership 
opportunities. We immerse our-
selves in our clients’ businesses 
and go beyond what’s expected to 
deliver outstanding outcomes. 

Co-headquartered in Boston and 
Chicago, Tier One is a certified 
women owned business. We’re 
proud to be a winner of PRovoke 
Media’s 2022 Global and 2023 
North America SABRE awards for 
our work with Ally Financial.  

The October issue of O’Dwyer’s 
will profile Healthcare PR firms. 
If you would like to be profiled, 
contact Editor Steve Barnes at 

646/843-2089 or 
steve@odwyerpr.com



O’DWYER’S RANKINGS
TOP PROFESSIONAL SERVICES PR FIRMS

1.  Edelman, New York, NY $119,591,000

2.  Ruder Finn Inc., New York, NY 21,320,000

3.  Prosek Partners, New York, NY 12,500,000

4.  Infinite Global, New York, NY 8,523,266

5.  Greentarget Global LLC, Chicago, IL 8,260,000

6.  Padilla, Minneapolis, MN 8,214,115

7.  5W Public Relations, New York, NY 7,100,000

8.  Bliss Group, The, New York, NY 6,918,011

9.  MikeWorldWide, New York, NY 6,897,217

10. Zeno Group, New York, NY 6,291,843

11.  Jackson Spalding, Atlanta, GA 4,763,976

12.  Havas Formula, New York, NY 3,174,958

13.  Ripp Media/PR, Inc., New York, NY 2,600,000

14.  Finn Partners, New York, NY 2,500,000

15. Victorious PR, Las Vegas, NV 2,274,229

16. French | West | Vaughan, Raleigh, NC 2,249,023

17.  G&S Business Comms., New York, NY 1,692,730

18.  Pierpont Communications, Houston, TX 1,588,759

19.  BoardroomPR, Fort Lauderdale, FL 1,525,000

20.  IW Group, Inc., West Hollywood, CA 1,497,759

21.  rbb Communications, Miami, FL 1,301,438

22. Fish Consulting, Fort Lauderdale, FL 1,291,000

23. Sachs Media, Tallahassee, FL 1,285,145

24.  Virgo PR, New York, NY 1,100,000

25.  Inkhouse, Waltham, MA 1,006,817

26.  Red Thread PR, Philadelphia, PA 999,778

27.  Rasky Partners, Inc., Boston, MA 920,564

28.  Standing Partnership, St. Louis, MO 786,611

29.  Beehive Strategic Comm., St. Paul, MN 715,044

30.  LaunchSquad, San Francisco, CA 593,895

31.  Ehrhardt Group, The, New Orleans, LA $584,386

32.  Gregory FCA, Ardmore, PA 540,720

33.  Bellmont Partners, Minneapolis, MN 504,674

34.  Mketing Maven PR, Camarillo, CA 486,245

35.  WordWrite Comms, LLC, Pittsburgh, PA 480,000

36.  Singer Assocs. PR, Inc., San Francisco, CA 445,357

37.  Buchanan Public Relations, Bryn Mawr, PA 355,267

38.  Berk Communications, New York, NY 347,500

39.  Trevelino/Keller, Atlanta, GA 320,000

40.  Butler Associates, LLC, New York, NY 312,500

41.  MP&F Strategic Comms., Nashville, TN 306,543

42.  360PR+, Boston, MA 230,000

43.  Otter PR, St. Petersburg, FL 215,795

44.  Franco, Detroit, MI 188,125

45.  PSC (Princeton Strategic Comms.), Trenton, NJ 186,600

46.  Slide Nine Agency, Columbus, OH 157,621

47.  Champion Management Group, Dallas, TX 155,979

48.  Tunheim, Minneapolis, MN 152,000

49.  BLAZE, Santa Monica, CA 151,990

50.  Violet PR, Montclair, NJ 140,088

51. Lavidge, Phoenix, AZ 139,045

52.  TruePoint Communications, Dallas, TX 120,202

53.  Judge Public Relations, Tampa, FL 61,558

54.  Lawlor Media Group, New York, NY 50,500

55.  O’Malley Hansen Comms., Chicago, IL 31,925

56. Pugh & Tiller PR, LLC, Annapolis, MD 23,899

57.  Wordhampton PR, Inc., East Hampton, NY 23,118

58.  Milk & Honey PR, New York, NY 16,300

59.  Racepoint Global, Boston, MA 11,000

60.  SPM Communications, Dallas, TX 2,640

    Firm Net Fees (2022)      Firm Net Fees (2022)

O’DWYER’S RANKINGS
TOP PROFESSIONAL SERVICES PR FIRMS
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Professional Development
OPINION

Because I don’t have permission, I’ll 
disguise the names.

After two decades of distinguished 
service at a major pharmaceutical compa-
ny, a seasoned and competent public rela-

tions profession-
al—let’s call him 
“Greg”—grabbed a 
once-in-a-lifetime 
opportunity to get 
rich by joining an 
upstart pharma 
company, founded 
by an unpredict-
able but brilliant 
former hedge fund 
manager we’ll just 
call “Bro.”

Bro’s new com-
pany focused on 
buying licenses 
of out-of-patent 
medicines for rare 
diseases, with the 
aim of rapidly rais-

ing prices for quick profits. One such prod-
uct the company purchased was a drug for 
AIDS patients that cost $13.50 per dose.

Late one night a month after Greg had 
joined the fledgling drug company, he re-
ceived a frantic call from CEO Bro, sum-
moning him to a meeting at headquar-
ters. When Greg arrived, Bro told him 
he planned to raise the price of the AIDS 
medication by a factor of 56 times, to a 
whopping $750 per pill. Bro reasoned that 
this would be big news for the company 
and instructed his new public relations di-
rector to begin preparing a news release for 
the next morning.

Greg was stunned and immediately ques-
tioned the wisdom of such an outrageous 
price increase of the vital medication. He 
tried to talk his new boss out of such a sui-
cidal decision that would surely lead to na-
tional outrage. Bro tersely reminded Greg 
that he was the CEO, and if Greg wouldn’t 
write the release, he’d find somebody else 
who would.

So, 30 days into his “dream” job, Greg 
quit.

Three months later, CEO Bro was arrest-
ed and ultimately sent to prison. But that’s 
not the point. The point is that in public 
relations—unlike marketing or finance or 
legal or any other internal function—you 
are the “public face” of the organization. 
Your job is to communicate to the public, 
the policies and programs and philosophy 

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

By Fraser Seitel
In public relations, ya’ gotta believe

of your organization and CEO. And if you 
don’t agree with or believe in those policies, 
programs and philosophy—as Greg clearly 
didn’t— then you can’t credibly do your job.

That’s what President Gerald Ford’s White 
House Press Secretary Gerald terHorst de-
cided when he stepped down in 1974 after 
the President asked him to announce Ford’s 
pardon of former President Richard Nixon. 
Ter Horst, a veteran newspaperman, dis-
agreed strongly with Ford’s decision, so he 
too quit on the spot.

Such an abrupt life-altering decision isn’t 
easy. Most of us, alas, must work for a liv-
ing, and alienating the CEO is the last thing 
an employee desires. It’s not easy telling 
your boss that he or she is making a mis-
take but as public relations advisor, that is 
precisely, at least occasionally, exactly what 
you must do.

The last thing a CEO wants from his pub-
lic relations chief is to be a “yes man” or 
“yes woman.” Ironically, that’s exactly what 
many people have always believed public 
relations people to be. In the very first mov-
ie made about public relations, “The Man 
in the Gray Flannel Suit,” a young Gregory 
Peck balks when his boss offers him a posi-
tion in public relations.

“But I don’t know anything about public 
relations,” says Peck.

“You’ve got a clean shirt, and you bathe 
every day. What more is there to know?” 
answers his boss.

Today, of course, while you still should 
bathe regularly, a good public relations ad-
visor must counsel “no” as much as “yes.” 
Good CEOs need honest advice, which 
is often, sadly, in short supply among the 

executives who surround them. An “em-
peror’s clothes” environment is the last 
thing a CEO needs. That’s why respected, 
straight-shooting, independent-thinking 
public relations counselors are in increased 
demand today.

To be effective, the public relations advi-
sor must build trust by demonstrating un-
flinching loyalty to his employer. For exam-
ple, when George H.W. Bush speechwriter 
Peggy Noonan took credit for inventing the 
President’s signature “thousand points of 
life” phrase or when George W. Bush’s for-
mer press secretary Scott McClellan wrote 
a memoir that bad-mouthed his old boss, 
they crossed the line on loyalty and ruined 
any trust they may have once merited from 
the influential Bush family.

Which brings us to today’s practice of 
public relations and the question: How do 
you preach honesty and build trust in a 
communications world increasingly dom-
inated by misinformation, irrationality and 
descending standards?

It starts, as it always has, with believing in 
the people you work for.

Literally translated, that means that if you 
sincerely believe that Joe Biden, feeble at 
80-plus years-old, would still make the best 
next President, then go to work for him. If 
you believe that Exxon and its fossil fuel ilk 
are the scourge of mankind’s future, then 
sign up to work for Green Peace. And if 
you believe that despite all the bullying and 
falsifying and sour grapes, Donald Trump 
deserves another term in the saddle, then 
sign up with him.

As the great relief pitcher Tug McGraw 
once famously said about the perpetually 
hapless New York Mets, “Ya’ gotta believe!” 
The same is true if you wish to succeed in 
the practice of public relations. 

Joele Frank and FGS Global are at the 
top of the heap in  Mergermarket’s 
global rankings of PR advisors for 1H 

2023.
Joele Frank took the top spot as regards 

deal value ($255.3 billion), with FGS Glob-
al in the #2 spot ($175.3 billion). When it 
comes to deal count, FGS Global was the 
leader (116), and Joele Frank was in second 
place (103).

The top five in deal value was rounded out 
by Brunswick Group ($66.4 billion), H/Ad-
visors Abernathy ($63. 9 billion) and Kekst 
CNC ($59.9 billion). For deal count, Kekst 
CNC was at #3 (102), Prosek Partners at #4 
(83) and Greenbrook Commnications at #5 
(67).

In the U.S., Joele Frank was in first place 

Joele Frank, FGS Global top Mergermarket rankings
in both categories, with 100 deals, account-
ing for $220.8 billion in deal value. FGS 
took the #2 spot in both deal count (83) and 
value ($154.8 billion).

The top EMEA PR advisor for deal count 
was Greenbrook Communications (66), 
followed by FGS Global (54) and Kekst 
CNC (52). FGS was #1 for EMEA in deal 
value ($74.2 billion), with Joele Frank (18) 
and Teneo (21) taking the next two spots.

Joele Frank led the pack for deal value in 
the Asia Pacific (excl. Japan) region, with 
$22.1 billion; and Citadel Magnus was in 
first place for deal count (23).

The data is based on Mergermarket’s 
M&A deals database, using transactions 
over five percent or USD $50 million. The 
cutoff date was June 30. 



WWW.ODWYERPR.COM      |     AUGUST 2023 43

Mid-year check-in: tax and accounting updates for ‘23

Are you up to date on the most recent 
tax and accounting rulings that may 
affect your business? As regulations 

and guidelines are constantly changing, 
staying on top of 
recent updates can 
help inform your 
business strate-
gy as you plan for 
the future. Here 
are some recent 
tax and account-
ing amendments 
and important re-
minders to keep in 
mind as you navi-
gate the remainder 
of the tax year.
Employee Reten-
tion Credit claims

If you haven’t 
yet filed an ERC 
claim, you still 
have time to do 
so. The refundable 
tax credit, created 
to help business-
es impacted by 

COVID-19, can be claimed on qualified 
wages until April 15, 2024, for all quarters 
in 2020 and April 15, 2025, for all quar-
ters in 2021. Businesses that experienced 
a full or partial suspension of operations 
or a significant decline in gross receipts as 
a result of the pandemic may be eligible to 
receive the credit. 

Work Opportunity Tax Credit update
The IRS announced updated guidance 

for the Work Opportunity Tax Credit, re-
quiring employers to submit a pre-screen-
ing and certification request document to 
their state workforce agency to be consid-
ered for the credit. The program, which 
has been extended to December 31, 2025, 
is intended to incentivize employers to hire 
certain targeted groups who have faced 
significant barriers to employment for 
long-term job roles. Employers must first 
fill out and submit Form 8850 to their local 
state workforce agency to be approved for 
the credit. Filing instructions differ from 
state to state, so please see further filing 
instructions here and more information 
about your state’s workforce agency here.

Bonus depreciation phase-out
100 percent bonus depreciation expired 

at the end of 2022 and will decrease over 
time until it’s phased out completely by 
2027. Bonus depreciation, designed to give 
business owners the option to deduct a 
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Financial Management

larger percentage of qualified assets from 
their taxes in the first year of use rather 
than spread out over the lifetime of the as-
set, will be reduced to 80 percent in 2023, 
60 percent in 2024, 40 percent in 2025, 20 
percent in 2026 and will be completely 
phased out by 2027. If you choose to take 
advantage of the program, you should 
plan and invest your capital and business 
improvement projects before the end of 
the year. See more information here.

EIDL loan repayments beginning
The U.S. Small Business Administra-

tion is reminding borrowers that the 
COVID-19 Economic Injury Disaster 
Loan deferment period ends 30 months 
after the date of disbursement. If you re-
ceived an EIDL loan, you must take the 
necessary steps to begin loan repayment 
or enroll in an alternative repayment plan 
when your deferment period comes to a 
close. Set up your SBA Capital Access Fi-
nancial System account here or find more 
information about making a payment to 
SBA here.

Excess business loss limitation extended
Under the Inflation Reduction Act, Sec 

PR pros working at brands tend to take 
home bigger paychecks than those em-
ployed by agencies, and the PR field as 

a whole remains more financially rewarding 
than journalism, according to a new study 
from Muck Rack.

The PR pros that took part in the “State 
of PR and Journalism: Salaries 2023” sur-
vey reported an average salary of $85,000, 
which aligns with the $84,737 found in 
Census Bureau figures that were collected 
by Data USA.

However, those working for brands were 
paid an average of $107,000, while at agen-
cies, the typical salary was just $80,000. 
More than half of PR pros at brands (51 
percent) said that they made more than 
$100,000 per year—only 26 percent of those 
at agencies made that claim.

As would likely be expected, employees 
with more senior titles were also more like-
ly to have a larger salary. C-suite employees 
(CCO, CMO, etc.) reported an average sala-
ry of $150,000. Those on the director or VP 
level averaged $120 while managers racked 
up $87,000 and coordinators were paid an 
average of $63,000.

But those bigger checks can come with 

Corporate paychecks top agency salaries

longer hours, it appears. Seventeen percent 
of C-suite-level respondents said they work 
51 or more hours a week. Only seven per-
cent of directors made that claim, and that 
number dropped to three percent for man-
agers and zero for coordinators.

The picture is not quite so rosy for jour-
nalists—only 17 percent of whom top the 
$100,000 barrier in terms of salary. In ad-
dition, close to a quarter of journalists take 
home less than $40,000 yearly, far below the 
two percent reported by PR pros at agencies 
and one percent by those at brands.

Things are even worse for freelance 
journos, with 35 reporting yearly pay of un-
der $40,000.

Even at the top levels, the gap between PR 
and journalism still holds. Three percent of 
PR pros in the survey said they make more 
than $250,000 per year, while only one per-
cent of journalists say their salaries are at 
that level.

Muck Rack’s study surveyed 1,034 PR 
pros between March 31 and April 25 of 
2022, and 2,226 journalists between Janu-
ary 4 and February 6 of this year. 

By Steve Barnes

461(I) of the IRC was extended for two 
more years. Noncorporate taxpayers’ busi-
ness losses will continue to be limited to 
$262,000 for single taxpayers and $524,000 
for joint filers until 2028. 

QuickBooks Desktop 2020 service 
discontinued
Certain aspects of QuickBooks Desktop 

2020 for Windows have been discontin-
ued, including critical security updates 
and technical support. As Inuit continues 
to move away from QuickBooks Desktop, 
many business owners have been choosing 
to switch to QuickBooks Online for their 
accounting system due to its affordability, 
enhanced features, cloud solutions and 
file-sharing options. For more information 
about QuickBooks Online, please see here. 

While this isn’t a comprehensive list of 
all tax and accounting updates from the 
past year, it can serve as a reminder of 
upcoming responsibilities to plan for and 
opportunities to consider. Speak with your 
tax and accounting professional to see how 
you can avoid pitfalls and incorporate any 
potential benefits listed above into your fi-
nancial planning. 
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WASHINGTON REPORT

Campbell Kaufman, Cornerstone President, said the firm is ea-
ger to leverage Carbo’s experience and expertise to help clients suc-
cessfully navigate complex communications and policy challenges.

Carbo joins Cornerstone from S-3 Public Affairs, where he 
helped pilot its PA and strategic communications operation. 

Con Ed’s Kimball takes gov. relations 
post at NYU

NYU has hired former President of the New York City Eco-
nomic Development Corporation Kyle Kimball to serve as 
VP of Government Relations and Community Engagement, 

effective Aug. 1. 
Kimball most recently held the VP for Gov-

ernment Relations, Regional and Community 
Affairs post at Con Edison. He has also served 
as a VP at Goldman Sachs. At NYU, Kimball 
duties will include overseeing the government 
and community relations team; acting as the 
University’s chief strategist and advisor on its 
relationship with government entities; and act-
ing as the representative to the organizations, 
boards and non-profits with which NYU part-
ners. 

FGS brings on senate vet Engle

FGS Global names Tricia Engle, who has run Senate floor op-
erations for the Democratic Caucus as well as the last three 
Democratic Senate Majority Leaders, as a Partner. She will be 

based in the Washington, D.C. office.
Engle was most recently U.S. Senate Assistant 

Secretary for the Majority, where she managed 
Senate legislative floor operations for Schumer 
and the entire Democratic Caucus. Previously, 
she served as Senior Floor Assistant to leaders 
Daschle and Reid for over a decade.

Her position has resulted in an intimate 
knowledge of the internal dynamics at the 
highest levels of the Senate leadership, a track 
record of successful legislative accomplish-
ments and extensive relationships throughout the government.

“Tricia is truly once in a generation in terms of her talent and 
tenure. We could not feel more fortunate to welcome her to our 
consulting team,” said FGS Global Partner Joel Johnson. “From 
a legislative perspective, very few professionals can claim to have 
seen it all and done it all. Senators and colleagues on both sides 
of the aisle can attest that Tricia has accomplished both; and with 
great skill, humility, humor and insight.” 

Ballard Partners taps 
ex-Jacksonville mayor

Ballard Partners has hired former Jack-
sonville Mayor Lenny Curry as a Partner.

The former head of Florida’s biggest 
city will advocate for Ballard’s clients in its 
Jacksonville, Tallahassee and Washington of-
fices.

Curry served as Jacksonville Mayor from 
2015 to 2023. Earlier, he was Chairman and 
Vice Chairman of the Sunshine State’s Repub-
lican Party.

He also was a board member of Jacksonville’s 
Housing Commission and Commissioner of the Florida State 
Boxing Commission.

Prior to entering politics, Curry was a CPA at Pricewaterhouse-
Coopers from 1994 to 2002 and Founder of the ICX Group pro-
fessional services firm.

Brian Ballard said Curry’s “exemplary stature as a leader in our 
state and nation is rare and we are especially honored to have him 
join our firm.” 

Hochul hooks Hogrebe

New York Governor Kathy Hochul 
has named former  Marathon Strate-
gies  SVP Communication Anthony 

Hogrebe as her administration’s Communica-
tions Director.

He joins Hochul’s staff from the press office 
of New York City Mayor Eric Adams, where 
he was Deputy Communications Director and 
Senior Advisor for Strategic Communications.

Earlier, Hogrebe served as SVP, Public Af-
fairs and Chief Spokesperson at the New York 
City Economic Development Corporation, an organization of 
more than 500 people.

He handled high-profile NYCEDC projects such as the launch 
of NYC Ferry, the $500 million life sciences initiative and the eco-
nomic development of Sunnyside Yards.

Hogrebe also was Deputy Director for Operations and Strategy 
for Gov. Andrew Cuomo and Special Advisor to NYC City Coun-
cil Speaker Christine Quinn. 

Cornerstone adds Bel Edwards alum

Cornerstone has hired Richard Carbo, who was Deputy Chief 
of Staff and Communications Director to Louisiana’s Demo-
cratic Governor John Bel Edwards.

Carbo has more than 15 years of experience 
in state, federal and political affairs.

He began his Capitol Hill career in the of-
fice of Louisiana Senator Mary Landrieu and 
Georgia Democrat Rep. John Barrow.

Carbo in 2019 managed Bel Edwards re-elec-
tion campaign and helped him become the 
first Democratic incumbent Governor to win 
re-election in Louisiana in nearly 40 years.

He also managed A Stronger Louisiana, a 
501 (c)(4) created to promote Bel Edwards’ 
legislative agenda and response to the COVID-19 pandemic

Tricia Engle

Lenny Curry 

Anthony Hogrebe 

Richard Carbo

Kyle Kimball 
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International PR News

Cornerstone Government Affairs, Inc., Washington, D.C., registered July 19, 2023 for Transocean Offshore Deepwater Drilling Inc., Houston, Tex-
as, concerning issues related to offshore deepwater exploration policies.

Holland & Knight LLP, Washington, D.C., registered July 12, 2023 for Planet Fitness, Inc., Hampton, N.H., regarding support for small gyms and 
fitness centers.

S-3 Group, Washington, DC, registered July 12, 2023 for DoorDash, San Francisco, Calif., concerning issues relating to policy matters impacting labor, 
independent workers, gig economy, consumer issues, and food, restaurant and small businesses.

Spinnaker Government Relations, FKA C.H. Fisher LLC, Washington, D.C., registered July 14, 223 for Lake Placid Assn. for Music, Drama & Art 
Inc., Lake Placid, N.Y., regarding support for arts appropriations and community project funding requests.

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

NEW LOBBYING DISCLOSURE ACT FILINGS

NEW FOREIGN AGENTS REGISTRATION ACT FILINGS
FARA News

Lobbying News

G


Below is a list of select companies that have registered with the U.S. Department of Justice, FARA Registration Unit, Washington, D.C., in order 
to comply with the Foreign Agents Registration Act of 1938, regarding their consulting and communications work on behalf of foreign principals, 
including governments, political parties, organizations, and individuals.  For a complete list of filings, visit www.fara.gov.
Arnold & Porter Kaye Scholer LLP, Washington, D.C., registered July 10, 2023 for Embassy of Romania, Washington, D.C., concerning providing 
strategic advice and support to help implement the Embassy’s agenda in Washington, D.C.

Dr. Amado Alejandro Baez, Augusta, Ga., registered July 11, 2023 for Dominican Republic Presidency, Santo Domingo, Dominican Republic, regard-
ing advising the president on public health matters and working on developing global health projects with Haiti.

Finn Partners, Inc., New York, N.Y., registered July 12, 2023 for Grenada Tourism Authority, St. George’s, Grenada, West Indies, regarding public 
relations activities to promote tourism in Grenada and increase visitors to the country.

Serbia hands $720K pact to Karv 
Comms.

The Republic of Serbia has hired Karv Communications to 
promote its policies via outreach to the US media and Amer-
ican-based groups.

The one-year $60,000 monthly retainer contract went into effect 
July 15.

Karv is to reach new audiences with information that helps them 
understand the Serbian position in the global arena, according to 
the letter of engagement.

That will be done through standard and social media, along with 
direct interactions and speeches before groups throughout the U.S.

Karv President Andrew Frank heads the four-member Serbia 
team that includes Senior Associate Will Sommer and Senior Ad-
visors Adrian Karatnycky and Gordon Bardos.

Karatnycky is the founder of the New York-based consulting 
firm Myrmiodon Group, which represents clients in Poland, 
Ukraine and the Balkans.

Bardos penned the article “Washington’s Fundamentally Flawed 
Approach to the Balkans” that ran in the June 21 National Interest.

Karv, which says it provides strategic communications for an un-
predictable world, also represents Saudi Arabian mega-city Neom 
and Ras Al Klaimah, which is part of the United Arab Emirates. 

BGR covers D.C. for UK AI leader

BGR Government Affairs has signed on to provide D.C. cov-
erage for Adarga, a top British AI software company.

Founded in 2016 by Robert Bassett Cross, a British Army 
veteran, Adarga’s AI analytics are geared to the military and na-

tional security sectors.
The London-headquartered company counts the British Army, 

Royal Air Force, UK Ministry of Defence and Royal Navy as cus-
tomers.

It raised $20 million in May via a new funding round that was 
led by BOKA Group, a U.S. holding company.

BGR will provide counsel to Adarga on issues related to AI and 
software and target the Pentagon for development.

President Erskine Wells, who heads BGR’s defense and aero-
space practice, leads the outreach for Adarga.

Pete Landrum, Defense Policy Advisor for Sen. Jeff Sessions; Joel 
Bailey, Chief of Staff for Rep. Jimmy Panetta; and Dan Greenwood, 
Head of Congressional Affairs for the Marine Corps and veteran 
of President Trump’s legislative affairs shop, round out the Adarga 
team. 

FGS Global reps targeted Software-
One

FGS Global represents SoftwareOne as the Swiss technology 
company receives its second unsolicited takeover offer from 
private equity firm Bain Capital.

The $3.7 billion bid represents a 48 percent premium to Soft-
wareOne’s closing price on May 30, which was the last trading day 
before Bain’s first offer.

SoftwareOne’s board unanimously rejected Bain’s initial bid and 
will now assess the revised proposal and make a recommendation 
that is in the best interest of all shareholders.

Bloomberg reports that Bain has been seeking a deal for a Eu-
ropean technology company after it exited the race for Germany’s 
Software AG.

Stanton CEO Alex Stanton handles media for Bain Capital. 
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