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BN EDITORIAL

Americans split on business’ role in social issues

or years now, companies operating in our politically polarized environment have been in-

culcated by an increasingly conscientious public to the notion that they must take a stance

on some of the pressing social, environmental and political challenges facing the world
today.

According to a recent report by APCO Worldwide, however, many Americans feel put off
when businesses begin preaching politics, and a stark partisan divide arises when it comes to
what issues the private sector should try to solve—and how they do it.

APCOrss report, which surveyed Americans in an effort to understand their views on Envi-
ronmental, Social and Governance initiatives and what role they think companies should take
in influencing these conversations, put a spotlight on the intense debate surrounding the topic
of purpose-driven issues as well as the precarious position in which companies find themselves
when navigating today’s politically divisive environment.

According to APCO’s report, a majority of Americans (82 percent) believe companies should
stay out of politics altogether. Instead, most Americans believe the U.S. government is the
preferred authority in addressing political issues. For example, 50 percent believe it’s the gov-
ernment’s responsibility to tackle racial inequality as opposed to businesses (21 percent), 51
percent believe the government is better suited to deal with our ongoing political polarization
instead of the private sector (21 percent) and 50 percent believe it’s the government’s job to fight
climate change, not companies (20 percent).

When broken out by political party affiliation, the role Americans think companies should
take when it comes to addressing social issues and challenges becomes starkly divided. Among
those who identify as Republican or Republican-leaning, 93 percent think companies should
focus on providing products and services as opposed to politics, compared to 73 percent of
Democrats. More than half (57 percent) of Republicans said they think companies should focus
on their core business mission and stay away from current-event issues, while 39 percent of
Democrats said they believe companies should speak out, take action or advocate on current
events and issues as they relate to their business and in areas where they can make a meaningful
difference. Similarly, 40 percent of Republicans think CEOs should stay quiet on current events
and issues, compared to only nine percent of Democrats. Democrats, on the other hand, were
far more likely (91 percent) to take the view that companies have an important role to play in
addressing the major challenges facing society, compared to about two-thirds (66 percent) of
Republicans.

Purpose will still continue to drive brand loyalty in 2023

While the private sector’s active support of social causes remains a contentious issue, the lat-
est “Relevance Report” released by the USC Annenberg Center for Public Relations discovered
that more Americans than ever say they plan to support companies in 2023 that share their
values.

USC’s annual report found that 60 percent of Americans surveyed want corporations to ad-
vocate for causes they care about. Nearly half (44 percent) want corporations to donate to non-
profits and 27 percent want them to lobby for regulations and legislation. More than a third (34
percent) want companies to speak out publicly on social issues.

When it comes to the social issues Americans care most about, mental health took the top
spot, at 34 percent, followed by abortion (31 percent), education and climate change (both
30 percent), gun legislation (29 percent), healthcare reform (28 percent), racial equality (23
percent) and homelessness (22 percent). Immigration and voting integrity (both 19 percent)
gender quality and LGBTQ+ rights (both 12 percent) and police reform (11 percent) bottomed
out the list.

Nearly three-quarters (71 percent) of those surveyed also said a company’s involvement with
social causes at least sometimes influences their purchasing decisions. About the same number
(72 percent) said theyd pay more for a product whose brand aligns with their social values, and
about a third of those consumers said theyd pay 25 percent or more for that product

Similarly, while the APCO report discovered that partisanship may influence Americans’
opinions on corporate advocacy work, that report still found that most (79 percent) appear to
agree that companies do have a role to play when it comes to addressing society’s most pressing
challenges.

The APCO report also found that, regardless of partisan affiliation, Americans widely believe
actions speak louder than words. More than three-quarters (78 percent) think making changes
via internal policy is the most appropriate response to a current social event or issue, as op-
posed to external actions such as speaking out on an issue to the media (61 percent). When
broken out by party affiliation, Democrats, Republicans and Independents all agreed that tak-
ing action internally is preferable to a company simply speaking out on an issue publicly. O

—Jon Gingerich
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Digital use to slow, in-person events to return in 2023

he COVID-19 pandemic resulted in

off-the-charts digital media consump-

tion around the world, with people
increasing their interaction-time with so-
cial media platforms and consuming more
content on streaming services, websites and
apps than ever before. But growth in that
sector appears to be waning, while partic-
ipation in in-person media activities such
as live events is set to increase, according to
recent findings from market research firm
YouGovw.

YouGov’s report, which polled respon-
dents around the world regarding their me-
dia-consumption habits, found that digital
media continued to exhibit the largest up-
ticks in increased consumption during the
past 12 months, with more than a third of
global respondents claiming theyd spent
more time accessing websites, apps, stream-
ing services and interacting with social me-
dia in 2022 than they did the year before.

Almost all of those surveyed (95 percent)
said theyd visited websites/apps in the last
year, and 93 percent said they plan to con-
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tinue doing so in 2023. Similarly, 88 percent
reported using social media in 2022, and a
similar proportion (86 percent) said they’re
likely to continue this activity next year.
Websites and apps also registered the
report’s highest “net growth score” in the
last year—or the amount a media channel
increased in use minus how much it lost
during the same period—at 30 percent, fol-
lowed by streaming video, at 21 percent.
However, the pandemics historic dig-
ital-media surge appears to be winding
down. According to YouGov’s report, all
digital media consumption registered lower
projected “net growth” scores for the next
12 months when compared to this year.
Web and app use is set to slow from 30
percent growth this year to 18 percent next
year. Video streaming appears to have sim-
ilarly plateaued, and will drop from 21 per-
cent growth in 2022 to 13 percent in 2023.
Streaming music is slated to drop from 14
percent growth to 11 percent, social media
use will slow from 12 percent growth to
seven percent and playing video games are

WWW.0DWYERPR.COM

By Jon Gingerich
expected to fall from five percent to one
percent.

Meanwhile, in-person media events,

which suffered some of the biggest blows
during the pandemic, are set to experience
something resembling a comeback. While
seeing movies at a theater registered a neg-
ative “net growth score” of -22 percent this
year and attending live events saw a similar-
ly dismal -16 percent, cinemas are expected
to see -5 percent “net growth” for the next
12 months, while live events registered -1
percent “net growth” for 2023.

Opverall, despite some consumers remain-
ing cautious when it comes to participating
in in-person events, 40 percent of global re-
spondents said they plan to attend more live
events and make more trips to the cinema
in the next year than they did in 2022.

Other forms of traditional media also
signaled signs of a rebound, albeit mod-
estly. Reading a newspaper or magazine
is expected to swing from -2 percent “net
growth” to +1 percent. Listening to the ra-
dio is also expected to see a comeback to +1
percent “net growth” from -2 percent.

According to the report: “When compar-
ing the ‘net growth’ scores for all media ac-
tivities in the last 12 months, we see a con-
vergence of growth scores between digital
and traditional media in terms of likely in-
creased media consumption in the next 12
months, with digital consumption slowing
and traditional media, including events and
outdoor activities growing”

YouGov’s Global Media Outlook report
was based on a worldwide survey of more
than 19,000 respondents in 18 global mar-
kets. Surveys were collected in August. O

PR brief
Gladstone supports Weber's
go-private bid

Gladstone Place Partners reps Weber Inc.'s special
committee of the board that has agreed to be take the
outdoor grill maker private via a buyout by BDT Capital
Partners.

The transaction implies a $3.7 billion enterprise val-
ue for Weber.

The committee deemed acceptance of BDT Capital’s
$8.05 per share offer, which represents a 60 percent
premium over Weber's closing stock price prior to the
announcement of the deal, to be in the best interest
of shareholders.

BDT has been a long-time strategic partner with
Weber, which is the leading grill marketer in the US,
Germany, Australia, Canada and France.

Weber went public in 2021 with media support from
Brunswick Group.



Leadership key to thriving in recession

B2B marketers believe thought leadership will play a vital role in
determining which brands survive 2023's looming slowdown.

ith an economic slowdown loom-
ing as a major possibility for
2023, many B2B marketers say

that thought leadership could play a pivotal
role in determining which brands weather
the storm most successfully.

The “2022 B2B Thought Leadership Im-
pact Report,” a joint effort from Edelman
and LinkedlIn, says that 62 percent of the
C-suite executives who were surveyed are
making their plans for next year with the
expectation that there will be “a period of
economic downturn.

That expectation could make things
tougher for brands that want to do business
with them. Almost two-thirds (64 percent)
of the C-suite execs said that their compa-
nies have made their procurement process
more rigorous in anticipation of a challeng-
ing economic climate. And nearly half (44
percent) of what the study terms “B2B deci-
sion makers” (execs who consume thought
leadership and play a major role in the ser-
vices or products their company acquires)
said an economic slump would make them

tierney

By Steve Barnes

less receptive to sales calls or marketing
outreach.

That tougher environment will hit
non-critical goods and services (what the
study calls “nice-to-haves rather than must-
haves”) hardest, with 55 percent of deci-
sion-makers saying any necessary spending
cuts would come from those areas.

However, more than nine out 10 deci-
sion-makers (91 percent) say that there are
steps “non-critical providers” can take to
increase their chances of success in tough
economic times.

One of the most effective of those steps?
Thought leadership. More than six out of
10 decision-makers (61 percent) said that
thought leadership can be more effective at
demonstrating the potential value of prod-
ucts/services than “traditional product-ori-
ented marketing” In addition, half of the
C-suite execs (50 percent) said the impact
of high-quality thought leadership on pur-
chase decisions actually goes up during
economic downturns.

The emphasis there is on “high-quality”

N

Respondents said in order to be considered
of high quality, thought leadership needs to
“offer a strong, data-backed point of view
on how to succeed during a downturn”

That includes such things as identifying
new opportunities or industry trends stem-
ming from the downturn (cited by 48 per-
cent), explaining how organizations can do
well despite the downturn (44 percent) and
demonstrating an understanding of an or-
ganizations major pain points (43 percent).

Some communications basics are also
central to putting together a high-quali-
ty piece of thought leadership. More than
half of decision-makers (51 percent) said
thought leadership should be “quick and
easy to consume and absorb” Respondents
also said that top-drawer thought leader-
ship should include “robust research and
strong supporting data” (49 percent) and
“provocative ideas that challenge people’s
assumptions” (48 percent).

When it comes to their own thought lead-
ership, 60 percent of respondents said they
expect it to keep their brand “top of mind
during a downturn” However, only a third
(33 percent) of thought leadership produc-
ers rated their own content as “very good or
excellent” O

‘“Reputation is like fine china:
Once broken, it’s very hard to repair.”

-Abraham Lincoln

With decades of experience, we provide strategic counsel and partnership
to anticipate threats, develop comprehensive mitigation plans, and manage

real-team challenges—of all kinds.

*Crisis communications preparedness, message training, and implementation
*Comprehensive scenario mapping and team extension
*Robust stakeholder material development and deployment

*24-hour on-call support and monitoring

Visit tierneyagency.com to learn more, or contact Tim Spreitzer—EVP,
Practice Lead—at TSpreitzer@tierneyagency.com. We encourage you to

talk to our references.

@hellotierney
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Good riddance 2022

he invasion of Ukraine, rising interest

rates, tumbling stock prices, US/Chi-

na tensions, an endless flow of refu-
gees at America’s southern border and a lin-
gering pandemic combined to make 2022 a
year to forget.

The year started off with hopes that
COVID-19 would soon be under control
and ended with growing fears of a “triple-
demic”

As 2022 winds to a close, PR firms are
planning for a possible recession in 2023.

Here are some of the PR highlights of
2022.

Andy Polansky, CEO
of IPG DXTRA and
Executive Chairman of
Weber Shandwick, an-
nounces his plan to
retire, wrapping up a
nearly 40-year career
in marketing commu-
nications. “I wanted to
leave while there is still
a lot of gas in the tank,
Polansky, who recently

turned 60, told O’'Dwyer’s.

Jeff Zucker, CNN Worldwide President,
resigns due to a “consensual relationship
with a colleague,” That colleague was Alli-
son Gollust, CMO for CNN.

Declan Kelly, Teneo co-Founder/
CEO who resigned in 2021 after he be-
came inebriated at a Global Citizen event
and engaged in inappropriate behavior,
reemerges. He launched Consello, a Mad-
ison Avenue advisory focused on merchant
banking, corporate development and merg-
ers and acquisitions.

BGR Government Affairs cut its rela-
tionship with Nord Stream 2 AG, the com-
pany behind construction of a pipeline be-
tween Germany and Russia, after President
Biden sanctioned it on Feb. 23 following
Vladimir Putin’s invasion of Ukraine.

Everett Eissenstat, who was Senior

VP for Global Pub-
lic Policy at General
Motors, joins Edelman
Global Advisory as
North America Chair
and Global Trade lead.
He will help clients nav-
igate government poli-
cies and geopolitical dy-
namics to achieve their
Everett Eissenstat business objectives. At

Andy Polansky
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By Kevin McCauley

GM, Eissenstat reported to CEO Mary Bar-
ra.

Ronn Torossian steps down as CEO of
5W Public Relations after various reports
that he secretly owned a news site and used
it to hammer competitive firms. “I have be-
come a distraction and the team deserves
the freedom to operate in a context free of
noise—noise I personally created,” he wrote
in an internal memo acquired by O’Dw-
yer’s. Torossian will serve as Chairman of
the New York-based firm that he founded
in 2002.

WPP pulls out of
Russia due to Vladi-
mir Putin’s decision to
invade Ukraine. The
ad/PR  holding com-
pany, which has nearly
1,400 people in Russia,
thanked them for their
service to clients. It
promised to work close-
ly with clients during
the winddown of oper-
ations.

Americans largely believe the tech in-
dustry has had a positive impact on their
lives, but they also distrust social media
companies, according to a poll from in-
sights and analytics company Ipsos. The
report found that nearly three-quarters (73
percent) of U.S. adults believe the tech in-
dustry positively affects their lives, while
only 45 percent said they trust these social
media platforms.

U.S. prosecutors have charged Elena
Branson, who chaired the New York-based
Russian Community Council of the USA,
with acting and conspiring to be an agent
of the Russian government and willfully
failing to register under the Foreign Agents
Registration Act. She also is charged with
conspiring to commit visa fraud and mak-
ing false statements to the FBI. The 61-year-
old Branson is a dual US/Russian citizen.

Trust plays a major role in consumer
decisions about vaccine compliance and
preventive care, according to a study from
Edelman. The study also found that the lev-
el of confidence in the healthcare system
took a hit in the wake of the COVID-19
pandemic. Edelman’s “Trust Barometer
Special Report on Health” found that more
than half (52 percent) of respondents said
that the pandemic had lowered their confi-
dence level in healthcare.

Vladimir Putin

WWW.0DWYERPR.COM

Congressman Don Beyer introduces a
bill to support online literacy and educate
Americans on how to spot disinforma-
tion and misinformation. The Educating
Against Misinformation and Disinforma-
tion Act is inspired by a program in Finland
that teaches students from K-12 to identify
propaganda from neighboring Russia.

The World Trade
Center Health
Program, which
was established af-
ter the 9/11 terror
attacks, issues an
RFP for outreach
and education
services aimed at underrepresented pop-
ulations of survivors and responders who
may not be aware of the benefits they are
entitled to. An estimated 400,000 people
in NYC were impacted by the dust cloud
caused by the collapse of the WTC.

The number of journalists who see CEOs
and company PR professionals as credible
sources has dropped in the past year, ac-
cording to a survey from Muck Rack. While
84 percent of respondents said CEOs were
credible sources for their reporting in 2021,
that number slid to 66 percent tin 2022.
Company PR pros also saw a decline from
55 percent to 50 percent in the latest survey.

ExxonMobil hires Matt Furman as
VP-Public and Government Affairs. He
replaces Suzanne McCarron, who is retir-
ing after a 24-year run. Furman joins the
energy giant from BestBuy, where he had
been Chief Communications and Public
Affairs Officer since 2012.

Ruder Finn acquires Peppercomm, a
firm that reported $9.2 million in 2021 fee
income for the 58th slot on O’Dwyer’s rank-
ings of PR firms. Peppercomm’s 29 employ-
ees in New York, San Francisco and London
handle  ac-
counts such
as Dole Sun-
shine  Co,
MINI Coo-
per, Xero and
trivago. 'The
firm, which
is led by
Steve Cody,
is noted for
its “Change
Agent” humor-led training programs.

BCW names Mary Corcoran Presi-
dent, North America, effective May 1. She
joins BCW from Real Chemistry, where

Kathy Bloomgarden
and Steve Cody



she ran the Twist operating company and
served as RC’s Chief Client Officer.

Kristina Schake, who was Joe Biden’s
COVID-19 PR chief, joins Walt Disney
Co. as Executive VP-Global Communica-
tions after wrapping up a 10-month stint
as the Biden administration’s COVID-19
Public Education Campaign Director. She
took that post after serving as communi-
cations specialist for Barack and Michelle
Obama’s Higher Ground Productions.

WPP’s BCW, H+K

Strategies, VM-
LY&R, Group W and
Kinetic donate creative
and advertising space
for New York mayor
Eric Adams’ move to
run digital billboards
in Florida to denounce
the “Don't Say Gay”
law.

Publicis Groupe’s Arthur Sadoun says
Q1 revenues jumped 17.1 percent to $3
billion, driven by a robust demand for its
Publicis Sapient and Epsilon digital offer-
ings. Organic growth rose 10.5 percent
compared to a 2.8 percent year-ago in-
crease.

Seth Faison, who did a five-year stint as
Managing Director of Sitrick And Com-
pany’s New York office, joins Brunswick
Group as partner in its freshly minted Chi-
na hub. Prior to working at Mike Sitrick’s
Los Angeles-based crisis shop, Faison
headed the New York Times’s Shanghai bu-
reau and served as Beijing correspondent
for the South China Morning Post.

Omnicom CEO
John Wren report-
ed a 0.5 percent dip
in Q1 2022 revenues
to $3.4 billion and a
24.2 percent decline
in operating profit to
$353 million. He cited
the negative impact of
foreign currency trans-
lations and drop in ac-
quisition revenue, net
of disposition revenues
for the lackluster performance.

Finn Partners inks $1.3 million six-
month contract with the Ministry of Pres-
idential Affairs for the United Arab Emir-
ates to develop a communications strategy
designed to bolster the image of the Gulf
State.

Tony Podesta works to assure the
Biden administration, Congress and the
U.S. media that the Government of Libya
is committed to conducting free and fair
elections. Libya’s first presidential election
was scheduled for Dec. 24, 2021, but failed
to take place as rival factions could not

John Wren

agree on the political framework required
to conduct the vote.

WPP reports 8.1 percent Q1 growth to
$3.2 billion in like-for-like revenues due
to strong demand for its digital media,
e-commerce, data and marketing technol-
ogy offerings. CEO Mark Read boosted
overall 2022 guidance from five percent to
5.5 percent to the 6.5 percent level due to
the strong start of the year and continued
momentum.

Russell Dubner, who exited as Edel-
man Vice Chairman in December 2021
after a 28-year run at the firm, joins the
Boston Consulting Group as Senior Part-
ner/Global Communications.

Ruder Finn acquires Comunicad LLC,
an Arlington, VA-based multicultural
shop that has served clients such as Ford,
Verizon, Telemundo, American Airlines,
Freddie Mac, PepsiCo, AARP and Molson
Coors.

Karine Jean-Pierre
succeeds Jen Psaki as
White House Press
Secretary on May 13 to
become the first Black
and openly gay person
to hold that position.

New York Repub-
lican  Congressman
Tom Reed steps down
from Congress and
joins BCW’s Prime

Policy Group government relations shop as
Vice Chairman. Reed announced his deci-
sion to quit seven months before the end of
his term from the floor of the House.

Huntsworth Communications, which
includes Grayling, Citigate Dewe Roger-
son, Red and Cirkle, rebrands as Accord-
ience.

BGR Group agrees to a $2.1 million
contract to represent the Muslim World
League, which calls itself the global voice
on moderate Islam. Saudi Arabia is a lead-
ing contributor to the MWL, which is
based in the kingdom.

Embattled Wells Fargo has named Amy
Bonitatibus CCO and brand officer She re-
ports to vice chairman Bill Daley and han-
dles duties once held by former Ketchum
CEO Barri Rafferty, who was hired in June
2020.

Edelman signs a one-year $800,00 con-
tract to provide PR
services to Saudi Ara-
bia’s Ministry of Cul-
ture, which plans a
crucial role in deliver-
ing on Crown Prince
Mohammed bin Sal-
mans “Vision 2030
transformation program.

Moderna awards its global corporate

Karine Jean-Pierre
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PR duties to DXTRA Health, a collective
of more than 1,500 staffers housed with-
in Interpublic shops. A cross-disciplined
group from Weber Shandwick, Golin and
Jack Health will work to bolster the corpo-
rate reputation of the COVID-19 vaccine
maker and spotlight its research savvy.
Moderna had used FTI Consulting and
Ruder Finn for PR.

Longacre Square Partners handles
communications for the reorganization
of Revlon, which filed for Chapter 11 in
US Bankruptcy Court for the Southern
District of New York.

Brian Bartlett, who served in George
W. Bush’s White House and co-founded
the Rational 360 shop, joins Kekst CNC to
open its Washington office.

The Justice Dept. opens probe of Dig-
ital World Acquisition Corp., the blank
check company that plans to take Donald
Trump’s social media platform public. The
Securities and Exchange also is investigat-
ing DWAC.

Julie Hamp, who re-
signed her position as
Chief = Communica-
tions Officer of Toy-
ota in 2015 after be-
ing arrested in Japan
on suspicion of drug
charges, returns to the
automaker.

Matt McKenna, who
was spokesperson for

President  Bill Clinton, signs on at The
Levinson Group as a senior advisor.

Finn Partners adds SPAG, an 85-mem-
ber healthcare shop that has offices
throughout Asia.

Interpublic’s Q2 net revenues grew 4.7
percent to $2.4B as CEO Philippe Krakow-
sky reports gains across all regions, client
sectors and operating units.

Ridgely Walsh, which was founded by
the well-connected D.C. Republican PA
consultant Juleanna Glover, provides PR
and media work for Ukraine on a volunteer
basis.

FTI Consulting’s PR group registers 6.2
percent Q2 growth as its reputation, cri-
sis, cyber and litigation segments post solid
performances.

WPP chief Mark Read says its 8.7 per-
cent 1H growth was driven in part by a re-
surgence in demand for strategic commu-
nications at its H+K Strategies, BCW and
Ogilvy units.

BerlinRosen acquires a majority stake
in Derris, a brand consultancy that has
launched direct-to-consumer brands such
as Warby Parker and Everlane. It has 65
staffers in New York and 10 in London.

Julie Hamp
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When crisis threatens an influencer-deal partnership

022 brought no shortage of high-profile
crises for brands and celebrities alike.
Under Elon Musks thumb, Twitter
has been marred by continual controversy,
including imposter Twitter accounts buy-
ing verified status and pretending to be
brands—a subscription service that later
relaunched with a higher price tag—and
at one point, Musk even mentioning bank-
ruptcy. From an internal operations stand-
point, Musk can anticipate arbitration cases
en masse from his sudden and abrupt staff
layofts.

Worst of all? Musk’s takeover brought
about an instantaneous rise in hate speech
on Twitter thats downright dangerous.
Unchecked, hate speech online can lead to
real-life violence, and arguably, from the
Colorado Club shooting to threats directed
at synagogues to highly misrepresented data
on hate crimes, it’s not hard to see it already
has.

Hate speech isnt stopping at random
trolls on Twitter either. Kanye West (Ye) has
been progressively falling into an antisemit-
ic web, spewing nonstop hate on whatever
media platform that will have him. While
the rapper has since been suspended from
Twitter and Clubhouse, he’s still getting un-
filtered airtime on shows like Tucker Carl-
son. Ye has an audience of millions he can
spread his ideas to, and his words can lead
to real-life violence.

Ye and Musk haven't gotten off scot-free.
Brands such as Adidas, Gap, Balenciaga,
JP Morgan Chase, CAA and Foot Locker,
among others, have all dropped Ye. Not to
mention Balenciaga, General Motors, Eli
Lilly and Playbill have all left Twitter, and
the platform had to offer incentives in order
to get advertisers back on board. These ar-
en’t the only examples of brands ending an
influencer deal due to hate speech, or vice
versa. Nike terminated its deal with Kyrie
Irving after the NBA player promoted an
antisemitic film on Twitter. Kim Kardashian
put out a statement regarding her work with
Balenciaga after the brand released abhor-
rent ads related to child abuse and safety.

Brands are facing a widespread conun-
drum that is really just getting started. If a
company partners with the wrong celebri-
ty or influencer, theyre leaving themselves
wide open to public criticism and potential
crisis. Just look at Adidas, the company got
slammed in the media and its stock took a
hit for not acting soon enough after Ye’s an-
tisemitic remarks and it stands to lose mil-
lions from pulling its Yeezy line.
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So, how do brands work with celebrities
and influencers while avoiding a significant
media crisis should they find themselves
entwined with the wrong person? The first
step seems obvious, yet isn’t always so sim-
ple, and that’s doing due diligence on who-
ever you plan to partner with. Just like when
choosing a brand name or company identi-
fier, a company must do research to ensure
the person theyre choosing to work with
isn’t going to offend or alienate audiences.
Likewise, brands should consult with ex-
perts and leaders of various interest groups
and marginalized communities. Companies
must try to do everything in their power to
make sure they aren’t about to team up with
someone harmful to the safety of others and
subsequently to their brand.

Whether or not a brand is international,
the Internet is a global place, meaning the
reach of advertising, marketing and com-
munications materials will be global in
most cases. And with the rise of what folks
like to call “cancel culture’—or what I just
call the consequences of your actions—it’s
now more important than ever for brands
to be mindful of their audiences and their
varying perspectives. Of course, it's impos-
sible to account for everyone’s sensitivities,
but ensuring that you're avoiding associa-
tion with hateful words or actions by vetting
a partnership to a variety of people prior to
release can help avoid disastrous missteps.
I can't stress this enough: crisis communi-
cations is something you invest in before a
crisis ever has a chance to happen, not after.
Your strategy needs to be proactive, not just
reactive so you can prevent needless and
costly disasters.

That said, regardless of how much plan-
ning and research you do ahead of time, it’s
still possible to do your due diligence—and
partner with a scandal-free celebrity—only
to find yourself entangled in a crisis because
of their actions down the line. Working
with influencers and celebrities will always
pose some level of risk, and mistakes hap-
pen. We're all human, after all. Yet, there are
ways to prevent or lessen public backlash if
a partnership turns out to be a liability.

One of those crucial tactics is keeping
your finger on the pulse of the celebrities
your brand is working with—so you're
tapped into public opinion and aren’t tak-
en by surprise—and act quickly should a
crisis begin taking root. The second there’s
wind of a partner beginning to act errati-
cally or say problematic things, start evalu-
ating your options. Should a partner begin
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spreading hate speech, it’s already well past
time to end your work with them. Take Adi-
das, for instance; the brand’s most bewilder-
ing mistake was waiting so long to speak up.
In actuality, Ye had been displaying and was
already infamous for his erratic, troubling
behavior going back years, and enormous,
glaring red flags had already been raised.
So, it’s hard to believe Adidas was genuinely
surprised by the highly
predictable progression
of Ye's behavior, and I'm
baffled by the brand’s
prior lack of response
and planning. Years of
burying its head in the
sand aside, in regard to
Ye’s more recent com-
ments, Adidas made a
grave error by choosing
not to speak up immediately. Timing is al-
ways critical in a PR crisis, but it’s even more
vital when dealing with dangerous rhetoric
and hate speech, behavior that so blatant-
ly crosses what should be an uncrossable
line. Not immediately incorporating and
addressing negative feedback can lead to a
crisis in any situation. However, in the case
of hate speech, missing the initial window
of denouncing the actions of a celebrity, in-
fluencer or brand youre working with can
lead to serious, lasting repercussions.

While it really shouldn’t have ever gotten
to this point, even if a company makes the
mistake of not immediately speaking up—
as Adidas did—it isn't necessarily the end
for the brand. There’s still an opportunity to
speak out as long as it's done in a timely and
thoughtful manner, and in a way that owns
up and apologizes for the situation—in-
cluding the delayed response. This includes
taking responsibility, expressing genuine
remorse, holding accountability and hav-
ing an action plan detailing how to prevent
making the mistake again in the future. Ac-
knowledgment, responsibility, honesty and
transparency will go a long way.

After what we saw in 2022, partnering
with a celebrity, influencer or even a brand
in 2023 can seem like a scary thought. But
it doesn't have to be. As long as brands do
their research, act quickly and own up to
any potential wrongdoing, it can go a long
way to solving a crisis. This year will be a
new year for brand opportunities, and,
hopefully, one that builds on kindness in
our world, not on hate.

Eric Yaverbaum is CEO of Ericho Com-
munications. Hes also author of the indus-
try-standard bestseller, “PR for Dummies,’
as well as “Leadership Secrets of the World's
Most Successful CEOS.” O
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Reputation management for doctors

s a medical professional, your repu-

tation is critical. In the past, people

typically judged physicians by their
medical degree or bedside manner. In the
age of social media, however, consumers
tend to look more at your online persona.
That persona is formed by what you post
about yourself online and what your pa-
tients say about you as a result of the content
you share.

Like it or not, your online presence im-
pacts how people evaluate your professional
reputation. Reports reveal online reviews
are a significant factor in patients choosing
a healthcare provider. When reviews give
patients a reason to doubt your profession-
al reputation, they take their business else-
where. In addition, patients draw conclu-
sions about your professional competence
based on your private social media.

Whether or not you're trying to grow your
brand with healthcare-related content on
social media, it’s crucial to audit your online
persona regularly and curate it in a way that
best showcases your expertise as a medical
professional. Taking charge of your person-
al and professional social media branding is
a weighty responsibility, but one that every
healthcare professional must accept.

Weighing the benefits, pitfalls of social

media for physicians

Social media platforms are powerful tools
for professionals in the healthcare industry,
so don’t take them lightly. Through social
feeds, you can share valuable information
with thousands. You can alert your patients
and the community at large to current
health concerns, confront societal stigmas
in areas such as mental health and addiction
and even inspire hope by sharing stories of
recovery.

You can also leverage the power of so-
cial media to grow your medical practice.
When you post medical information online,
you open yourself open to a wide range of
risks. As a medical professional, be care-
ful not to offer medical advice over social
media. Within the walls of your office, you
prescribe medical action based on what you
know about your patient. On social media,
youre talking to thousands of people, and
you do not always have the same luxury to
provide medical recommendations.

Because comments on social media can
so easily be taken out of context, consider
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everything you say from a variety of angles
before posting. If you're in doubt about how
any medical information you offer will be
interpreted on social media, it’s always bet-
ter to err on the side of caution.

In addition, posting content to social me-
dia opens you to the risk of violating patient
privacy. Medical standards and laws prevent
you from revealing information about your
patients’ conditions and procedures which,
if violated, will result in one or more HIPAA
violations.

For this reason, you must always obtain
permission directly from patients before
posting a photo of them on social media.
That permission has to come via written
consent on a legal document. Before you
take a picture, explain honestly to the pa-
tient why you want the photo and where
you plan to share it. If your patient says “no,”
leave it at that.

Consult your practice’s legal department
before posting pictures or videos portray-
ing a patient’s condition. They should either
have consent forms drafted for this purpose
or will be able to point you toward an attor-
ney who can help. If your patients provide
written consent, remember to mention per-
sonal information such as names or birth-
dates on the content you share.

Tips to guide medical professionals as

they approach social media

Your posts on social media both have the
potential to build your practice or cause
long-lasting damage. To protect your online
reputation as a medical professional, I rec-
ommend the following three tips:

When in doubt, keep it profession-
al. Treat every post—even those on your
personal channels—with the highest pro-
fessional standards. As a healthcare pro-
fessional, you don’t have the luxury of ca-
sually clicking “submit” on a social media
platform. Before making a post, ensure that
it adheres to your practice’s social media
guidelines, as well as the professional stan-
dards set by regulatory bodies like the FTC.
Your personal Facebook page and Insta-
gram feed aren’t the places to rant about pa-
tients, colleagues, supervisors or the medi-
cal profession in general.

Also, try to view your post in the light of
your patients. Remember that your patients
come from a wide range of backgrounds and
all have their own unique perspectives. Pic-
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tures on your personal social media of you
drinking alcohol, goofing off with friends or
venting about current events could be seen
by the public, even if you have tighter pri-
vacy settings. Once something is posted on
the Internet, it should be considered perma-
nent. Even personal posts without any med-
ical content have the power to impact your
professional career.

Verify all medical information before
sharing it online. As a medical profession-
al, be sure to always vet
information  carefully
and avoid sharing any
facts you cannot con-
firm. We all witnessed
the flood of medical in-
formation churned out
by social media during
the pandemic. These
posts garnered millions
of views, even though
the treatments and rec-
ommendations were unsupported by medi-
cal research. A media backlash will be more
damaging to your online reputation than
any immediate boost in engagement or
views. Rather than rushing to post medical
information, personally verify everything
you share.

Whether professional or personal, con-
sistency is key. Always weigh the risks of
posting content to social media. If youre
posting personal content to private chan-
nels, bear in mind that there’s always a very
real possibility of that content going public.
Consider how each personal post aligns
with your professional brand. If youre post-
ing professional content to brand yourself
and grow your practice, clearly define your
strategy and consider every post in light
of this strategy. Consistency will help you
build a strong online reputation over time.

How to manage an online crisis

No plan is foolproof when it comes to so-
cial media. If you see signs of a reputation
management crisis brewing, you need to act
quickly. Reports show that just one negative
online article costs a brand 22 percent of its
clients on average.

When things go wrong on social me-
dia, they go wrong quickly. Just as patients
come to you for medical expertise when
they’re sick or injured, ask a public relations
specialist for assistance when your online
reputation suffers. A PR firm can help you
accumulate positive reviews and leverage
them to find new patients, enable you to
overcome negative press and strategize to
mitigate the damage.

Alaina Chiappone is a publicist with Otter
PR in St. Petersburg, Florida. O
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Adding self-awareness, compassion to the crisis toolkit

n May of 2010, BP’s then-CEO uttered

what mustve become one of the most

infamous phrases in the annals of crisis
communications: “There is no one who
wants this over more than I do. I would like
my life back”

The leader in question, Tony Hayward,
already had a reputation for making
cringe-inducing declarations, as a Fortune
reporter observed that year. In the context
of the large-scale—and, at the time, still
unresolved—environmental disaster repre-
sented by the Deepwater Horizon oil spill,
these remarks felt unforgivably self-cen-
tered and tone-deaf. This is far from what
any senior crisis counselor would want to
hear coming from the lips of their CEO or
client lead.

Yet, even as the communications leader in
me indeed cringed, I was struck by a deep-
er truth worth exploring: that the comment
was made by a person in pain.

In this case, two things were true at once.
Hayward’s comments were the precise op-
posite of the kind of public-facing leader-
ship required in a crisis. And Hayward was
experiencing something personally and in-
tensely challenging and likely quite painful.
When his comment hit the press, my first
thought was “I can’t believe he said that!”
My second was, “Wow, what a nakedly hon-
est response.”

I share this anecdote not to advocate for
that kind of radical and, frankly, misplaced
honesty. Far from it. What interests me—
and should interest anyone providing coun-
sel to leaders in challenging times—is the
humanity of this moment.

Hayward’s comment was profoundly re-
vealing of the psychological landscape of
individuals under extreme public pressure,
especially if that individual is the ultimate
locus of organizational accountability. Cli-
chés like “it’s lonely at the top” or, if you pre-
fer something more Shakespearean, “uneasy
is a head that wears a crown” ring true in
these moments. Wed be well-served as crisis
experts to remember this.

Too often, our crisis discussions are fo-
cused on more “practical” or operation-
al issues. How to develop a thorough yet
flexible crisis plan? Who should be tapped
as members of a matrixed crisis response
team? How can companies avoid the pitfall
of their crisis plan gathering dust on the
metaphorical shelf through a clear action
plan and proactive cadence of crisis team
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meetings? Why do so many organizations
miss holding debriefs to refine plans once a
crisis is mitigated? How do we train our top
spokesperson to withstand the pressure of
the moment? And so on.

These are all vital and necessary questions.
The best—and only—crisis plan worth hav-
ing is one that’s consistently reviewed, re-
fined and acted on. Yet, when we focus the
lion’s share of our attention on tangible to
dos, or reduce this work to a series of “quick
tips,” we miss the rest of the iceberg. There
are layers of complexity beneath the surface,
most of which are linked to hard factors to
pin down: personal resilience, how we indi-
vidually process information, the capacity
for empathy and mutual compassion and
the tangle of emotions that rise when we
face adversity.

I say “we” because I'm speaking not just
of the leaders we counsel, but also of “us” as
the counselors. Here are a few thoughts on
how to deepen one’s engagement with the
human side of our crisis work.

Actively cultivate a deeper awareness of
yourself and others. The middle of a major
crisis situation is not the time to reflect on
how you or your senior leader process infor-
mation, what triggers your best—or worst—
behaviors or whether either of you lean into
bad habits like snap decision-making when
under pressure. This kind of self-awareness
should be actively and consistently culti-
vated. And not just for yourself, but also
relative to your team and organizational or
client leaders. Opening the floor for proac-
tive conversations about personal tenden-
cies, strengths, weaknesses and how each
person reacts to different types of pressure
will build a strong foundation from which
to manage dynamic crisis situations.

Don’t mistake toughness for resilience.
In a 2007 Harvard Business Review article
titled “Realizing What Youre Made Of’
author Glenn E. Mangurian observed: “Re-
silience is one of the key qualities desired
in business leaders today, but many peo-
ple confuse it with toughness” Mangurian
noted that while toughness can help leaders
cope in the short term with the negative
consequences of difficult decisions, it’s also
an armor that can cut that leader off from
their emotions as well as from others. Those
potential outcomes are net-negative when
confronting a breaking crisis. He defines
resilience, by contrast, as an ability to not
deflect but absorb challenges and rebound
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stronger than before. This is a particularly
salient quality in today’s world which is ever
more volatile, unpredictable and resistant to
“plans”

Lean into empathy and mutual compas-
sion. Hayward’s quote shone a spotlight on
the tendency to revert to “I” in moments of
pain or uncertainty. Even the most gracious
or committed leader can fall into this trap,
as can the most experienced crisis counsel-
or. It takes intention and energy to step back
from oneself in times of trouble and actively
lean into curiosity and
empathy for what others
are experiencing. Crisis
experts are accustomed
to seeking to view a cri-
sis through the eyes of all
stakeholders. Yet it’s less
common to turn that
empathic—and, ideal-
ly, compassionate—lens
toward the leader who
stands in the harshest of spotlights. What
are they feeling right now? How is this ex-
perience hitting them? And would your
simple acknowledgment that “This is hard
and I'm sorry for that” connect you more
deeply with them as a person, so you can
work more effectively as a team?

Insist on moments for mindfulness.
There’s a lot of talk about mindfulness and
what outcomes it may provide for individu-
als, teams or organizations. But it doesn't re-
quire an active meditation practice to recog-
nize the importance of taking a breath amid
managing an active crisis scenario. As much
as speed is core to this work, so is slowing
down. Time and space are required to ful-
ly assess the latest information and come to
the best decision. This includes advocating
for moments when everyone on the team
stops, takes a full and quiet breath, and
steps away from “doing” into “reflecting”
A moment of mindfulness can help thwart
action bias, lead to better decision making
and keep you connected as a team.

We can never stray too far from the vital
operational elements that help us effectively
manage even the most challenging situa-
tions. Yet, by cultivating greater self-aware-
ness and compassion, and leaning into the
more “human” side of crisis management,
we can foster better outcomes for all stake-
holders while forging stronger relationships
with leaders and our teams as a whole. We
must also gauge the stress on our leaders
and make sure that before they go in front of
the public or press, they’re in the right mind
space for the moment.

Anne Green is Principal and Managing Di-
rector at G&S Business Communications. O

Anne Green
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Now streaming: crisis in the documentary era

ere living in the era of the doc-

umentary, a time when [insert

favorite streaming service here]
has the scoop on cults, tigers, murder mys-
teries and even threats to corporate repu-
tations.

Today, there are more than 50 differ-
ent streaming services in North America
alone, all competing for subscribers and ad
spend with sought-after original content.

Considering the time spent binge-watch-
ing TV increased dramatically due to the
global pandemic, there are captive view-
ers around the world eagerly anticipating
the next talked-about documentary or
multipart docuseries. And the engaging,
dynamic style of the end product has the
potential to make an impact: The leading
documentary is poignantly scored, with
dynamic visuals and a strategically inter-
woven narrative that can bring an audience
to its knees—and your company’s reputa-
tion right along with it.

Rather than institutional leadership and
traditional media driving the narrative
about companies and their legacies, in the
case of high-profile documentaries, the
masses are brought in to “see for them-
selves”—serving as both judge and jury
for unsolved mysteries, open murder cases
and corporate scandals alike, with a curat-
ed set of facts and perspectives presented
in a fashion that allows the audience to
draw its own conclusions about fact versus
fiction.

In 2023, companies need to ask them-
selves: What do we do when our organi-
zation is in the crosshairs of a compelling,
high-profile documentary?

Understanding the ask

With the demand for content at an all-
time high, inquiries can take a variety of
forms, with diverse teams made up of
freelancers, producers, investigative re-
porters and independent filmmakers. It’s
important to dig deep and understand the
ask coming from documentarians to get a
sense of the form, reach and nature of the
end product—attributes that will no doubt
shape your opportunity to engage.

At the end of the day, your communica-
tions team isn’t drafting the storyboard or
weighing in on the final cut. How do you
make the decision whether to participate
in a documentary project when you know
the outcome is likely just varying degrees
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of reputational damage for your organiza-
tion? It’s a difficult decision to make, and
one in which there will never be a clear
right or wrong answer.

Research and readiness are vital to the
initial response. When assessing an inqui-
ry, it’s important to consider factors like:

o Credentials: What past work are these
filmmakers and/or journalists known for?
What examples of their past work can you
find and watch—noting tone, overall ap-
proach and interview style?

« Stage in the process: Where do the cre-
ators stand in the process? Are they putting
out initial feelers, or have they already con-
ducted many interviews?

o Distribution channel: What, if any,
streaming platforms or outlets have the
documentary makers been engaging with?
What is the reach and profile of these fo-
rums?

Laying the foundation

The potential impact of a talked-about
documentary cannot be overstated. This is
the intersection of mainstream media and
multichannel entertainment with a strong
potential to prompt social media discus-
sion and scrutiny from stakeholders alike.

That’s exactly why it’s important to get
in front of the documentary topics before
it hits viewers’ screens—lay a foundation,
a “pre-buttal,” to prime your stakeholders
and develop the proof points needed to
share your side of the story.

Spokespeople selection

If you do make the decision to put for-
ward a spokesperson, the ideal choice for
a documentary must have expertise in the
relevant focus areas and is prepared to bal-
ance candor and animation with restraint
and the careful delivery of key messages.
Preparation and robust media training—
along with a level of comfort in public
speaking—are all significant factors.

In some instances, offering multiple
spokespeople can be helpful in ensuring
diverse representation and maximizing
your chances of avoiding the cutting room
floor. Consider the likelihood your speaker
will make the final cut, the risks of expand-
ing your presence in the end product, your
ability to address reactive topics head-on
and how a corporate presence lends cre-
dence to the narrative.

Crisis preparedness and planning

Scenario-planning efforts should be un-
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dertaken to understand the risk of blow-
back from investors, employees, business
partners and other key

audiences. Your reac-

tive  communications

strategy must anticipate

stakeholder  concerns

and address them head-

on—all while remain-

ing nimble, prepared to

deliver your messaging

across a range of plat-

forms as needed.

Give particular
tention to how you can
best influence the media
narrative going into and
throughout the release.
Whatever the issue at
stake, make certain
your organization has
a strong narrative to
combat the reputational
threats—complete with
compelling data points,
powerful messaging and
the right delivery.

Managing expectations

In these circumstances, it becomes nec-
essary for us to redefine success. Your cor-
poration may not come out on the other
side of a documentary exposé complete-
ly unscathed, but in many cases, you can
affect the outcome—sharing your narra-
tive, acting in transparency and, above all,
demonstrating empathy.

Roll the credits

Between a captive, streaming-obsessed
audience and a wave of competition in en-
tertainment services, were living in the era
of the documentary. Corporations must
be prepared to engage with documentary
inquiries to ensure the perspectives of cor-
porate leaders are represented.

While this distinctive medium certainly
poses unique challenges, when leveraged
properly, a documentary can serve as a sig-
nificant opportunity to refine your issues
management approach and reinforce your
organization’s narrative.

Rachel Rosenblatt is Senior Managing
Director, Corporate Reputation, at FTI
Consulting Strategic Communications. Liz
Janisse is Senior Consultant, Crisis ¢ Liti-
gation Communications, at FTI Consulting
Strategic Communications. O
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The costs of culture failure

cores of advisors, meetings, hours and

approvals have historically gone into

developing an organization’s crisis
plan, with many left bound on a shelf un-
touched and unproven. These days, orga-
nizations are making better, if still erratic,
commitments to implementing more so-
phisticated crisis plans by investing in tech-
nology to help better anticipate and manage
issues and keeping plans and leaders nimble
through simulation drills. However, many
companies still fail to embed the collective
responsibility of crisis management across
the organization, unfairly leaving it up to a
chosen few to cover the waterfront of risk.

Its becoming increasingly important to
take a culture-driven approach to crisis pre-
paredness, regardless of the industry. Or-
ganizations of all sorts should take a page
from businesses with robust operational
risk by establishing risk mitigation mind-
sets, tying preparedness and risk mitigation
to business objectives and building a com-
pany-wide culture around it.

Components of a crisis-ready and

risk-oriented culture

Organizations can encourage employees
to take ownership of risk mitigation and
better manage issues that arise by:

o Defining “crisis” in a meaningful way
with clearly delineated crisis severity levels
and specific examples relevant to both the
company and an individual’s role.

« Demonstrating how issues evolve and
escalate.

o Showing employees how to identify is-
sues, how they can be mitigated, and when
and how they should be escalated.

 Making risk management part of a job
description, with roles and responsibilities
clearly defined.

o Conducting regular trainings to keep
themes and protocols fresh in employees’
minds and to address new and evolving in-
dustry and company dynamics.

« Ensuring crisis plans and trainings reach
across functions and teams.

« Developing incentive schemes to pro-
mote a risk-free working culture.

Implications of culture failures

There’s a lot at stake. We've all heard of or
witnessed the impact of a failed culture, in-
cluding:

» Low morale and employee turnover.

o Defective products or services and the
resulting loss of customer loyalty.

« Fines, stock price impact and bankrupt-

cy.
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By Elizabeth Cholis

o Regulatory scrutiny and sanctions.

o Significant, long-lasting reputational
damage.

Boeing and Volkswagen experienced
many of these implications as they navigat-
ed recent crises, and their culture failures
came to light. In Boeing’s case, a 117-page
internal document the company provid-
ed to Congress revealed much about its
culture, including how senior employees
questioned the competence of their own
colleagues and the quality of the company’s
engineering without raising a flag. Similar-
ly, government and shareholder lawsuits
called out Volkswagen executives whod
claimed ignorance of emissions oversights
and cited the deeper culture issues at play.

With those examples and the costs of
culture failure in mind, business leaders
along with the legal, risk and communi-
cations functions should be viewing their
operational priorities through a culture
lens—with crisis readiness, risk awareness,
culture of compliance—and acting with
culture and company values—like ESG and
social impact—in mind. Now more than
ever, were seeing generational shifts in
how people care about the type of company
they work for, the standards to which they
hold their company and their comfort level
speaking out about concerns or injustices,
particularly on social media. There’s both
inherent risk and opportunity in this gen-
erational investment in a company’s oper-
ations.

Of course, building or changing a culture
is no small feat, and it helps to know the
keys to success in advance.

A holistic, enterprise-wide approach

Everyone—not just those in leadership
positions—has a role to play in identify-
ing and mitigating threats and protecting
the company’s reputation and its ability to
operate. Moreover, cultural expectations,
and how a company communicates these
expectations, need to be so pervasive and
engrained in the company’s operations that
they become a natural part of how people
think and make decisions every day. To
achieve this, companies must dedicate re-
sources and ensure the functions and busi-
ness units most often involved in risk and
crisis management—such as legal, commu-
nications, compliance, ESG and HR—are
aligned. From there, leaders should include
and train other personnel to consider how
seemingly routine issues may have broad-
er, enterprise-wide implications. Cutting
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a corner on a safety check can result in an
injured customer, not adhering to audit-
ing best practices can result in shareholder
loss, not understanding local regulations
can result in the inability to operate in that
market, turning a blind eye to harassment
can result in morale decline and employee
defection and so on. Ensuring personnel
feel confident in their ability to identify and
escalate these issues can help mitigate crises
in the long run.

Behavioral modeling from the top ... and

middle

Consistent and intentional behavior mod-
eling from the top is imperative to setting
the tone for culture within an organization.
Employees across or-
ganizations look up to
leaders as examples of
how to behave and ex-
emplify the company’s
values. But it’s just as
critical that managers
at all levels—not just
the top—are commit-
ted to modeling the be-
havior on a daily basis.
For example, creating
a “safety moment” at the beginning of all
meetings has been a simple and effective
tool for leaders at any level to instill the
concept that safety comes before all else.

Additionally, these leaders must ensure
that toxic subcultures aren’t allowed to
thrive. In another well-known example of
culture failure, Wells Fargo admitted that
employees trying to meet excessive sales
targets opened millions of customer ac-
counts without customer consent and by
misusing identities, revealing a subculture
within the bank that prized financial per-
formance over compliance and ethical con-
duct.

Ownership and accountability

In the end, it comes down to individual
choices and decisions. Two keys to getting
someone to invest in a perspective and be-
have in a certain way are ownership and
accountability. Employees at all levels in
an organization need to understand the
role theyre expected to play, as well as the
benefits of meeting those expectations—
and the consequences of not. This is when
communicating the business imperative
of risk identification and mitigation, com-
plying with laws and regulations and effec-
tively managing issues is critical. In court
testimony, a former Volkswagen manager
blamed company culture for his and oth-
ers’ complicity in the emissions scandal and
said he would have acted differently if he

Elizabeth Cholis
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What are you chasing in 2023?

t’s planning time and with it, the opportu-

nity to assess the business landscape, your

organizations strategic intent, and your
workforce’s capability to perform against
unwavering pressure, ambiguity, and uncer-
tainty.

For so many corporate communications
functions, the planning cycle becomes a
rote exercise updating numbers, objectives,
initiatives, and metrics for the coming year.

Yet, the real value in annual planning lies
in identifying the one true north star—what
are you chasing?

Sizing up 2022

Each year provides a pathway to the future.
A portal to propel the organization forward
via strong, sophisticated, strategic commu-
nications thinking, approach, and efforts. It
begins with understanding the competitive
relevance of the company or brand amid
its segment and customer ecosystem. This
is defined ultimately by the business results
and financial measures. Further, employees
are seeking how their work connects to the
company mission and future success and
what's in it for them while assessing the per-
formance from the previous year. The pro-
cess provides a reality check on what is most
important for the business to achieve.

Once decided, every aspect of the busi-
ness aligns itself from a resources, budget,
priority, programming, and measurement
standpoint to reflect the direction of the en-
terprise. Simple, right?

Not necessarily. The breakdown usually
starts at the beginning. The failure to discern
the overall direction or need of the organi-
zation. This tends to become a convoluted
set of objectives and financial targets that
then get translated into a muddled mosaic
of messages and talking points which only
confuse employees and customers alike.

Lets first start with 2022. An incredi-
bly tumultuous year. For organizations the
challenges and choices were varied. Coming
out of COVID, some leaders chose to rein-
troduce their companies and brands after a
two-year absence dealing with the pandem-
ic. Many rethought the employee experi-
ence instituting new rules of working.

Virtually every organization reassessed its
purpose and commitments to stakeholders.

The important take-away from 2022 is
what will guide your direction and intent
going forward. Whats your headline in
20222
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By Gary Grates

Visualizing 2023

In previewing 2023 from a corporate
communications perspective, there are two
areas to be focused on: the business situa-
tion; and the social reality. Both areas have
critical impact on the organization’s strategy
for success.

Lets begin with the social imperative.
CEOs, leaders, and communicators must
factor the following topics in their positions:

« Health equity

Premise: Health inequity is pervasive
across society and health equity will only
exist when all people regardless of geogra-
phy, race, and economic status can achieve
their full potential from a health standpoint.

Leadership considerations: The link-
age between health equity with employee
well-being, patient expectations, commu-
nity engagement, and social determinants.

« ESG

Premise: Environmental, Social, and Gov-
ernance is a financial driven set of measures
meant to address an organization’s policies
and decisions with regard to being a good
corporate citizen.

Leadership considerations: Is the compa-
ny performing as an ESG entity? If so, how
are the principles incorporated into its lead-
ership architecture?

L AI

Premise: Al is beginning to pique the in-
terest of business leaders, media, and con-
sumers alike. The story is about competitive-
ness, customer service, decision-making,
and cost effectiveness.

Leadership considerations: From ethics,
trust and value, Al is a lightning rod for
CEOs and business today. CEOs must have
a POV on the topic including how Al is im-
pacting health, customer and patient expe-
rience, and the company. If not, it’s best to
stay away.

« Diversity, equity and inclusion

Premise: The catalysts are the changing
demographics of the globe and the height-
ened expectations of Gen Z and millennials
when it comes to DE&I in the workforce.
This goes beyond numbers but a complete
experiential and cultural existence for all
people in the workforce and impacts a com-
pany brand.

Leadership considerations: A transparent
and open discussion on diversity, equity
and inclusion as it relates to culture, health/
well-being and the employee brand in gen-
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eral, beginning with an honest appraisal of
the company.

« Organizational confidence

Premise: CEOs from all industries are be-
ginning to raise the concept of confidence
as a competitive differentiator. Organiza-
tional Confidence comes from three areas:
Relevance; Strategic Intent; and Workforce
Engagement.

Leadership considerations: Projecting the
organization’s ability to scale and maintain a
strong culture adhering to its principles and
strategy is a terrific sto-
ry and one that CEOs
are relating as part of
their talk track exter-
nally.

« Social tension

Premise: The myriad
issues enveloping soci-
ety based on racial and
social injustice. The call
for companies to take a
much more public and
vocal stance as these is-
sues arise.

Leadership Consideration: Balancing the
organizations purpose and efficacy with
employee, stakeholder concerns and inter-
ests that align with the business’ purpose,
mission, and efficacy.

« Mental health

Premise: Coming out publicly to discuss
personal well-being and how you partici-
pate in society on a micro and macro level.

Leadership Consideration: Being open,
flexible, and active in addressing men-
tal health for society and your workforce
through empathy, programming, and bene-
fits as part of your management model.

« Talent and the future of work

Premise: Post-COVID the workplace has
been upended in new and different ways.
Not the least of which are work-life balance,
office-home hybrid, the sense of belonging,
collaboration, and meaningful work. Re-
taining talent in such an environment is a
critical business priority.

Leadership consideration: ~Conveying
how business and the company itself are
handling this next phase of work in terms of
culture, management behaviors, teamwork,
and development.

What is the business chasing in 2023?

This is the key question for any leader or
communicator. While every business and
situation is different, let’s explore the major
areas for consideration in calibrating the
communications strategy and plan for 2023
starting with the macro environment:

Gary Grates
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» What does the global competitive mar-
ketplace look like

« Where is the game being played?

« How relevant are we?

o Where are we strongest? Weakest?

« How far can our current talent take us?

o Where is the motivation for our busi-
ness/brands?

From there, we need to dig deeper into
our organization and identify the key direc-
tion for the enterprise:

» Market share. Is the business poised to
gain share and increase capacity, interest,
and motivation for the stock?

« Revenue growth. Can the business in-
crease revenues via new products and ser-
vices or by raising prices?

« Profitability. Will the business focus on
more profitable areas investing in sock and
innovation?

« Portfolio and service optimization. Is
M&A a part of the business plan in 2023?

« Dimensionalization. Will new custom-
er and product segments, price points, and

THE COSTS OF CULTURE FAILURE

knew the consequences. Some organizations
make a “safety bonus” so core to the com-
pensation of all employees, that it’s hard for
the workforce to ignore even the smallest of
safety infractions. Employees must under-
stand the imperative to achieve success by
doing right and the cost of cutting corners
or acting unethically—and personally be
held accountable when they fall short.

The culture imperative

It probably goes without saying that clear,
consistent and two-way communications
are an essential aspect of implementing and
maintaining cultural change. Even the most
employee-focused, communication-heavy
organization will need an added level of
investment and discipline to do it right. Its
also critical to regularly assess and course
correct when needed. And therefore, crisis
communications and preparedness advi-
sors—and the clients we advise in the legal,
communications, risk and HR functions—
must prioritize culture and communicate
accordingly.

Getting an organization’s culture right is
a significant undertaking, but the reward
is managing risk and handling issues more
effectively, protecting the business’ reputa-
tion—and ultimately setting it up for suc-
cess.

Elizabeth Cholis is a Partner at Dentons
Global Advisors. O

expanded capabilities be the quest in 2023?
Once the business decides on its direction

and core, corporate communications can

then determine where to place its bets:

« Relevance. In a social/digital world, rel-
evance is the new reputation. If you're not
relevant today, you don’t exist. From a com-
munications standpoint, relevance is about
the following: being searched; being talked
about; being engaged with; being sought af-
ter; being trusted.

« Relationships. How would you rate the
quality of your relationships with key stake-
holders? What needs to be improved if the
organization is to succeed? How have in-
fluencers infiltrated the opinion formation
process?

o Culture. Is your corporate culture able
to withstand the vagaries of the business?

« Narrative/story. Do you have a narra-
tive that reflects the current state and future
aspiration of the business? How is it being
conveyed? Is your story consistent with
your brand?

« Visibility. Are your leaders and your
POV known in the industry?

« Efficiencies. From cost reduction, re-
structuring, quality and process improve-
ment, what levers need to be pulled for the
organization to achieve its goals?

o M&A assimilation/integration. How is
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the workforce prepared to accept a merger
or acquisition? What will such a move do
throw the business” balance off?

« Confidence. Are we communicating in
such a manner that people inside and out-
side the organization are smarter and more
engaged?

A fresh start

Annual business planning provides a
clear set of goals, objectives and strategies
aimed at improving an organizations vi-
ability. It is a crucial element of any pru-
dent leadership responsibility and must be
met with similar rigor from all areas of the
business including corporate communica-
tions. Done right, it achieves staff align-
ment against the business needs.

The process should be a time of reflec-
tion, exploration, analysis, education, and
experimentation to arrive at the right for-
mula for success.

“Business planning is a mechanism
to coalesce thinking of the entire com-
pany around one thing: Winning!”
—Anonymous

Gary E Grates is President and CEO, at
GConsulting Group (GCG) a communica-
tions consultancy and advisory firm special-
izing in business transformation, corporate
relevance, employee engagement, and orga-
nizational communications excellence. O
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When an employee threatens your company’s reputation

s business culture changes as a result

of both the pandemic and genera-

tional shifts, employees can easily act
in ways that, while acceptable some years
back, are wholly unacceptable today. When
that happens, the C-suite must act quickly
to prevent reputational damage.

The Wall Street Journal recently wrote of
the firing of a top Apple executive, one who
had accomplished enormous things for the
company that contributed directly to the
company’s bottom line. That executive was
approached by a social media influencer as
he drove up to a car show, off the clock, at
which point the executive paraphrased a
line from the movie “Arthur,” released more
than 40 years ago—before many current
customers and employees were born—and
added an inappropriate reference to wom-
en’s bodies.

The remark was clearly spur-of-the mo-
ment and silly. Had there been no one film-
ing the comment for social media, maybe
there would've been some yucks and maybe
it would’ve been forgotten almost as soon as
it was uttered. Instead, the video was posted
to TikTok, where it was eventually seen by
millions.

Apple demanded the executive’s resig-
nation, and when he refused, the execu-
tive was fired. “It was 22 years dissolved in
about 25 seconds,” the executive said.

Was Apple right to remove that loyal
executive who spent decades helping the
company become more successful, over a
brief, lewd throwaway line? Yes.

We live in an age where information trav-
els at the speed of light. In a single post, so-
cial media can make or break a person. It’s
okay to lament this situation, but commu-
nicators must absolutely own it.

More to the point: Workplaces are more
diverse than they've ever been, though
still not diverse enough. It's imperative for
CEOs to create a welcoming environment
that’s free of hostility. Women and people
of color have historically faced immense
challenges in advancement, in large part
because the workplace environment has
been filled with demeaning comments and
dumb attempts at humor, just like that of-
fered up by the Apple executive, as well as
overt racism and sexism.

Brands aren’t simply a logo and tagline
or a product or service. Brands are also the
people working behind them. So, when a
brand offends—either with intent or with-
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out—the best way to manage the situation
can be pulled from the Crisis Management
101 handbook: Admit youre wrong, apol-
ogize, fix the problem and move on. Doing
so will eliminate protracted battles—and
negative news coverage—that can weaken
brands over time.

Apple might have weathered the story
reasonably well, with minimal or no impact
on sales. Not acting, though, would've sent
a terrible message to the company’s associ-
ates: This person’s value to his business unit
is greater than the harm we cause our em-
ployees by saying and doing nothing.

Historically, brands have done a great deal
of research before discontinuing an offen-
sive name, logo or tagline. After these ex-
tensive review periods, sometimes they’ve
done the right thing, and other times they
clearly haven't. It doesn’t take a multimil-
lion-dollar marketing study to determine
if a name or logo should be changed. If it
harms a community, change is in order.

The Washington Commanders adopted
their new name some 20 years after Na-
tive Americans first opposed the team’s
previous name, with was offensive to that
population. The team’s ownership resist-
ed change for years, as have the owners of
other professional sports teams, like the
Atlanta Braves. Every time a news story
runs about the controversy over the Braves’
name—14,400 Google News results un-
der “Atlanta Braves name controversy”—it
weakens the brand.

For too many years, companies have de-
fended insensitive and downright offensive
behavior by rationalizing their actions.
“They don’t really mind,” goes the oft-heard
explanation. Or, “it’s all in good fun” Or,
so-and-so is “a good sport”

Except that they do mind. It’s not fun for
them. And it’s not so much that the sub-
jects of such comments are good sports, but
that they feel powerless to create change.
Customers, associates, business partners,
shareholders and other key stakeholders
roll their eyes, but they also change their
behavior. They stop visiting the business.
They decide to take a job elsewhere.

Why let controversy eat away at a brand
slowly, or worse, create a crisis? If a com-
pany leader doesn't reflect core values, they
must be removed from their role. Length
of service and contributions to the bottom
line can’t be considerations. Companies
must live their values.
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By David A. Ball

For those who think such considerations
are simply political correctness run amok,
or part of some cancel culture conspiracy,
the line is a bright one: Will a significant
number of stakeholders find it offensive?
Cancel culture implies rash decision-mak-
ing resulting from a perceived injustice. In
a situation like the one described above, a
company must act fast,
but not impulsively. I
see that as a critical dis-
tinction. Also, is a sin-
gle person harmed or
a community? That’s a
second critical test.

The Apple executive
was on his own time and
rifing on a line from
a very old movie. Yet,
coming from an exec-
utive, a company leader, the message was
unacceptable because it was demeaning.

Was the comment by the Apple executive
as harmful as harassing or assaulting an
employee? Of course not. Still, that’s no rea-
son not to do something. Taking action will
serve to protect that company’s reputation,
while also setting a tone that such behavior
isn't tolerated.

I'm guessing it will be a while before the
next Apple executive makes a crass com-
ment in public.

David A. Ball is President and Founder of
Ball Consulting Group, LLC, a strategic com-
munications firm that specializes in health
care, nonprofits, education and crisis com-
munications. O

David A. Ball

PR brief
Ruder Finn expands D.C. footprint

Ruder Finn expands its presence in the Washington,
D.C. metro area with a new office that houses more
than 20 communications specialists. The expansion
follows the agency's acquisition of Virginia-based
multicultural firm Comunicad in May.

Ruder Finn's DC office will service anchor clients
such as Southwest Airlines, which recently named the
agency as AOR to advance overall communications
and thought leadership. Ruder Finn has also brought
on Ellen Back as head of federal communications and
sustainability communications expert Sarah Stanley.

“Public affairs and government relations is a ma-
jor focus for Ruder Finn,” said Ruder Finn CEO Kathy
Bloomgarden. “The breadth and depth of our exper-
tise in the Washington, DC office is a testament to
how adaptive our communications work can be in
order to best serve our clients’ needs in an integrated
and holistic manner.”
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The best companies anticipate crises and drill to prepare

he case for having a crisis public re-

lations plan—especially in the world

of misinformation, disinformation,
propaganda and trial by press release—now
applies to all organizations.

A reputational crisis can come to almost
all public-facing enterprises, not just refin-
eries, factories and airlines, where accidents
must be anticipated and trained for.

Reputation attacks can happen instantly,
launched overnight or even within hours
against any organization, from litigation
and boycotts to demands for remedial leg-
islation and criminal sanctions.

The opposition will attack suddenly,
bursting onto the public stage—fast, furi-
ous and surprisingly forceful—but not nec-
essarily factual. The truth may be on your
side, but until you respond, public opinion
is being shaped by your opponent. You need
a swift and strong response, which requires
a plan and practice.

Practice telling the truth

Develop, test and regularly drill a crisis
response plan so youre ready to react con-
fidently and quickly in telling the truth.
Engage swiftly, even if it’s a bridge: “Here’s
what we know now, we hope to know more
soon, our next brief will be at 2 p.m.” Have
an experienced executive team ready to say,
“Activate the plan!” The first hours are vi-
tal, even critical. An ad hoc or on-the-fly
response to a reputation challenge will be
chaotic, defensive and overly emotional.
Planning and practicing prevent panic.

Institutional reputation takes years to
build. Undefended, reputation can be de-
stroyed in days. Make crisis response part

By Robert Durand and Jonathan Taylor

of an ongoing reputation management
program and not just a binder on the shelf
for when an alarm sounds. Response plans
must be maintained—regularly reviewed,
constantly monitored, carefully evaluated—
and vigorously drilled.

Your team is as important as the plan.
Your responders must be a team, players
who know each other well and have worked
together through active exercises at least
once a year. The primary and alternate re-
sponders must be comfortable in their roles
to reliably act quickly and decisively. And
your team needs a strong reserve; today’s
24/7 media landscape requires a team that
can sustain 24/7 operations until the storm
has passed.

Traditional crisis communication—fires,
floods, product recalls, accidents and inci-
dents—tends to focus solely on the emer-
gency. Those ‘common emergencies” are
seldom confined to the event itself and are
compounded by reputation challenges.

Anticipate “reflash”

The media and influentials will ask: How
could this have been prevented? What
warnings were ignored? What’s being done
to prevent future accidents? How are those
impacted being taken care of? These issues
can and will appear without warning after
the fire appears to be out. Just as firefight-
ers set a “reflash watch,” your crisis response
needs to anticipate issues and get ahead of
them to repair, maintain or even improve
your reputation.

A crisis is an unplanned test of every as-
pect of your organization. Are you com-
petent? Prepared? Truthful? Responsive?

One third of major deals leaked

ore than one-third of major deals

made during the past half-doz-

en years were publicly reported
in the media prior to the official corporate
announcement, according to a study by H/
Advisors Abernathy.

Seventy percent of mega-mergers (e.g.,
deals valued at $15 billion and higher) were
leaked during the first-half of 2022. Those
leaks resulted in media coverage that ran 28
days before the eventual announcement.

Though rumors of impending deals with-
out naming the specific seller or buyer fre-
quently circulate in the media, Abernathy
found that in top-tier media, 75 percent of
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the stories included the names of both com-
panies involved in the transaction.

Abernathy suggests that both buyer and
seller should assume that leaks are going
to happen and that the online spotlight
will glow more brightly. Abernathy recom-
mends that communicators be brought into
the process. A small group of PR people can
“add real value by serving as an early warn-
ing on leaks, managing leaks if they arise
and setting a framework to maximize any
announcement.’

Abernathy analyzed 399 transactions val-
ued at $5 billion or greater where at least
one buyer or seller was based in the U.S. O
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Compassionate? We believe that a crisis
that’s properly handled can improve your
reputation. Today’s leaders gain trust when
they demonstrate leadership through mo-
ments of public stress.

Again: an effective re-
sponse takes a plan and
practice.

We call our Crosswind
program CPR+, which =)

is crisis communication —
-
ﬁ;y
d A

focused on an active,
Robert Durand

pre-crisis engagement
that paves the way
for a rapid, organized
and smooth crisis re-
sponse and reputation
enhancement. We can
help. So can the several
experienced  specialty
firms we work with who
share our view that rep-
utation management is
an ongoing challenge—
and a contact sport.

Whoever first said “A
lie can travel around the
world and back again
while the truth is lacing up its boots” (the
quote is often attributed to Mark Twain,
Winston Churchill and Thomas Jefferson,
but the actual author isn’'t known), the wis-
dom of the phrase is absolute. Misinforma-
tion thrives today. It can be spread cheaply
and easily, gaining momentum and the ve-
neer of authenticity because it's becoming
“common knowledge” Failure to respond—
or poorly executed responses that come too
late—creates an environment where misin-
formation and slander can rule the day.

Boots laced, hard hats ready

When more nimble organizations take ac-
tive charge of their reputations, the price of
misinformation goes up. When you have a
plan and a process in place to monitor and
respond, your boots are always laced up and
your hard hat is always within reach. And
lies can't get very far when you are ready to
answer with authority and truth.

Rear Admiral Robert Durand, formerly
Vice Chief of Information for the U.S. Navy, is
VP of Corporate Communications at Cross-
wind Media and Public Relations, where he
provides strategic media and spokesperson
services. Jonathan W. Taylor, who served his
country as a frontline combat medic with
tours in Afghanistan, supports Crosswind cli-
ents on corporate issues. He was formerly a
staff sergeant, combat medic and combat ad-
visor in the United States Army Reserves. O

Jonathan Taylor
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Nine reasons to get a PR agency valuation

ontrary to the belief of many prospec-
tive sellers, firms are not valued at a
“multiple of net revenues.”

I've been valuing PR firms for more
than twenty-five years, initially as the CPA
firm for many seller firms, and then since
I started my own M&A advisory firm,
Gould+Partners, in 2001. Valuing PR agen-
cies is a complex process. It takes financial
expertise, knowledge of the M&A market-
place, and an understanding of how buyers
create offers/term sheets.

There’s no exact science in valuing a PR
firm. Every valuation is different. PR is a
business in which both actual financial
performance, recast for many adjustments,
and several intangibles, will determine val-
ue. Items such as relationships with clients,
depth of second tier of management, spe-
cialties and fee levels may also impact value.

A couple years back, I was called by a
prospective seller who asked me for advice
on the value of her firm. She was told by a
competitor of my firm that she should sim-
ply double the annual fees, assuming her
bottom line was at least 20 percent. What
he did not ask her were a series of questions
needing answers and detail in order to fair-
ly and accurately value her firm. There are
at least nine different items needed to val-
ue a firm. He asked for none of these, only
shared his illusionary model for valuation.

There’s generally an element of subjectiv-
ity in valuing a firm, but there certainly are
objective rules and guidelines that a pro-
fessional who values PR firms should use.
In addition, there is extensive review work
performed prior to doing the actual valu-
ation report. Every PR firm has its unique
components. There’s no cut-and-dried for-
mula for valuing a firm.

By Rick Gould

While having a thorough understanding
of your firmy’s value is a good idea, there are
several specific circumstances when it is
particularly beneficial to get an accurate PR
firm valuation.

1. Potential sale. When contemplating
putting your PR firm on the market, know-
ing how much your firm is worth can help
you tremendously in understanding the
offer made by a buyer for your firm. It also
will assist in your negotiation strategy.

2. Potential merger of two or more firms.
A firm valuation is a valuable resource to
have on hand when considering the merger
of multiple firms. Again, knowing the value
of the firm will help to ensure that a fair and
reasonable transaction takes place should
the firm merge with another firm. It will
save time and cost if the valuation is already
in place.

3. Partner split-up. When firm partners
split up and potentially divide firm assets,
understanding the value of the firm is im-
perative, especially if a contentious split-up,
which is often the case.

4. Partner buy-in. When adding new
partners to the firm, knowing your compa-
ny’s worth is necessary in order to ensure
that your new partners understand the val-
ue they are receiving.

5. Partner buy-out. Knowing a firm’s val-
ue is key, especially if the partner is retir-
ing or moving on to her/his next chapter of
their career. Their equity value represents
the monetization of their years of sweat eq-
uity.

6. Borrowing power. Any substantial
loan request may require an independent
valuation.

7. Estate planning. When organizing
your estate and creating a succession plan

TikTok beats Instagram for top influencer platform

ccording to report from Collabstr,
TikTok has now surpassed Insta-
gram to become the number-one
platform for the influencer marketing sec-
tor. The site, which is enormously popular
with the GenZ demographic, was the top
social media platform for influencer mar-
keting in 2022, where it was home to 45
percent of paid collaborations. Instagram,
meanwhile, the original hub for mod-
ern-day influencer marketing, now comes
in second, accounting for 39 percent of
paid collaborations.
Collabstr found that influencers on Tik-
Tok also make more money. TikTok influ-
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encers charge an average of $460 for adver-
tising deals, compared to Instagram, where
the average advertising deal costs $363. The
study additionally reported that TikTok in-
fluencers make an average of $203 per col-
laboration, compared to Instagram, where
influencers make $183 per collaboration.
While more influencer activity has mi-
grated to TikTok recently, Instagram re-
mains the top platform when it comes to
being home to the total number of influ-
encers, as 82 percent of all influencers
counted in the Collabstr study offer ser-
vices on that platform, while 61 percent of
all influencers offer services via TikTok. O
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for your business it's important to have an
accurate business valuation on hand. This
will help you with tax planning and assist
you in determining who should ultimately
inherit your financial interest in the firm.
Valuation for an estate plan is very different
than valuation for a sale of the firm.

8. Divorce. Whether a divorce is amicable
or not, knowing the worth of your organi-
zation is a safe bet when you go into nego-
tiations. Understanding
how much the business
you worked hard to build
is worth can help ensure
that a fair divorce settle-
ment is reached, espe-
cially if the two owners
splitting up are married.

9. Growth plan. Hav-
ing a comprehensive
firm valuation can great-
ly help in making benefi-
cial business decisions on a day-to-day ba-
sis. It can also provide valuable information
and insight when large and small opportu-
nities for growth come along.

There is no general rule of thumb. There
are many moving parts, many factors and
some factors carry more weight than others.
There are items, when evaluated, may add
or subtract value from the calculated value.
These intangibles are critical in the ultimate
determination of value. For example, death
of the main rainmaker, loss of a major cli-
ent, the hiring of a well-established PR pro
to build a new and growing division.

My recommendations are as follows:

 Reach out to the professional who has
been referred to do the valuation.

« Discuss their credentials, their expertise
and experience in doing valuations for PR
firms.

« Ask about their education including cer-
tification in doing valuations or teaching
valuations at the collegiate level.

» What is the cost?

« What is the timeline for completion?

« Who will be doing the actual work?

Do your homework on what it takes to do
an accurate valuation. Be assured that the
individual doing the work is qualified, re-
spected and trusted in the PR industry and
will provide the highest quality of service
and a reliable and professionally prepared
report.

I believe establishing a “Build to Sell”
strategy for your firm now will have a huge
payback in the future. Today’s valuation is
your starting point. You, ultimately, will as-
sess whether your investment in a valuation
was worth it.

Rick Gould, CPA, M.S., ].D., is Managing
Partner of Gould+Partners. O

Rick Gould
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Twitter's lessons for crisis communications

here’s never a dull news day for those

who track Elon Musk’s business ac-

tivities and management of Twitter.
Whatever your opinion on Musk, the me-
dia are reporting on his every move for bet-
ter or worse. There’s no denying he moves
boldly and publicly, and any one of his re-
cent controversies is packed with import-
ant learnings and reminders for communi-
cators.

Here are seven lessons that can be applied
to crisis communications situations—be-
yond “don’t make your own problems”—
and which can inform overall planning and
management in challenging media envi-
ronments:

Follow the clicks

In todays challenged economic envi-
ronment for media platforms, theres a
tug-of-war that guides newsroom judg-
ment—the push-pull between reader traffic
and journalistic mission. While journalists
everywhere are interested in telling the
best stories and reporting on hard news,
often reader clicks have a major influence
on what gets covered, how thoroughly and
for how long. What we've learned from the
Twitter communications imbroglio is that
when your actions or inactions create a
persistent story, you shouldn’t be surprised
when it becomes your living reality. Those
stories not only don’t go away but are also
often amplified as reporters and editors
continue searching for ways to advance the
story to compete with others on the same
trail and fill their outlet’s appetite for more
clicks.

Pacing matters

After your initial response to a contro-
versy, it's smart to set and regularly revisit
guideposts around pacing of response. Are
you helped by responding immediately to
each new development or line of media
inquiry, or are you letting time be your
friend? Stories roll out and evolve, often be-
ing told over several iterations across news
cycles. By pacing your responses, you can
adjust your messaging according to what’s
known as opposed to what’s speculated.
This approach can allow an organization to
present more thoughtful responses when it
makes sense to do so—or to wait it out and
let the story evolve away from their door-
step or fade away entirely.

Set the right tone when ownership

changes
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By Alex Stanton

It’s reasonable to expect company owner-
ship changes and the intentions of the new
owners to be met with a certain amount
of scrutiny and cynicism, even in small-
er companies with less visible CEOs. How
you address this reality at the time of an-
nouncement and in the first few weeks that
follow will set the tone and provide a good
compass reading for what to expect moving
forward. Companies are well-served by ex-
plaining why changes are happening, what
changes can be expected and when, and
providing a rationale. Transparent commu-
nication—within reason—is helpful to es-
tablishing trust with employees. And filling
the communications pipeline—even when
there is nothing earth-shaking to share—
helps tamp down the rumor mill and get
team members re-focused on their daily
work.

Be ready to respond to biggest reputa-

tion risks

Most leaders of companies and organiza-
tions can rattle off a list of their most sig-
nificant reputational risks, and yet adequate
preparation is often not done to respond to
those risks when events cause them to spill
into public view. It is essential to identify
and have at hand draft responses to your
five biggest reputational risks so that you
avoid improvising while youre under the
gun. Response time and credibility are en-
hanced during a crisis when you are work-
ing from pre-approved approaches that can
be quickly updated and altered to fit the
evolving situation.

Work the CEQ’s support network

Communicators are well-advised to con-
nect with the CEO whisperers who can
help define and moderate their company
leader’s natural instincts. These are the peo-
ple—often outside the company—that the
CEO will consult, or who will reach out to
him or her, when times get tough. They can
be very helpful in supporting sensible com-
munications strategies, and in discouraging
rogue behaviors.

A personal touch matters

Adopting a personal and multi-constit-
uent approach to communications outside
of the town square can be very helpful in
managing crisis situations. The tenden-
cy can be to turn inwards especially while
firefighting on media inquiries and social
channel chatter. But you can’t lose sight of
the positive impact that direct communica-
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tion from company leaders—and wherev-
er possible personal communication—can
have on customers, business partners, em-
ployees and other key stakeholders. This is
effective even when the decision-makers
and influencers are reading persistent nega-
tive coverage in the media and social feeds.

Don’t make assumptions about your

allies

Crisis  preparation
must include pre-re-
cruiting third party
allies who can help
support your point of
view and past actions
around key issues. It’s
important to reach out
to these independent
influencers and make
them feel informed and
knowledgeable about
the issues at hand as the situation evolves.
Some may even be cultivated as advocates
and supportive voices in the media. It’s like-
wise a mistake to assume that employees
will be your loyal friends when a controver-
sy erupts—this has certainly not proven to
be the case at Twitter. If they haven’'t been
communicated with effectively and/or feel
they aren't being listened to, current and
former employees can be a potent source
of bad news for the media and other stake-
holders.

Examining or revisiting these seven les-
sons, with a fresh eye of course, should
prove helpful as communicators manage
through the crisis or media controversies
they will inevitably face in 2023.

Alex Stanton is CEO of Stanton, a com-
munications firm with offices in New York
and the San Francisco Bay Area. He can be
reached at astanton@stantonprm.com. O

Alex Stanton

PR brief

MMGY Global acquires Origin

MMGY Global acquires outdoor-focused, digitally
driven creative, content and branding agency Origin,
which will become known as MMGY Qrigin. Danielle
Kristmanson and Marie-Josée Legault, who founded
the Whistler, Canada-based firm more than 20 years
ago, will remain with the brand, Legault serving as
Partner and Managing Director, and Kristmanson
serving as Partner and Executive Creative Director.
With the addition of Origin's Whistler, Montreal and
Vermont locations, MMGY Global will now have over
500 employees and operate in 16 markets globally.

“Origin represents a unique addition to our global
company that differentiates our product portfolio and
positions us in a niche segment that connects travel
with active lifestyle,” said MMGY Global President
and incoming CEQ Katie Briscoe.
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New year, new world, new rules?

fter several years of FOMO, com-

panies, countries and organizations

around the world are eager to con-
vene, host, keynote and just generally seek
meaningful engagement and powerful ex-
changes.

And with this renewed momentum,
were seeing the redoubling of efforts to be
“caught in the act of leading” And of late,
that doesn’t always turn out to be what they
had in mind. The spotlight can illuminate,
but can also expose imperfections or, in
some cases, even near-fatal flaws.

Countries are vying for soft power and
fortified reputation as they've dealt with
the global exigencies of a war in Europe,
the pandemic and the looming R-word,
to name just a few factors. Companies are
eager to demonstrate that they've been
quietly—or boldly—leading through the
pandemic, rethinking their supply chains,
building and fortifying resilience, engaging
employees remotely and otherwise nav-
igating the zeitgeist that has sparked the
great resignation.

And our academic and non-profit clients
have spent these past few years reinvigo-
rating and re-inventing how to deliver real
world-impact in a shifting landscape.

But the immutable element of risk is ev-
er-pervasive. The more we build, grow and
drive, the greater number of challenges
and threats arise. Many nations around the
world clamor to be both partners and des-
tinations of choice, to be traded with and
invested in and to rise up in global rank-
ings.

Brands can be made or undone by the
“too visible” CEO or by betting on the
wrong influencer—that list is long and
painful. Culture wars seek to undo or re-
cast meaningful programs, good works
and needed interventions.

And at the same time that there’s evolu-
tion, there’s meaningful adaptation. The
world is asking for more. No, actually—it’s
demanding more. Many consumers want
to see a real dedication to sustainability, to
diversity, to meaningful engagement. Citi-
zens across the globe are demanding free-
doms, human rights, access to healthcare,
education, information ... and the truth.

But our national conversations can de-
ride and divide. And for every demand
for better, there are malignant voices who
seem to want the worst, or just less.
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But despite detractors and pitfalls, in ev-
ery state, region and geography our clients
are delivering more. With breathtaking in-
novations, focused futurecasting and the
weaving of sustainable and more equitable
threads through every part of the work,
this is a time of purpose. All around us
there’s a powerful dedication to making a
world that we would actually like to live in.
But the stakes are high and the market is a
fickle master.

So, how do we navigate the complexi-
ties of the new and the now—what’s that
evolved crisis playbook as we venture out
of the pandemic era and into a world that
has made many, many adaptations? Given
the tumultuous landscape, what are the
business and communications imperatives
to ensure a state of readiness?

Sure, some of the rules of old still apply,
but with a few updates. Crisis communi-
cations is its own ecosystem with its own
set of skills necessary for survival. There
are three key imperatives to having a fu-
ture-ready stance.

Agility

To paraphrase an old trope, a crisis situ-
ation has run its way all around the world
before the holding statement has finished
lacing up its sneakers. Information—and
disinformation—move inconceivably fast.

This upscaled urgency is well met with
rigorous, thoughtful preparation. Crisis
assessment and planning need to be more
frequent, more forward looking and more
readily deployed. Knowing the who, what,
when and how to respond is increasingly
critical to managing any potential, evolv-
ing or already incendiary issue. That re-
quires regular maintenance and work-
shopping replete with critical thinking and
key players. A smart facilitator can help
move towards an agile framework for fu-
ture-proofing.

Those who lag and deliberate too long
lose the window and the narrative is cast
for them. The ecosystem is unforgiving.

Intentionality

Crisis communications demands that
leaders speak with forethought and integ-
rity. What'’s the authentic voice that’s essen-
tial to navigating the most challenging of
times. Communicating with purpose and
communicating in a way that’s fit for pur-
pose in troubled moments is an art and a
science.
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By Jessica Berk Ross

This is where seasoned counselors can
help senior leaders find and share their
true north, especially during difficult mo-
ments.

For many, the antics
and stunts that drive
hits and grab likes are
part of their playbook.
But this is all disap-
pointing performance
art.

History will not look
kindly upon these play-
ers, and those with
measured and authentic
voices of reason will be
the real leaders—the durable truth tellers
that outlast the viral spikes and vicissi-
tudes.

Adaptability

The crisis ecosystem is a demanding en-
vironment and requires that we iterate,
learn and grow. If these challenging times
have underscored anything, it’s that we all
must be in a constant state of learning. It’s
essential. Research, intelligence and real
time analytics helps us to understand the
scope and scale of reputational impact of
an issue or crisis. Using the latest data and
insights are key to clearer understanding
and to crafting effective strategies moving
forward.

WEe'll often see that when a program or
campaign hits a roadblock or even a speed
bump, there is a tendency to put the brakes
on. To bunker. But it’s important that as
communicators, we learn from challeng-
es. The most difficult of situations can help
to inform the road ahead if were savvy.
Building in post-mortem murder boards
or after-action evaluations is an import-
ant framework for growth and for building
that needed agility.

And thank goodness, data can help to
fortify that process.

These three crisis-readiness imperatives
underscore that the real take away here
isn’t the “what” of crisis communication,
but rather the “how” Purposeful, ethi-
cal, evolved engagement with audiences
is at the heart of navigating both the new
and not-so-new challenges of an evolving
world.

Jessica Berk Ross is Managing Partner and
Global Publics Affairs Practice Leader at
FINN Partners. O

Jessica Berk Ross



Democracy under threat, but few Americans care

n alarming number of Americans

now believe that our democracy is

under attack, but oddly, most don’t
see that as the biggest problem currently
facing the country, according to a New York
Times/Siena College poll of voters.

According to the poll, nearly three-quar-
ters of voters (71 percent) believe that our
democracy is at risk. Astonishingly, howev-
er, only seven percent view this threat as the
most important problem currently facing
the country.

Puzzling as it sounds that voters could
be so cavalier about the possibility of our
form of government disappearing, it makes
slightly more sense when their greater con-
cerns are taken into account, concerns they
perceive to be the cause of the currently
tenuous state of our democracy: the oppos-
ing party. Most respondents in the Times
poll who identified as Republican said the
greatest threats facing our democracy are

President Biden, the mainstream media,
the federal government and the practice of
voting by mail. Most respondents identify-
ing as Democrat, on the other hand, cited
Donald Trump, the Supreme Court and the
Electoral College as democracy’s greatest
threat.

It also appears that another contributing
factor to these views is a growing cynicism
and lack of trust in the U.S. government,
which includes ongoing doubts surround-
ing the veracity of our elections. More than
a third (39 percent) of those polled said
theyd be comfortable voting for a candi-
date who said they believe the 2020 election
was stolen. Among Republicans, that num-
ber stood at more nearly three-quarters (71
percent), but more than a third (37 percent)
of independent voters agreed, as did 12 per-
cent of Democrats. Even 19 percent of those
who believe Biden won the election fairly
admitted they were comfortable voting for

By Jon Gingerich

a candidate who claimed the election was
rigged (this included 43 percent of Repub-
licans, 22 percent of independents and 10
percent of Democrats).

An additional 28 percent of all voters—
including 41 percent of Republicans—said
they had little to no faith in the accuracy
of the forthcoming midterm election re-
sults. More than a quarter (26 percent) of
independents and 13 percent of Democrats
agreed.

About a third of respondents (34 percent)
said they don’t think someone’s political
views revealed much regarding whether
someone is a good person, compared to 14
percent who said it does. Nearly 20 percent
admitted that political disagreements had
been the cause of hurt relationships with
friends or family.

The Times/Siena College poll surveyed
approx. 800 registered voters via telephone
in October. O

GOOD RIDDANCE 2022

The International Rescue Committee
kicks off a search for a PR firm to publicize
the plight of Ukrainian refugees.

McDonald’s names Jon Banner EVP
and Global Chief Impact Officer. He joins
from PepsiCo, where he was EVP-commu-
nications, and President of the soft drink
company’s foundation.

WPP’s GroupM
Worldwide handles
Ukraine’s Ministry of
Culture and Informa-
tion Policy’s “Advan-
tage Ukraine” campaign
to promote confidence
among businesses, inves-
tors and policymakers that the battered
country will recover from Russia’s invasion.

Finn Partners acquires
Rachel Kay Public Rela-
tions, a 19-person shop
based in San Diego that
focuses on the food and
beverage category.
Hill+Knowlton Strat-
egies names Brenna
Terry Global Chair of
Healthcare. She was

BrennaTerry ~ most recently Senior

Director of Enterprise Engagement and
Communication at Janssen North Amer-
ica, which is part of Johnson & Johnson.

WPP scoops up Miami-based Jef-
feryGroup, which has more than 330
staffers and an extensive network in Latin
America.

The Securities and Exchange Com-
mission files charges against Kim Kar-
dashian for promoting a crypto asset
security on her Instagram without dis-
closing that she was paid $250,000 to do
SO.

MMGY Global makes a move on Wag-
staff Media and Marketing, a firm that
specializes in the travel, culinary and hos-
pitality lifestyle sectors.

The American Academy of Pediatrics
begins a hunt for a PR firm to counter dis-
information and misinformation about
the COVID-19 vaccine.

Sean McCormick, who was VP-Com-
munications at Boeing, joins Chevron
with the same title. Most recently, McCor-
mick was at Trailrunner International.

Ruder Finn scores Touchdown, a
65-member technology PR shop head-
quartered in Austin with offices in the
UK, Netherlands, Germany, France and
Australia.

Justin Goodman, Communications
Director for Senate Majority Leader
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Chuck Schumer, joins
SKDK as an EVP in its
Washington public af-
fairs practice.

LGBTQ+ represen-
tation in communi-
cations is getting bet-
ter, but many brands
are still lagging when
it comes to making a
year-round  commit-
ment, according to a
report from WPP Unite.

FGS Global handles the initial public
offering of Luberef, the oil refining unit of
the Saudi Arabian Oil Company.

BPCM signs three-
year deal to represent
Volkswagen Group of
America as the German
automaker makes an
aggressive push to mar-
ket its line-up of electric
vehicles. Edelman had
the account.

The State Dept. appoints James Ru-
bin Coordinator of the Global Engage-
ment Center, which is to lead Washington’s
effort to recognize, understand, expose and
counter foreign state and non-state propa-
ganda and disinformation that threatens
U.S. security. O

Justin Goodman
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What ChatGPT means for the future of PR

t the end of November, new tech-

nology was introduced to the public

that is poised to revolutionize the
field of public relations.

And it had absolutely nothing to do with
Elon Musk’s Twitter.

While much digital ink was spilled try-
ing to figure out what the chaos at Twitter
means for clients, far less attention has been
paid to ChatGPT, the new digital chatbot
from OpenAl

In simple terms, it's a large language
model which uses artificial intelligence to
analyze and learn from massive amounts of
text scraped from books, articles, and web-
sites. The result is a tool that provokes equal
parts fun and fear.

Users can ask questions or make requests
and get clear, human-like answers. As
the New York Times noted: “It can write
jokes (some of which are actually fun-
ny), working computer code and col-
lege-level essays. It can also guess at medical
diagnoses, create text-based Harry Potter
games and explain scientific concepts at
multiple levels of difficulty” Microsoft Clip-
py this is not.

Researchers are still exploring all of
ChatGPT’s potential, but there are some
immediate applications for our indus-
try. ChatGPT’s ability to quickly generate
written content can be a valuable asset for
public relations professionals. By provid-
ing suggestions and ideas for stories and
campaigns, ChatGPT can help PR profes-
sionals to generate fresh and engaging con-
tent. Additionally, ChatGPT can assist with
fact-checking and editing, ensuring that
all written materials are accurate and free
of errors. This can save time and allow PR
professionals to focus on other important
tasks, such as media outreach and building
relationships with journalists.

Let’s test it out.

Recently, advocates have pushed policy-
makers at the federal, state and local lev-
el to adopt universal free school meals. A
go-to PR tactic for this kind of advocacy
campaign is a letter to the editor of the local
paper. So I asked ChatGPT to do just that.

Me: Write a letter to the editor arguing
that school meals should be free for all stu-
dents.

ChatGPT: Dear editor,

I am writing to argue that school meals
should be free for all students. Providing
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free, healthy meals at school is not only a
moral imperative, but it’s also essential for
the academic success and overall well-be-
ing of our youth. Studies have shown that
when students have access to healthy meals
at school, they are more likely to perform
better academically and have better overall
health. Additionally, providing free school
meals can help alleviate the financial bur-
den on families and reduce food insecurity
among children.

Furthermore, offering free school meals
can help combat the persistent issue of
childhood obesity, which is a growing con-
cern in our country. By providing healthy
meals at school, we can help educate stu-
dents on the importance of good nutrition
and encourage them to make healthier food
choices.

In conclusion, providing free school
meals for all students is an important step
towards ensuring that all children have
access to the healthy, nutritious food they
need to succeed in school and in life.

Sincerely, [Your Name]

Not bad. If an intern on my team pro-
duced this as a rough draft, I'd be pretty
pleased. Wed want to make it specific, au-
thentic and infused with pathos—but this
is more than a good start.

Here’s another example. Let’s say a bever-
age company is rolling out a new kind of
soda; they’ll need some tweets to promote
the product. I asked ChatGPT to do the
thankless task of drafting social content.

Me: Write a tweet from a beverage com-
pany promoting the launch of a new soda.

ChatGPT: We're excited to announce the
launch of our new, refreshing soda! Made
with natural ingredients and no artificial
sweeteners, our soda is the perfect choice
for any occasion. Try it today and experi-
ence the delicious taste for yourself! #New-
Soda #RefreshingSoda #Naturallngredients

Again, it’s a place to start!

But while both examples hit the ma-
jor points, they don’t do it in any inspired
way that would truly excite a reader or
move them to action. As with most of
chatGPT’s prose, both are rather bland and
what WIRED’s Amit Katlaw calls “superfi-
cially impressive but largely lacking in sub-
stance”

Then again, so is much of human writing.
Nonetheless, the ability to produce a ser-
viceable first draft is incredibly valuable. In
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By Benji Englander

a profession as hectic as PR, anything that
can save a little time is greatly appreciated.

Where things get tricky is in the potential
scale of this technology. Software that can
write near limitless letters to a member of
Congress will supercharge already dubious
“AstroTurf” campaigns. As Tyler Cowen
warns in Bloomberg, “Over time, interest
groups will employ ChatGPT, and they
will flood the political
system with artificial
but intelligent content”

Like any new tool, it’s up
to practitioners to use
ChatGPT wisely.

Does all this mean
that us PR pros should
worry about our jobs?

Not yet, and maybe
notever. While ChatGPT  Benji Englander
can do the grunt work of
a first draft, it takes a real human to elevate
the writing to a level of sophistication that
will inspire engagement. Al cannot capture
all the complexities of the world. It pays
no attention to the nuance and sensitivity
required when messaging to diverse stake-
holders. And it certainly plays no role in
the day-to-day client management and re-
lationship development that is essential to
PR success. It’s a blunt tool in a discipline
that most often requires a scalpel.

Benji Englander is a Director at Seven Let-
tet, a leading full-service strategic communi-
cations firm with offices in Washington, D.C.
and Boston. O

PR brief

Edelman works Amgen Horizon deal

Edelman represents Amgen as it moves to acquire
Horizon Therapeutics for $27.8 billion, making it the
biggest healthcare deal for the year.

Horizon produces medicines for rare autoimmune
and severe inflammatory diseases. Tepezza, its top
drug, treats thyroid eye disease, and helped boost
Horizon's revenues up 47 percent to $3.2 billion during
the past year.

Robert Bradway, Amgen’s CEQ, said the deal fits his
company's “strategy of delivering long-term growth
by providing innovative medicines that address the
needs of patients who suffer from serious diseases.”

He also noted that drugs in Horizon's pipeline com-
plement Amgen'’s R&D portfolio.

Horizon disclosed last month that it was consid-
ering takeover offers from Johnson & Johnson and
Sanofi.

Dublin-based Amgen trades on the NASDAQ.



Managing crises like World Cup goalkeepers

very two years, the world collectively
stops what it’s doing to watch some of
the best athletes represent their coun-
try in the Women’s and Men’s World Cup
soccer tournaments. As a former—and
impressively average—college soccer play-
er, I love witnessing this sports ability to
bring people together for a much-needed
90-minute breath of fresh air. Wearing my
professional hat, though, 'm most taken
with the goalkeepers—the crisis managers
of the sport—and the lessons they can teach
us as we professionally manage crises.
Before I dig too deep, let’s examine the
best goalkeeper of this year’s World Cup:
AB InBev. For decades, the Budweiser par-
ent company has been a valued partner of
the International Federation of Associa-
tion Football, the governing body that runs
the World Cup, and one of the organiza-
tion’s largest corporate sponsors. So, when
host-nation Qatar announced at the pro-
verbial 11th hour—long after tens of mil-
lions of dollars worth of beer had already
been delivered—that its stadiums would
not be serving Budweiser, the company
found itself in a good old-fashioned crisis.
In past years, we would expect something
like this, a contractual nightmare for both
AB InBev and FIFA, to be settled in court—
and it may still be—with passive statements

By TJ White

about how disappointed they’re in the deci-
sion or how they’re confident that their case
has merit. However, Budweiser and AB In-
Bev had to have known that this was a pos-
sibility, particularly given the host country’s
religious practices and already-restrictive
rules regarding alcohol consumption, and
surely had a plan in place to mitigate the
downside risk. Ultimately, whether planned
or reactive, Budweiser received a phenom-
enal opportunity to demonstrate the ethos
of the World Cup and capitalized on it, an-
nouncing that it would ship the unsold beer
to the country that wins the tournament
and host “the ultimate championship cele-
bration” Consider it one of the best saves of
the tournament.

The plight of the goalkeeper is a difficult
one: youre called upon when everything
else in the game has gone wrong, and, in
that moment, you can either be a hero or
a villain—there’s no in-between. It’s a posi-
tion that requires attributes every company,
like AB InBev, needs when facing their own
crisis, like:

o A calm approach to the task at hand, ig-
noring emotional responses until the dust
has settled;

o An analytical strategy, directing your
teammates to avoid self-inflicted wounds;
and,

Consumers know when marketers are lying to them

arketers are lying and customers

can tell” So says a new study from

PAN Communications about the
gap between the strategies marketers use
to tell brand storles and the ways in which
customers understand and relate to those
stories.

The study, which surveyed 100 senior
marketers and 1,000 consumers, found al-
most a third (32 percent) of the marketers
surveyed said that they sometimes tell inau-
thentic stories “because they feel they have
to meet customer expectations or match in-
dustry needs”

In addition, 70 percent say they face pres-
sure to tell inauthentic stores, with 50 per-
cent saying they face “some pressure,” 15
percent facing “frequent pressure” and five
percent facing “constant pressure” to do so.

One of the essential components of au-
thenticity, consumers say, is a sense of
shared values with a brand. Almost three

quarters (71 percent) of consumers said the
values of individual executives have a direct
impact on a brand’s reputation. More than
half (55 percent) said they’re more likely to
recommend a brand to others if it reflects
their values.

Almost a third (31 percent) of those sur-
veyed said they rely on people they know,
rather than brand messaging, to get infor-
mation about new brands.

Even when marketers have an authentic,
interesting story to tell, the study results
indicated that they have a tough time fig-
uring out how to go about that. More than
a quarter of respondents (28 percent) said
their storytelling is kept from succeeding by
“inefficient methods of distribution”

The study concludes that marketers need
to learn more about their audience, and one
way to do that is to “start thinking about
who tells their brand story and how it’s
communicated” O
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» Extensive in-game experience, upon
which you can better anticipate and navi-
gate potential outcomes.

Each one of these attributes is shared
by the best goalkeepers in the world and
should be shared by the external advisors a
company partners with to navigate critical
inflection points. We've all seen these in-
flection points handled
well, and not so well
But if a company retains
advisors who are calm
under pressure, analyt-
ical and strategic, with
extensive experience in
analogous  situations,
theyre doing almost
everything in their pow-
er to protect against the
worst possible outcomes.

But almost isn’t always good enough; it
seldom is in managing a crisis, and rarely
is for a goalkeeper. So, whats the difference
between doing almost everything in one’s
power and doing absolutely everything?
More often than not, it's meaningful prepa-
ration and practice.

What we see in a World Cup match is 90
minutes of hard work, but what we don’t
see are the hours spent studying your op-
ponent and perfecting your strategy, the
months training with your team to ensure
conditioning, cohesion and alignment and
the decades of learning and enhancing your
craft. All of this comes together at game
time to ensure fast and thoughtful respons-
es to the scenarios you've planned for (and,
ideally, you've planned for all of them).
The same should be done in response to a
professional crisis. Whether it’s an activist
shareholder, a product recall or a hostile
M&A foray, the best crisis responses over
time all share this common thread—they’ve
been prepared for and comprehensively
address the issues at hand. I suspect this
played a key role in Budweiser’s great form.

Planning for a crisis is, and always will be,
the most critical element of effective man-
agement and response. At Sloane & Compa-
ny, we encourage our clients to look around
the corner, anticipate potential pain points
and prepare for and practice responding to
crises and critical inflection points, because
it leads to the best outcomes. We believe ev-
ery company, large or small, should do the
same. If you're looking for a goalkeeper and
partner, Sloane & Company is ready to be
your last line of defense.

T] White is Managing Director, Head of
Special Situations, at Sloane & Company. O

TJ White
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It's a rollup world

“ ollup” is a phrase that has gained
prominence and recognition in the PR
agency world. One of the early rollups

was created by Peter Gummer, now known

as Lord Chadlington. Gummer, a UK busi-
nessman and entrepreneur, “invaded” the

U.S. and offered to buy up any PR agency

that came his way. He succeeded wildly.

Many prominent PR agencies succumbed
to his will and financing and became whol-
ly owned by a company he named “Shand-
wick?” For a long time, Shandwick consisted
of many agencies and was considered to be
part of a rollup, defined as the acquisition of
a number of agencies generally standing as
separate, autonomous units under the um-
brella of a holding company.

But then Gummer did something un-
usual. At a certain point, he notified all the
agencies that he acquired that they would
no longer be known by their original names
but would become Shandwick. All of the
agencies that had operated under their own
names would now become field offices of
Shandwick. Shandwick was then acquired

By Art Stevens

by Interpublic, which also acquired Larry
Weber’s former firm Weber. The two were
merged to become Weber Shandwick,
which is now the second-largest PR agency
in the world.

This rollup, which it originally was, gave
rise to many more rollups as the years
passed and added to the enormous growth
of such present-day agencies as Finn Part-
ners, Real Chemistry and Stagwell Group.
Given the success of these organizations,
many smaller agencies began to find a way
to grow exponentially by finding fund-
ing partners and acquiring agencies. Real
Chemistry, founded by Jim Weiss and for-
merly known as w2o, now does around
$500 million in revenues by virtue of both
organic growth and acquisitions.

So, who's doing the funding and taking
some equity in PR agency rollups? Private
equity firms and PR agencies themselves.
At one point, private equity firms want-
ed very little to do with professional ser-
vice firms, including public relations. The
premise was that the assets of a service

Voters reject curbing ESG

ith many Republican legislators
threatening to rein in “corporate
wokeism” in 2023, a new study

from ROKK Solutions and Penn State Uni-
versity’s Center for the Business of Sus-
tainability finds that neither Democratic
nor Republican voters are behind efforts to
curb ESG initiatives.

“Navigating ESG in the New Con-
gress, which surveyed 1,261 registered
voters across the U.S., found that more than
three-quarters (76 percent) of respondents
across the political spectrum agreed that
“companies should be held accountable to
make a positive impact on communities
in which they operate” Perhaps not un-
expectedly, that number was considerably
higher for Democrats (82 percent) than for
Republicans (69 percent).

However, more than half (52 percent) of
all respondents said they felt that “corpo-
rate wokeness” has gone too far. The gener-
al feeling was that they wanted companies
“to be more focused on their products and
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By Steve Barnes

services than on espousing support for
ESG-related initiatives”

Only about a third (33 percent) said
they supported an employer speaking out
about social issues that are not related to
that company’s business focus. That num-
ber rises to 47 percent for Democrats and
falls sharply (to 20 percent) for Republi-
cans. In addition, only 32 percent of Re-
publican respondents said they wanted
their employer to openly criticize legis-
lation that goes against its stated values.
Slightly more than half (52 percent) of
Democrats were OK with an employer
criticizing such legislation.

But a majority of respondents were
against letting the government step in to
curb a company’s “corporate wokeism.
More than six in 10 (63 percent) said that
the government should not set limits on
corporate ESG investments. Republicans
(70 percent) were even more adamant
than Democrats (57 percent) in this re-
gard. O
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firm go down the elevator each night and the
company is bereft of assets. They preferred
manufacturing and industrial companies,
which made things and had machinery.

But Weber Shandwick made a lot of pri-
vate equity heads turn. They began to see
the continuing growth of PR agencies, and
one—Edelman—that topped a billion dol-
lars in revenues. No small potatoes. PR
agencies could demonstrate EBITDA of
more than 30 percent, in some cases, and
the use of agencies by the corporate, govern-
ment and non-profit worlds were spending
more of their budgets on
public relations.

There are more private
equity firms supporting
the growth of PR agen-
cies than ever before.
And, consequently, there
are more acquisitions of
PR agencies taking place
than ever before. No lon-
ger is the sole exit strate-
gy for the founder of a PR
agency to close up shop and go fishing. No
longer is the option of selling to employees
at discount prices a second option. If a PR
agency has a record of revenue and profit-
ability growth over a period of time, there’s
a very good chance that such an agency is
an acquisition target. PR has become more
of a business than a cottage industry. The
founders and principals of modern agen-
cies must not only serve clients but must
run their businesses with an eye on prof-
it and loss. Agency owners rely heavily on
their financial advisors in the form of highly
trained chief financial officers and outside
CPA firms.

Plus, PR agency owners currently make an
enormous amount of money. I've seen agen-
cies that do around $3 million in revenues
generate more than $1 million in profits.
And most of that goes to the owner. Not a
bad business to be in, and the financial com-
munity has awoken to that fact.

So, where is the PR agency business right
now? It’s growing rapidly. More agencies are
being acquired by sources outside the PR
agency world. More agencies will exceed
$100 million in revenues. And agencies that
are doing around $20 million in revenues to-
day are good candidates to be the platform
agencies acquired by private equity firms
and could rollup smaller agencies within
their universe.

And what does this trend do for someone
like me, who has been facilitating mergers
and acquisitions for more than fifteen years?
Frankly, it means greater opportunities and
a lot more fun.

Art Stevens is Managing Partner of The Ste-
vens Group. O

Art Stevens
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Welcome back to an even-more unpredictable world

mostly—returned to the office in the

second half of 2022. Although life has
transitioned out of quarantine and brought
many of us back together in person, we've
all gained unique tools and ways of doing
things that have stuck with us beyond the
COVID-19 pandemic. While it has been
nice to spend more time with our clients
and colleagues, our “return to normal”
largely feels like we've traded one massive
global crisis for many smaller, yet substan-
tial ones.

The crises we face are on numerous fronts.
The war in Ukraine has obviously impact-
ed most of the world in myriad ways, while
we face inflation, supply chain disruptions,
social and political upheaval, energy supply
challenges, labor movements, a shifting reg-
ulatory environment, bank policy changes
and the very real prospect of a looming re-
cession.

Given all these challenges—while also
acknowledging the public’s lack of trust in
political institutions—there’s a public ex-
pectation that corporate leaders take on a
larger role in providing insights, guidance
and solutions for today’s issues. And al-
though it’s important for corporate leaders
to engage the public on these issues, it can
often be fraught with risk. Communicating
to a public that’s 50 percent split and of dia-

Like many of you, our agency has—

metrically opposed ideologies is a daunting
task, as any public comment risks alienating
those on either side of the political spec-
trum.

There’s no avoiding every one of these
global issues affecting a business and its
operations, yet how companies and institu-
tions prepare, examine, strategize and react
will determine how well each is positioned
to succeed with its critical stakeholders
once the dust settles.

We believe the best offense is a good de-
fense, and beginning to prepare your enter-
prise for potential challenges to its mission
and reputation before they arrive at your
doorstep offers the best chance to avoid
major damage in your relationships with
customers, employees, investors, the media,
and other important constituents. Prepar-
ing for a crisis by developing a formal crisis
plan will help your enterprise to:

1. Outline potential scenarios that could
be harmful.

2. Develop a framework for determining
whether your organization is facing a true
crisis or simply a challenging issue that
must be actively managed.

3. Identify a team of senior executives
across all key functions that are prepared
to assess and form a consensus about a re-
sponse.

4. Develop strategies and messages to

LGBTQ+ marketing makes progress

tions is getting better, but many brands

are still lagging when it comes to mak-
ing a year-round commitment. That’s the
conclusion of “Beyond the Rainbow;” a new
report from WPP Unite, which brings to-
gether LGBTQ+ employees across the com-
pany’s businesses.

The study’s authors polled 3,500 LGBTQ+
people in the US, UK and Canada (and
4,000 non-LGBTQ+ people) to see what
they thought of the current state of LGBTQ+
marketing. While they found a lot to be pos-
itive about, they also uncovered several ar-
eas in which there’s room for things to get
better.

I GBTQ+ representation in communica-
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By Steve Barnes

Almost three quarters (74 percent) of the
queer people surveyed said that there’s been
improvement in LGBTQ+ representation in
ads in recent years. However, they also say
that much of that representation is limited
to such strategies as changing a company’s
logo to the rainbow flag colors during Pride
month.

Though 52 percent of queer respondents
say they like seeing those rainbow logos,
three in four also say that theyd like to see
brands’ efforts go a little further—including
such strategies as more advertising showing
LGBTQ+ people, raising awareness of issues
impacting LGBTQ+ people and supporting
initiatives that aid LGBTQ+ charities.
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By Andrew Frank

communicate with each of your critical
stakeholders.

5. Quickly take steps to defend your rep-
utation and restore your
standing.

Every organization
should be prepared to
respond to potential
events that will have a
negative impact on op-
erations, strategy and/or
reputation. By not pre-
paring, youre ultimately A 40w Frank
going to find yourself on
the backfoot once one of these swirling and
boiling global crises touches your organiza-
tion. There’s no avoiding all challenges, but
it’s up to you to determine how well you will
be able to respond to protect your bottom
line and reputation.

We certainly hope that you've come out
of the COVID-19 crisis stronger, and we at
KARV would be happy to help ensure that
you continue strengthening your organiza-
tion by preparing for the complicated and
multifaceted global events which impact
us all. More information about KARV’s
offerings is available at www.KARVcom-
munications.com or by contacting info@
KARVcommunications.com.

Andrew Frank is Founder and President of
KARV Communications. O

The survey also shows that many people
expect the acceptance of varying sexuality
identities to increase. About three-quarters
(74 percent) of the LGBTQ+ people sur-
veyed and 61 percent of the non-LGBTQ+
people surveyed say they think “sexuality
will be become more fluid in the future”

The key role that queer media play in
communications to both LGBTQ+ and
non-LGBTQ+ audiences is also discussed.
While nine out of 10 LGBTQ+ respondents
say they seek out “specific queer media,” a
surprising 61 of non-LGBTQ+ respon-
dents also look for it. For non-LGBTQ+
people between 18 and 24, that number
rises to 85 percent.

But queer media also have some work to
do. The study finds that just 38 percent of
those who seek out queer content are sat-
isfied with the way LGBTQ+ people are
represented. O
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Retailer pricing often cause of product failure

he post-COVID economy, charac-

terized by stubborn inflation and

continued supply-chain logjams, has
caused prices on many consumer goods to
skyrocket in the last year, putting retailers
in a bind. Faced with demand uncertainty,
retailers are often forced to make a decision
when a new item initially sells poorly: ad-
just the price or take that product off their
shelves.

According to a new study published in
marketing journal Marketing Science, sev-
eral specific variables often make retailers
reluctant to adjust prices on a new inven-
tory that’s underperforming. Moreover, re-
tailers’ reluctance to lower that item’s price
is often the reason why those products fail.

The study, which sought to understand
what influences a retailer’s decision to ad-
just product prices, focused on “price fric-
tions,” or obstacles that make it more dif-
ficult or less cost-effective for retailers to
lower prices.
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By Jon Gingerich

While its generally understood that
price frictions limit the frequency of price
changes, the study found that price fric-
tions also contribute to new products
outright failure. Specifically, the study dis-
covered that when price frictions are high,
retailers generally respond not by adjusting
prices but instead by simply discontinuing
that product altogether.

Retailers often make adjustments to an
item’s initial price in order to generate sales.
Traditionally, higher-than-usual inventory,
sluggish customer demand—often caused
by inflation, which can even hurt holiday
shopping seasons—and recessionary eco-
nomic conditions are among the reasons
why retailers discount an item’s price.

But sometimes, certain roadblocks—or
“price frictions”—make retailers hesitant
to reduce those prices to generate sales,
even when initial sales are sluggish.

To evaluate when and how retailers de-
cide whether to lower prices or discontinue
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the sale of underperforming new products,
the study’s authors identified new, poor-
ly-performing retail products spanning 30
categories being sold at stores in 47 U.S.
metropolitan areas. Researchers also aimed
their focus on new stores, based on the as-
sumption that operating in an uncertain
environment, new retailers will be more
likely to make price adjustments after ob-
serving low initial sales of a new product.

The study identified three common rea-
sons why retailers may be reluctant to ad-
just the price of a new product. The first
involves the timing of price changes on
related products. The second involves state
price-labeling laws, which require that
retailers label every item in a store with
a price sticker, thus incurring additional
labor costs anytime prices need to be low-
ered. The third is when a product’s price
ends with .99¢, a price which retailers are
often hesitant to change, given that num-
ber psychologically conditions consumers
to see a bargain.

The study suggests that while all three
of these “price friction” variations are dis-
tinctly different, the greater the price fric-
tions that are stacked against an item, the
higher the likelihood that the item will
simply be discontinued, as opposed to re-
ceiving a price adjustment.

The study’s authors conclude that under-
standing the role these variables play in the
discontinuation of items may help manu-
facturers and retailers better decide when
and how they introduce new products.

“If manufacturers and retailers recog-
nized the relationship between the tim-
ing of new product introductions and the
scheduling of price changes, and they be-
lieved this relationship was causal, it seems
likely that at least some of them would try
to adjust the timing of their new product
introductions. Although manufacturers
often introduce new products at the same
time at different retailers, they may instead
want to adjust the timing of new product
introductions at some retailers. This could
provide more price flexibility if initial sales
are low”

The study’s findings appear in the current
edition of Marketing Science, a peer-re-
viewed marketing journal published by
the Institute for Operations Research and
the Management Sciences (INFORMS).
The study, “Price Frictions and the Success
of New Products,” was authored by Diego
Aparicio of IESE Business School in Bar-
celona, Spain, and Duncan Simester of the
Massachusetts Institute of Technology. O
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Brunswick recruits
Google’s Fitzpatrick

ichael Fitzpatrick, Google’s Direc-

tor for Global Strategy and Inno-
vation, global

affairs, will join Bruns-

wick Group in Wash-

ington on Dec. 6.

He will advise clients
on regulatory and pub-
lic policy matters relat-
ed to emerging digital
technologies and crisis
management.

Prior to his three-year run at Google,
Fitzpatrick headed regulatory advocacy,
global law and policy at General Electric.

Fitzpatrick developed strategy for emerg-
ing digital industrial policy issues affecting
additive manufacturing, artificial intelli-
gence, automated and unmanned aerial
transportation, spectrum and the Future of
Work.

He also served as a member of GE’s Glob-
al Government Affairs and Policy Leader-
ship team during his eight-year stint.

Fitzpatrick worked in the Obama White
House as Associate Administrator, Office
of Information and Regulatory Affairs, was
a Partner at Akin Gump Strauss Hauer &
Feld, and Senior Advisor during the Clin-
ton administration for regulatory reform
efforts. O

Michael Fitzpatrick

Navarro-McKay to exit
BerlinRosen

lex Navar-
ro-McKay, the
leader of Ber-

linRosen’s Campaigns
and Elections practice,
is departing the shop
after a 14-year run.

The Democratic shop
handled more than 170
races in 28 states during
2022, winning 100-plus
of them.

It helped elect five new Democrats to
Congress: Dan Goldman and Pat Ryan
(NY), Greg Casar (TX), Summer Lee (PA)
and Maxwell Frost (FL). The firm also
helped Ruwa Romman become the first
Muslim woman to serve in the Georgia
State house and the first Pakistani elected
office in the Peachtree State.

BR claims to have helped “stop the red
wave in its tracks,” while protecting abor-
tion access and promoting gun safety re-
form.

Alex
Navarro-McKay

44 JANUARY 2023 |

Navarro-McKay, who joined BR from
the John Edwards for President campaign,
plans to consult and teach at Columbia’s
University School of International and
Public Affairs.

Isaac Goldberg, a six-year veteran of BR,
will take over for Navarro-McKay. O

Brunswick’s Lagana
switches to Invariant

runswick Group’s Susan Lagana has
joined Invariant’s strategic communi-
cations and pub-
lic affairs team.
As a Partner at Bruns-

wick, Lagana advised
clients on policymak-

ing and handled media
relations in political
capitals around the
globe.

Prior to Brunswick,
Lagana was Manag-
ing Director and EVP
at BCW Global.

She worked in the Obama administra-
tion as PA Director for the Department of
Transportation, where she worked on the
Fixing America’s Surface Transportation
Act; and at the Department of Defense as
Communications Director for the Navy.

Invariant CEO Heather Podesta said Lag-
ana has counseled clients on a wide array of
policy, litigation and reputation issues.

She expects Laganas background in
emerging technologies, antitrust and in-
frastructure policy will provide immediate
value to Invariant’s clients. O

Susan Lagana

Bloomberg’s Deveau to
Longacre Square

cott Deveau, a deals reporter at

Bloomberg News,
has joined Lon-

gacre Square Partners

as a Managing Direc-

tor.

During his eight-year
run, Deveau covered
shareholder activism,
mergers and acquisi-
tions, IPOs and other
special situations.

His primary focus
was on high-profile shareholder activists,
such as Carl Icahn, Bill Ackman and Dan
Loeb.

Prior to Bloomberg, Deveau was business
reporter for Toronto’s National Post for sev-
en years, a war correspondent in Afghan-

Scott Deveau

WWW.ODWYERPR.COM

People in PR

istan for Canwest News Service and a re-
porter for The Globe and Mail.

The native Canadian will help Longacre
Square build a Canada financial communi-
cations offering. O

Energy Pro Venuto joins
Cornerstone

arah Venuto, Director of External Af-
fairs at the Federal
Energy  Regula-
tory Commission, will
join Cornerstone Gov-
ernment Affairs on Feb.
1.
At the FERC, Venuto
dealt with issues related

to climate change, en-  garah Venuto

vironmental injustice,
transmission policy and pipeline permit-
ting.

She also was the FERC’s liaison to the
White House, EPA and Interior/Energy
Depts.

Prior to her FERC post, Venuto was
VP-Public Policy at Duke Energy, where
she advanced its net zero carbon and meth-
ane emissions goals; Chief Counsel to Sen-
ator Joe Manchin (D-WV); Head of Federal
Government Affairs at America’s Natural
Gas Alliance and Government Relations
Director at CenterPoint Energy.

Geoff Gonella, Cornerstone President,
said Venuto's service on Capitol Hill, in the
executive branch and with entities through-
out the energy industry “will add immedi-
ate value to our clients and the firm” O

McAfee hires Condé
Nast’s Findlay

cAfee appoints Deirdre Findlay as
SVP and CMO. Findlay joins the
company from Condé Nast, where
she was Global CMO and Head of Consum-
er Revenue, leading consumer marketing

efforts for brands in-
cluding Vogue, Vanity

Fair and The New York-
er.
Findlay  previously

served as Global CMO
at Stitch Fix and Se-
nior Director of Global
Hardware  Marketing
at Google. In her new
position, Findlay will
oversee all worldwide
marketing and communication efforts and
report to Greg Johnson, President and CEO
of McAfee. O

Deirdre Findlay






0'Dwyer’s
guide to

One Gateway Center, Suite 406
Newton, MA 02458
617/243-9950
david@ballcg.com
www.ballcg.com

David A. Ball, President & Founder
Greg Turner, Vice President

Crises seldom appear conve-
niently at 9 a.m. on a Monday.
Even before a reporter calls out
of the blue or a TV news van sets
up out front, organizations need a
trusted partner ready to step in to
help minimize damage, maintain
their reputation, and position them
for future success.

Ball Consulting Group, LLC is
an award-winning, full-service
strategic communications firm that
specializes in crisis communica-
tions, planning and management.

Founded in 2004 and based in the
Boston area but with clients world-
wide, we have helped lead orga-
nizations through many types of
crises, including bankruptcies and
closures, criminal misdeeds, cy-
berattacks, food and drug recalls,
government settlements, lawsuits,
labor strikes, layoffs, natural disas-
ters, regulatory actions, and sexual
harassment.

We have built a reputation for
not only providing highly strategic
guidance during challenging and
complex crises, but also for help-
ing organizations identify weak
points and prevent a crisis from
ever occurring. We help clients
prepare for any situation by creat-
ing a comprehensive crisis com-
munications plan that identifies the
crisis management team, establish-
es communication protocols and
provides step-by-step guidance.

We take immense pride in our
ability to bring a guiding hand,
abundant experience and confiden-
tial counsel to help organizations
overcome crisis and emerge stron-
ger.

Located in every major city, in-
cluding: San Francisco, New York,
Los Angeles, Washington, D.C.,
Chicago and Austin.
844/526-7727 (844/5-BOSPAR)
Results@bospar.com
@BosparPR
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Bospar: Working From Home Since 2015.

Chris Boehlke, Curtis Sparrer,
Tom Carpenter, Principals
Tricia Heinrich, Chief Content
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-
munications and marketing agency
that BLAH, BLAH, BLAH.”

That’s not the kind of thinking
that’s going to get you noticed.

Yet, the industry has noticed Bo-
spar for our “Politely Pushy” work
in tech PR:

» Forbes’ Best PR Agencies

* Inc: America’s Top Private
Companies

* PRovoke: Most Creative North
American Agency, Innovator of the
Year, Agency of the Year, Best Mi-
cro Campaign, Best Staff Retention

* PRWeek’s Best in Corporate
Branding, Boutique Agency of the
Year, Best Place to Work

* The Observer’s PR Power List

Our crisis practice is designed
with proactive and reactive ap-
proaches in mind, because some-
times you need help right now.
Our approach prepares you with
plans, tabletop exercises, and train-
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ing. We respond with monitoring,
counsel, and internal and external
stakeholder relations, and we help
you recover with a full review and
any necessary media, social and
SEO activities to restore your rep-
utation.

If you want to get known fast,
accelerate adoption, or drive im-
pact, Bospar exceeds all expecta-
tions.

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

501 Congress Avenue, Suite 150
Austin, TX 78701

512/537-1414
tgraham@crosswindpr.com
www.crosswindpr.com

Thomas Graham, President &
CEO

Conversations that matter.

Crosswind Media and Public Re-
lations fields the most experienced
and effective crisis communica-
tions force in the Southwest, and
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our proven Crisis Preparation Re-
sponse + methodology is an active
engagement that paves the way for
rapid, organized and smooth crisis
response and reputation enhance-
ment.

Members of Crosswind’s CPR+
response team have experience as
frontline civilian and military re-
sponders and communication lead-
ers:

* One Crosswind responder had
oversight of the entire U.S. Navy
public and community communi-
cations channels during multiple
national and international crises
and operations.

¢ Another, a much-decorated
combat medic, returned to the
Lone Star state to help handle our
own regional catastrophes and crit-
ical calamities.

* A third Crosswind team mem-
ber led response teams from the
world’s largest defense company
and the energy industry’s most
maverick corporation through mul-
tiple calamities, financial setbacks
and achievements.

Our broad experience and de-
ployments include messaging for
critical litigation and restructur-
ing, navigation to safety of one
of the largest university systems
in the nation, frontline defense of
the industry leader among national
healthcare providers, course cor-
rections for marketing the state’s
most expensive highway build,
and removal of impediments to
progress of disruptive technologies
across the energy, biotech, engi-
neering and financial industries.

We are the leading regional pub-
lic communications and market-
ing-communications firm based in
Texas, with deep national and in-
ternational Fortune 500 experience
and seasoned talent, connecting,
informing and creating inspiring
work. We re-tune brands and rep-
utations to broaden public aware-
ness. We reframe national and
international narratives to deeply
engage with core customers and
influentials.

Texas is our home but our clients
have global audiences and world-
wide impact. We have deep roots
in the state and understand how to
bring Texas and Texas enterprise
to the world and how to bring the
world to Texas.

At Crosswind, we create conver-
sations that matter.




1900 K Street NW

Washington, DC 20006
202/759-5100
www.dentonsglobaladvisors.com

Edward Reilly, Chief Executive
Officer

Deborah Scott, Partner & Head
of EMEA

Adam Cubbage, Partner & Head
of US

Melissa Kresse, Chief Content
Officer

Dentons Global Advisors is
an expert-led advisory firm that
provides integrated solutions for
clients in an increasingly com-
plex, regulated and interconnected
business environment. Compris-
ing Albright Stonebridge Group
and a deep bench of communica-
tions, public affairs, government
relations and strategy consultants,
we help clients engage with gov-
ernments and regulatory bodies,
navigate public disclosures and
transactions within the private
and capital markets, and manage
their reputations through critical
moments of change, challenge or
opportunity. Our relationship with
Dentons, the world’s largest law
firm, means clients can draw upon
integrated legal expertise and stra-
tegic advisory services when and
where they need them.

Our team of experts has signif-
icant experience advising boards
and management teams on the
most complex and high-stakes rep-
utational issues and crises of the
last decade. In these situations, we
help protect our client’s brand, val-
uation, reputation and permission
to operate by ensuring accurate
representation of facts, maintaining
credibility, strengthening relation-
ships, reducing negative legal and/
or political consequences, ensuring
business continuity, driving em-
ployee engagement and protecting
corporate value. Specific examples
include: cybersecurity and privacy
matters, product recalls, litigation,
government investigations, exec-
utive transitions, labor relations
disputes, workforce reductions,
human resources issues, operation-
al incidents, financial disclosures,
as well as environmental, financial
or social activism.

To learn more, visit dentonsglo-
baladvisors.com.

Downtown Naples Headquarters:
848 1st Ave. North, #200

Naples, FL 34102
305/306-3992; 239/325-5088
North Naples Office:

999 Vanderbilt Beach Rd., #200
Naples, FL 34108
305/306-3992; 239/325-5088
Los Angeles, CA Office:

100 Wilshire Blvd., #700

Santa Monica, CA 90401
310/917-1009

info@dragonhorseagency.com
www.dragonhorseagency.com
Linkedin.com/company/dragon-
horse-media-lic
Facebook.com/dragonhorseagency
Instagram.com/dragonhorseagency

Julie Koester, Founder/Managing
Partner/President

Patrick Blake Renda, Founder/
Managing Partner/Chief Strategy
Officer

Dragon Horse Agency was one
of the first global ad agencies to
identify the value and the neces-
sity of an integrated business and
marketing strategy delivering cus-
tomized solutions. Dragon Horse
Agency’s business strategists and
creative architects integrate the
synergies of business and market-
ing analytics and strategy into one
powerful solution called Drago-
nONE. Dragon Horse Agency is
led by a highly experienced team
of partners with over 60 years of
combined professional experience
in business and advertising.

Dragon Horse Agency specializ-
es in all forms of Public Relations
and Marketing, providing custom-
ized end-to-end solutions.

Dragon Horse Agency also of-
fers an industry-leading digital
and social media artificial intelli-
gence platform called DragonlQ
bundled with a data analytics re-
porting product called DragonVI-
SION.

DragonlQ’s

and DragonVI-
SION’s A.L bundle is a precision

optimization platform enabling
companies and brands to drive tac-
tical engagement, 24/7, worldwide,
with multiple campaigns running
in unison across all platforms.

Dragon Horse Agency is your
architect for a successful business
marketing foundation, leverage
the highly skilled professional
team of Dragon Horse writers,
creators, designers, technicians,
Internet/social media experts,
camera and film professionals,
tv/radio/print producers, media
buyers, brand managers, analysts,
business strategists and more all
under one company.

Dragon Horse Agency is com-
mitted to the vigorous pursuit of
exceptional business marketing
built on integrity, excellence, expe-
rience, and execution.
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There is marketing, and then
there is business marketing, only at
Dragon Horse.

Accolades:

Best Ad Agency—Gulfshore
Business Magazine

Best Ad Agency—Expertise

Best Website, Best Print Catalog
—Aurora Awards

Best Website—Sand Dollar
Awards

Best Direction, Best Video, Best
Commercial—The Telly Awards

Best Marketing Campaign—
NYX Awards

Best Marketing Campaign—
MUSE Awards

Top Digital Agency in the USA
—UpCity

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).

909 Third Avenue, 32nd Floor
New York, NY 10022
212/687-8080
www.fgsgloabl.com
enquiries-US @fgsglobal.com

Office Locations: Abu Dhabi,
Amsterdam, Beijing, Berlin, Boston,
Brussels, Chicago, Dubai, Dublin,
Dusseldorf, Frankfurt, Hong Kong,
Houston, Kingston, London, Los
Angeles, Munich, New York, Paris,
Riyadh, San Francisco, Shanghai,
Singapore, South Florida, Tokyo,
Washington, DC, Zurich

George Sard, Roland Rudd and
Carter Eskew, Co-Chairmen
Paul Holmes, Vice Chair

Mike Feldman and Paul Verbin-
nen, Co-Chairs of North America
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Alexander Geiser, Global CEO
Andrew Cole, Deputy Global CEO
and Co-CEO of North America
Joel Johnson, Paul Kranhold and
Winnie Lerner, Co-CEOs of North
America

Faeth Birch, CEO of UK, Middle
East and Asia

Brigitte von Haacke, CEO of
Europe

FGS Global (formerly Sard
Verbinnen & Co and Finsbury
Glover Hering) is the strategic
advisor for the stakeholder econ-
omy. FGS Global’s team includes
leaders in all aspects of strategic
communications, including cor-
porate reputation, crisis manage-
ment, government affairs, and
transformation and change, and
is the leading force in financial
communications worldwide. FGS
Global offers clients seamless
and integrated support across the
globe, with offices in 26 countries
and more than 1,200 professionals
across multidisciplinary practice
areas, including design and cre-
ative, digital strategy, and research
and insights.

FGS Global delivers the ex-
pertise and insights to help you
stay a step ahead of complex and
fast-breaking issues making sure
you are prepared in advance and
ready to communicate with calm-
ness, clarity and consistency when
situations arise. We map threats,
develop strategies and build in-
frastructure to help you navigate
the moment and stay focused on
what’s important. When you’re
facing intense scrutiny, our team of
business, media, communications,
legal and government affairs ex-
perts will help you respond rapidly,
strategically and powerfully with
an integrated campaign.

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

Jessica Berk Ross, Managing
Partner, Public Affairs Global Prac-
tice Leader, Crisis Management
Lead Coordinator Washington, DC,
Jessica.Ross@finnpartners.com,
202/466-7800

Ryan Barr, Managing Partner,
Global Financial

Gil Bashe, Chair, Global Health &
Purpose

Fern Lazar, Managing Partner,
Global Health

Chantal Bowman-Boyles, JD,
Managing Partner, Europe

Nicole Cottrill, Senior Partner,
Nashville, Health
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Robin Crawford, Senior Partner,
Washington, DC, Public Affairs
Margaret Dunning, Managing
Partner, Higher Education

Kyle Farnham, Managing Partner,
Global Consumer

Michael Heinley, Senior Partner,
Health Litigation

Tom Jones, Managing Partner,
NY Health & Pharma

John Seigenthaler, Partner, Nash-
ville, National Media

Sabrina Guttman, Managing Part-
ner, Global Technology

Bess Winston, Senior Partner,
Sustainability

Naeema Ismail, Managing Partner,
Singapore

Finn Partners has been ranked
among the world’s leading public
relations agencies by The Holmes
Report, and PRNews has acknowl-
edged FINN senior staff as “Crisis
Communicators of the Year.” Our
depth of knowledge offers clients
access to the counsel and strategies
that reach influencers, media and
policymakers effectively, and help
to build resilience and positive rep-
utation.

From business transformation,
cybersecurity issues, executive
leadership transition, financial
restatement, government inves-
tigations, litigation, product re-
calls to shareholder relations, our
experts in Consumer Products,
Health, Economic Development,
Education, Manufacturing, Public
Affairs, Energy and Sustainabili-
ty, Technology and Travel, blend
crisis experience with sector ex-
pertise. At a time of global uncer-
tainty, when issues rise to the level
of business disruption, our team of
skilled crisis experts helps clients
navigate the complex communica-
tions landscape, maintain the con-
fidence of key stakeholders, and
protect reputation and brand.

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

Founded in 1997, French/West/
Vaughan (FWV) is the Southeast’s
leading public relations, public af-
fairs, advertising and digital media
agency, a distinction it has held
since 2001.
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FWV has become one of the
nation’s go-to agencies for issues
management and crisis counseling
work, having defended the reputa-
tion of dozens of high-profile in-
dividuals, institutions, companies
and associations. For a quarter cen-
tury, we have helped prepare, guide
and support our clients through
challenging, unpredicted and even
unprecedented times, including
workplace accidents and shootings,
construction-related accidents,
environmental disaster response/
plans (major oil spills, fires), natu-
ral disasters and driver negligence,
among many others. Our expe-
rience ranges from healthcare to
consumer goods clients, to sports
organizations and food and bev-
erage companies — each of which
has been faced with its own unique
challenges and issues.

Recent crisis communications
work includes:

* Managed the aftermath of one
of the largest commercial fires
in the history of a large Southern
metropolitan area. Worked with the
construction company and contrac-
tor who was building the structure,
managed news media, provided
media training and led social me-
dia support.

* Provided crisis communica-
tions and media training for execu-
tives of a large senior living facility
conglomerate accused of negligent
behavior by its employees.

» Worked with a national poultry
company accused of environmen-
tal contamination. This included
media training, media relations and
creating a strategic public relations
and advertising plan.

In addition to its extensive crisis
and issues management experience,
FWV’s passionate team of expert
storytellers works with many of
the world’s leading companies and
brands, including Wrangler, Prox-
imo, Melitta, Volvo Trucks North
America, Teen Cancer America
and the N.C. Department of Trans-
portation, just to name a few.

Among its partners and affil-
iates are: FWV Fetching, a pet
and animal health PR and market-
ing agency; AMP3 PR, a fashion,
beauty, luxury and lifestyle PR
firm (New York City); CGPR, an
active lifestyle, outdoor, ski, fash-
ion, technology and travel PR and
consumer brand marketing agency
(Greater Boston); The Millerschin
Group, a leading mobility and
B2B-focused PR firm (Detroit);
and Prix Productions, the compa-
ny’s longform content feature and
documentary film division, with
offices in Raleigh and L.A. FWV
employs more than 130 public rela-
tions, public affairs, social media,
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advertising and digital marketing
experts between its Raleigh, N.C.,
headquarters and offices around
the country.

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

Mark McCall, Global Segment
Leader

C-suites, boards of directors,
and business leaders from around
the world come to FTI Strategic
Communications with their most
complex, business-critical issues
that require diverse skill sets and
integrated disciplines. As part of a
global business advisory firm, we
help these organizations manage
change, mitigate risk and enhance
their market position by combin-
ing decades of deep subject matter
expertise with functional and disci-
plinary experience.

Our financial communications
professionals serve as trusted ad-
visors to management teams on a
range of capital markets events as
well as other stakeholder issues
throughout the corporate life-cy-
cle. We help clients navigate their
most pressing challenges and op-
portunities around M&A, IPOs,
restructuring, capital raising, cor-
porate governance, ESG strategy,
proxy fights, and shareholder ac-
tivism. Our integrated capabilities
in financial communications, cor-
porate reputation and public affairs
help clients protect and drive busi-
ness value.

111 West 33rd Street, 22nd Floor
New York, NY 10001
212/697-2600

SHalsey @gscommunications.com
www.gscommunications.com

Steve Halsey, Chief Growth Officer

G&S Business Communications
helps innovative companies change
the world. Our mission is to inspire
people to take action, resulting in
business growth for our clients.
Our vision is to fuel transformation
in the five key industries we serve,
Advanced Manufacturing & Ener-
gy, Agribusiness, Financial & Pro-
fessional Services, Healthcare and
Home & Building.

Our researchers, media strate-
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gists, storytellers, and engagement
experts meet each client at the in-
tersection of business and commu-
nications. Our strategies help B2B
clients meet their business goals,
and our work produces meaning-
ful results that move markets. Our
commitment to measurement en-
sures that we are constantly learn-
ing and improving to make your
program better.

We have a global staff of 140+
people, who operate primarily
from four offices, New York, Ra-
leigh, Chicago and Basel, but we
offer our clients a global network
of support through PROI World-
wide partners.

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

Steven Lipin, Chairman and Chief
Executive Officer

Lauren Odell, Partner and Chief
Operating Officer

Christina Stenson, Partner
Felipe Ucroés, Partner

Vanessa Esparza, Partner

Gladstone Place Partners is a
strategic financial communications
firm headquartered in New York
with an office in San Francisco. We
specialize in advising companies
and investors at critical moments
when communications can make a
significant difference in achieving
core objectives. We are a highly
focused and experienced team with
a broad range of backgrounds, in-
cluding business leaders, commu-
nications professionals, finance
professionals, and former senior
journalists.

With global capabilities, our
diverse team is designed to meet
the evolving strategic communica-
tions needs of leading companies’
CEOs, boards of directors, and
heads of communications. Clients
seek Gladstone Place Partners’
counsel on a range of matters, in-
cluding mergers & acquisitions,
crisis situations, corporate repu-
tation and strategic positioning,
IPOs and spinoffs, global trade and
supply-chain matters, cybersecuri-
ty, shareholder activism, quarterly
earnings announcements, and cor-
porate governance communica-
tions.

Our boutique approach, with a
focus on independent advice and
confidentiality, enhances our abil-
ity to help our clients navigate
layered and critical matters. We




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

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

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

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

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

opposing entity). This is the heavy artillery” — BusinessWeek

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

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

SITRICK AND COMPANY

CORPORATE, FINANCIAL, TRANSACTIONAL, REPUTATIONAL AND CRISIS COMMUNICATIONS
WWW.SITRICK.COM

LOS ANGELES - NEW YORK « SAN FRANCISCO » BOSTON « WASHINGTON DG - DENVER
800-288-8809 (24-HOURS/DAY, 7-DAY S/WEEK)
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understand the complexity and
super-charged nature of today’s
environment, which is why we
have social and digital capabili-
ties embedded in our DNA. This
includes hands-on experience with
social media, including channels
frequented by retail investors such
as Reddit and StockTwits.

Gladstone Place Partners strives
to build long-term, trusted rela-
tionships by delivering the highest
quality work product, paired with
uncompromising ethics, integrity,
and judgment. Our work is under-
pinned by a culture of professional
excellence, meritocracy, and diver-
sity.

Our founder and chief executive
officer, Steve Lipin, has spent more
than 30 years at the intersection of
the corporate world, Wall Street,
and the media as a leading financial
journalist and top communications
strategist to C-suites, boards of di-
rectors, and chief communications
officers.

abernathy.h-advisors.global

New York, Chicago, Houston, Los
Angeles, San Francisco, Washing-
ton D.C.

Tom Johnson, CEO

Carina Davdison, President
Kendell Fitter, Managing Director
and Head of Crisis

A trusted strategic communi-
cations advisor, H/Advisors Ab-
ernathy specializes in advising
CEOs, board directors and senior
executives on effective stakeholder
communications and engagement.
For nearly 40 years, we have been
entrusted by clients across sectors
to help build, protect and enhance
their reputations, boost value and
seize new opportunities.

We are one of the nation’s lead-
ing crisis management firms, hav-
ing advised on some of the most
high-profile and consequential
challenges of the past four decades.
Combining our strategic acumen
with our extensive experience
across industries and disciplines,
we ensure business continuity, op-
timize outcomes for stakeholders
and minimize reputational dam-
age. We provide 24/7 real-time,
bespoke communications counsel,
including stakeholder engagement,
media relations, scenario planning
and litigation support, all informed
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by the latest industry and digital
trends, to help our clients navigate
their crisis and achieve their busi-
ness goals. Our distinct approach
to crisis and risk management has
been recognized by Chambers and
Partners—the leading research and
rankings firm for the legal and re-
lated industries.

Abernathy’s crisis management
experience spans a broad range of
issues and events, from workplace
misconduct to product recalls, cy-
bersecurity to employee activism
and physical disasters to mass
violence. We also manage signif-
icant corporate matters such as
C-suite changes, regulatory issues
and white-collar crime. We are
also experts in crisis preparedness,
guiding clients through quick diag-
nostics or simulations for boards of
directors and executive teams. We
help our clients identify their great-
est risks, effectively leverage their
resources and implement tailored
best practices to navigate effective-
ly through any crisis.

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

Thomas Ryan, CEO
Don Duffy, President

Established in 1998, ICR partners
with its clients to execute strategic
communications and advisory pro-
grams that achieve business goals,
build awareness and credibility, and
enhance long-term enterprise val-
ue. The firm’s highly-differentiated
service model, which pairs capital
markets veterans with senior com-
munications professionals, brings
deep sector knowledge and rela-
tionships to approximately 1,000
clients across more than 20 indus-
try groups. ICR’s healthcare prac-
tice operates under the Westwicke
brand (westwicke.com). Today,
ICR is one of the largest and most
experienced independent comms.
and advisory firms in North Amer-
ica, maintaining offices in New
York, Norwalk, Boston, Baltimore,
San Francisco and Beijing. Learn
more at icrinc.com. Follow us on
Twitter at @ICRPR and LinkedIn.

ICR’s Crisis & Special Situations
Group advises clients through ded-
icated experts across all categories
of response and planning including,
shareholder activism, short-seller
attacks, M&A, bankruptcy/restruc-
turing, litigation support, executive
transition, cybersecurity and gener-
al crisis.
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21 West 38th St., 16th floor

New York, NY 10018
917/602-0545
www.infiniteglobal.com
Linkedin.com/company/infiniteglobal/
Twitter.com/igc_us

Additional offices: San Francisco,
Chicago, Washington, DC and
London.

Jamie Diaferia, Founder & CEO
Zach Olsen, President

Infinite Global is an award-win-
ning strategic communications
agency advising a wide range of
domestic and international clients
facing difficult scenarios in which
reputational, legal and commercial
risk is high.

We advise organizations and
individuals, providing counsel
and tactical support to mitigate
risk and protect reputations when
it matters most. We have broad
sector experience managing our
clients’ reputational risk, often
involving active litigation, regula-
tory and political pressure, media
attention and heightened public
scrutiny. Infinite has an established
data breach response practice that
helps clients across a range of
industries—including  financial
and legal services, education and
healthcare—mitigate, prepare for
and respond to the risks endemic
to housing sensitive data.

Our work spans each phase of
the crisis lifecycle: from pre-crisis
preparation and planning, to rapid
crisis response and post-crisis rep-
utational repair.

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

One California Street
Suite 2275

San Francisco, CA 94111
415/869-3950

Joele Frank, Managing Partner
Matthew Sherman, President

The events of the past several
years underscore the importance
of effective corporate communi-
cations regardless of the crisis.
Communications to internal and
external audiences must instill
confidence, articulate the issues
and describe how challenges are
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being addressed.

Whatever the crisis, Joele Frank
helps companies navigate new
realities and unexpected circum-
stances. We help shape and imple-
ment effective communications
strategies that are transparent and
nimble enough to adapt to rapid-
ly evolving situations. Indeed, in
a crisis, a company is judged not
only on the crisis itself, but also
how it prepared, managed and
communicated through the event.

370 Lexington Ave., Suite 2001
New York, NY 10017
212/333-0275
www.karvcommunications.com

Andrew Frank, Founder and
President
Eric Andrus, Executive Vice
President

KARV Communications is a
globally  recognized strategic

communications firm based in
New York City, specializing in
sophisticated corporate and finan-
cial communications, crisis and
personal reputation management,

litigation support and public af-
fairs. The KARV philosophy is
simple—we accomplish the goals
set by our corporate, government
and non-profit clients all over the
world, through an extensive net-
work and an unbiased approach to
solving problems.

KARV is led by a team of talent-
ed professionals with wide-rang-
ing global experience in a variety
of industries: finance, media, ener-
gy, consumer goods and services,
technology, healthcare, gaming,
entertainment, government and
non-profit sectors and more.

We offer clients the broad spec-
trum of relationships that we have
cultivated over many years: legal,
lobbying, financial advising, man-
agement consultancy, technology,
risk management/business intel-
ligence, and other in-house or
outside advisors. Through these
relationships, KARV brings a
balanced and comprehensive ap-
proach to issues management and
strategic counsel to our clients in
high-stakes situations.

Many firms offer talent and ex-
perience; however, few offer tal-
ent, experience, and worldwide
relationships. This is what sets
KARV Communications apart as
we deliver custom-tailored com-
munications strategies to reach all
critical stakeholders.




U.S. Headquarters

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

Jeremy Fielding and Bernhard
Meising, Co-Chief Executive
Officers

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 insti-
tutional leaders address these chal-
lenges ... as well as their opportu-
nities. For more than 50 years, our
team of more than 250 experienced
professionals, located in 15 offices
around the world, has partnered
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, as well as digital and
social communications—providing
exceptional counsel and execution
supported by objective insights,
based on access to proprietary re-
search, data and analytics capabil-
ities.

47 Commerce Ave.
Grand Rapids, MI 49503
616/233-0500
crisis@lambert.com
lambert.com

Jeff Gaunt, Managing Director,

Crisis & Reputation
Katie Barnes, Director, Crisis &
Reputation

Lambert’s award-winning crisis
& reputation team provides on-call
crisis support, crisis communica-
tion planning and audits, crisis ta-
bletop scenarios, media and crisis
training and more to clients around
the world. The Lambert team prides
itself on serving as an extension of
our clients’ leadership teams and
in-house communications counsel.
We have successfully helped our
clients manage communications
around a wide variety of crises
and incidents, including national
media investigations, class action
lawsuits, regulatory enforcement
actions, executive terminations,
environmental disasters, bankrupt-
cies, criminal cases and more.

We have extensive experience
working with multinational and
publicly traded companies, private
equity firms, and sector leaders in
industries including automotive,
manufacturing, health care, con-
sumer goods, education, non-prof-
it, agriculture, energy, finance and
more. We also have specialized ex-
perience in more complex legal and
regulatory matters, including state
and federal criminal cases, SEC
investigations, and Superfund site
remediation.

200 Park Avenue South, Suite 1218
New York, NY 10003

655 15th Street NW, Suite 501
Washington, DC 20005

13 Norfolk Place
London W2 1QJ
c/o The Frontline Club

202/244-1785
www. TLGCommunications.com

The Levinson Group (TLG) is a
full-service strategic communica-
tions and public relations firm with
a global reach and impact, special-
izing in advising C-Suites, Boards
of Directors, influential individu-
als, law firms, and other leaders in
corporations, non-profits, and other
organizations in their most mis-
sion-critical moments.

Since its founding in 2013, TLG
has become well known for serving
as a strategic partner and advisor in
high stakes matters relating to cor-
porate reputation and governance;
government response and sensi-
tive investigations; public affairs
and issues management; crisis and
risk management; litigation com-
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munications; and global financial
communications including corpo-
rate restructuring, executive tran-
sitions, mergers, acquisitions, and
other transitions. Headquartered in
Washington, DC and New York,
NY, the firm also has deep exper-
tise advising multiple Am Law 50
law firms.

Many of TLG’s team of expert
communications advisors come
from backgrounds in journalism,
politics, government, and the pri-
vate sector. The team specializes
in creating and implementing tar-
geted, always-on communications
campaigns crafted to cultivate
meaningful engagement with val-
ued stakeholders. TLG’s expert
team have emerged as industry
leaders, securing recognition twice
as the “Crisis Manager of the Year”
from PR News, “Women to Watch”
by PR Week, and “Top 100 Legal
Strategists” by Lawdragon.

Chambers & Partners and Na-
tional Law Journal ranked TLG
among the top public relations and
communications firms in the U.S.,
noting the firm’s proven track re-
cord in Crisis Management and
Litigation Communications. TLG
has also been recognized for its
commitment to leading social im-
pact programs and for its robust pro
bono practice.

2445 M St., NW, Suite 900
Washington, DC 20037
202/255-0737
www.tmsgr.com

Michael W. Robinson, Chairman &
CEO, mrobinson@tmsgr.com

The Montgomery Strategies
Group is a full-service agency with
broad expertise in crisis and litiga-
tion communications, reputation
management, public affairs and
regulatory/legislative advocacy, fi-
nancial communications and trans-
actions, as well as marketing and
brand awareness.

We draw on decades of collective
experience as trusted counselors
and strategists to public and pri-
vate company C-suite executives,
boards of directors, private equity
investors, hedge fund managers,
and trade association officials—
with a team that includes former
senior communications leaders
from the SEC, The White House,
Department of Justice, FINRA,
NASDAQ, Capitol Hill, the In-
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vestment Company Institute (ICI),
a host of Fortune 500 companies
—T-Mobile, Lenovo, Honeywell,
GE, Freddie Mac, and ExxonMo-
bil among them—as well as a wide
cross-section of global communica-
tions and marketing consultancies.
The breadth of our award-win-
ning team includes expertise across
all types of criminal and civil lit-
igation, regulatory enforcement
and policy actions, congressional
and state AG investigations, and
securing the legislative/regulatory
approvals necessary to complete
key corporate transactions. We pro-
vide proven depth in a number of
industries and issues, with a par-
ticular focus on financial services,
banking, and tax; healthcare and
medical devices; consumer-facing
industries and product recalls; data
privacy, cyber breach, and technol-
ogy policy; global trade and supply
chain; and corporate governance.

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

Montieth M. lllingworth, CEO &
Global Managing Partner

Perry Goldman, Sen. Dir., Prof. Ser-
vices, Crisis Management & Litigation
PR

Katarina Matic, Sen. Dir., Marketing
Communications, Issues Manage-
ment & Public Affairs

Becky Nye, Director, Fin. Services
Cameron Penny, Director, EMEA
Joyce Lee, APAC Lead/Hong Kong

Montieth & Company is a global
specialist communications consul-
tancy that provides a fully integrat-
ed set of communications services
and solutions that deliver high-val-
ue, measurable outcomes for orga-
nizations across sectors and global
money and media markets.

We are recognized globally for
our issues and crisis management,
and litigation PR expertise which
is provided throughout the world.
This work includes crisis planning,j
strategic counsel, media relations,
and stakeholder communications
support on the full range of civil
and criminal matters from business
disputes to regulatory and law en-
forcement actions. We have advised
on many of the most high-profile,
headline issues, crises, and court
actions in the world.

Our mission is to help our clients
achieve influence, realize their am-
bitions, and solve their most critical
problems. Central to our value-add
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is achieving outcomes in our issues,
crisis and litigation counsel that
protects the corporate reputation
and, where relevant, supports key
corporate initiatives. These range
from expanding profitable market
share to M&A, corporate compe-
titions, management transitions,
restructurings, commercial con-
flicts, government and community
relations.

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.

230 Park Avenue

New York, NY

347/986-0327

www. TheNextSolutionsGroup.com

Ray Kerins, CEO (Former SVP of
Corporate Affairs at Bayer and Pub-
lic Affairs/Comms. VP at Pfizer)
Justin Blum, Managing Director of
Content/Issues Management (For-
mer Sr. Editor at Bloomberg News
and Washington Post Reporter)
Dan Childs, Managing Director of
Global Media Relations (Former
Dir. of External Communications at
Bayer and ABC News Sr. Producer)
Mike Harley, Managing Director of
Business Intelligence (Former NSA
and Military Intelligence)

Our senior team of professionals
has a broad range of experience in
business, government, and journal-
ism. We have supported C-suite ex-
ecutives, top government officials,
military, and non-profit leaders.

We protect and advance our cli-
ents’ reputation while ensuring
alignment with organizational ob-
jectives. We support and coach ex-
ecutives and leaders in preparation
for engagement with key audienc-
es, including investors, employees,
regulators, and journalists. At a
time when companies and their
leaders are coming under relent-
less assault online, we monitor the
clear, deep, and dark web to protect
their safety and reputation.

We have represented multination-
al companies in sectors including
healthcare, technology, consumer
goods and financial services. Our
senior leaders are engaged. We do
the day-to-day work. Clients won’t
get passed off to junior staff. We
have engaged with companies that
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have been under investigations by
various governmental agencies, in-
cluding the Justice Department and
the Federal Trade Commission. We
have worked on class action law-
suits, executive issues/transitions,
corporate layoffs, anti-corporate
activism, and cyber/ransomware
attacks. Our work has also includ-
ed M&A, regulatory and product
issues such as recalls.

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

Chris Werle, Senior Vice President
24-hour emergency hotline
(1-877/PR ER 911)

Crises can come from any di-
rection, and each one represents a
moment of truth for your brand and
your reputation. Fortunately, the
Crisis Communications + Critical
Issues Management Team at Padilla
can guide you from pre-crisis event
preparation to crisis and critical is-
sues event support. We help our cli-
ents perform at their absolute best
on their very worst day by showing
them how to maintain control in the
midst of chaos.

That work begins before the cri-
sis strikes. First we help our clients
measure their level of preparedness
with our Crisis 1Q methodology.
Based on that analysis, we develop
plans and programming to address
and mitigate the primary threats
facing the business and simulations
designed to stress test an organiza-
tion’s crisis preparedness.

Padilla is a full-service agency
that transforms brands and organi-
zations through strategically cre-
ative communications. Our work
across a range of industry sectors is
consistently recognized by industry
partners such as PRWeek Awards,
PRovoke IN2 SABRE Awards and
PRSA Anvil Awards, among oth-
ers. Padilla operates in seven cit-
ies in the U.S. through its family
of brands, which includes, SHIFT,
FoodMinds, and Joe Smith. As an
AVENIR GLOBAL company and a
founding member of the Worldcom
Public Relations Group, the agency
provides services to clients through
155 offices worldwide. Transform

with purpose at PadillaCo.com.

470 Park Ave. South, 5th FI., North
New York, NY 10016
212/931-6100
connect@peppercomm.com
WWW.peppercomm.com
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Steve Cody, CEO and Founder
Ann Barlow, EVP & President,
West Coast

Jacqueline Kolek, EVP & Chief
Innovation Officer

Maggie O’Neill, EVP & Chief Client
Officer

Tara Lilien, Chief Talent Officer

Peppercomm is an award-win-
ning strategic, integrated communi-
cations and marketing agency head-
quartered in New York City with
office in San Francisco, London
and Singapore. Acquired by Ruder
Finn following 27 years of exper-
tise serving blue chip and break-
out clients, the agency has guided
countless clients through a wide va-
riety of issues and crises, managing
corporate reputation on an ongoing
basis. Experience includes “tradi-
tional” crises (consumer product
recalls, social media crises, class
action lawsuits, professional sports
drug scandals, food contamination,
pandemic-related issues) and more
importantly, today,helping brands
and leaders respond to societal con-
troversies that matter. Increasingly,
all stakeholders—from consum-
ers and businesses to employees
and community members—want
to work with, for, and alongside
brands that align with their values.
But far too often, brands either ig-
nore issues that their stakeholders
care about, or make empty state-
ments backed by no action or in-
vestment. Brands need a new play-
book for determining if, when, and
how to respond to societal issues.
Peppercomm recently launched its
new issues and crisis communica-
tions solution, RepCompass, that
guides organizations through the
development of an issues response
framework aligned to their unique
values and stakeholders, and suc-
cessfully prepares for those critical
moments when they have an oppor-
tunity to speak out (or not).

521 Fifth Ave., 27th Fir.
New York, NY 10175
212/433-4600
info@reevemark.com
www.reevemark.com

Brandy Bergman, CEO & Found-
ing Partner
Hugh Burns, Paul Caminiti, Delia
Cannan, Renée Soto, Founding
Partners

We are strategic communications
specialists trusted by clients to ad-
vise leadership on navigating com-
plex situations. Founded by five
established practitioners of public
and investor relations, Reevemark
delivers big-firm expertise in a
boutique package. We provide di-
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rect and insightful counsel, develop
top-quality written and digital con-
tent, and engage with key stake-
holders, including the media and
investors. We created Reevemark
to focus on what really matters—
delivering favorable outcomes for
our clients.

Our practice areas include lit-
igation support, crisis communi-
cations, bankruptcies and restruc-
turings, shareholder activism and
corporate governance, transactions,
investor relations and corporate po-
sitioning programs, and reputation-
al matters.

Reevemark has been recognized
by Chambers and Partners for lit-
igation support and crisis commu-
nications, The Deal as top global
bankruptcy communications advi-
sor, Bloomberg as a top ten global
shareholder activism defense advi-
sor and Business Insider for crisis
and financial communications.

Clients Include: AIG, Bausch +
Lomb. BigBear.ai, Carronade Cap-
ital, H.I.G. Capital, INNOVATE
Corp., Sanderson Farms and The
Children’s Place.

800/288-8809

www.sitrick.com

Los Angeles: 310/788-2850

New York: 212/573-6100

San Francisco: 415/999-9634
Denver: 720/904-8560
Washington, D.C.: 443/977-7215
Boston: 617/897-0326

Michael S. Sitrick, Chairman & CEO

Less important than what you
say about yourself is what others
say about you.

* The New York Times:
City’s Most Prominent
sis-Management Firm.”

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

* BusinessWeek: That’s unbeliev-
able. This is the heavy artillery.”
Quote is from the CEO of one of the
largest PR firms in the world, after
learning we were brought in on the
other side of a contentious matter in
which his firm was involved.

Since our founding 31 years ago,
we have been consistently ranked
among the top crisis and strategic
communications firm in the nation.

“The
Cri-




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

Matters with which we have been
involved include litigation support
of all kinds; intellectual property
matters, allegations of stock ma-
nipulation, wrongful termination,
contract disputes, allegations of
fraud and fraudulent inducement,
wrongful death claims, allegations
of illegal drug use, SEC matters,
and a variety of other white-col-
lar crimes. We have also handled
criminal and civil cases against
companies and their executives
for such things as price fixing, in-
surance fraud, options backdating,
antitrust violations, race and sex
discrimination, sexual harassment,
racism and #MeToo matters. We
have a significant data breach,
mergers and acquisitions and cor-
porate governance practice and
have done extensive work com-
batting short sellers. Other issues
include sensitive environmental
matters, racketeering cases, family
disputes, and high-profile divorces,

reputation management and repu-
tational positioning. We have also
been involved in helping to launch
such firms as Oaktree Capital.

One World Trade Center
285 Fulton Street, 69th Floor
New York, NY 10007
212/486-9500

Fax: 212/486-9094
info@sloanepr.com

Darren Brandt, Whit Clay,
Co-CEOs

John Hartz, President

TJ White, Managing Director and
Head of Special Situations

Sloane & Company is an indus-
try-leading strategic communica-
tions firm that provides a range of
crisis-focused services around sit-
uations including: shareholder ac-
tivism; 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 pro-
vide strategic counsel and support
around corporate and financial pub-
lic relations; transactions; strategic
insights; 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
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.

909 Third Ave.

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

Alex Stanton, CEO

Tom Faust, Charlyn Lusk,
Managing Directors

Liam Collopy, Matthew Conroy,
Michael Goodwin, Scott Lessne,
Katrin Lieberwirth, Sr. VPs

Stanton provides a full range of
senior-level counsel to protect cor-
porate reputations before, during
and after a crisis hits, when criti-
cal issues arise, and through major
transitions. Our expertise helps cli-
ents prevent crises through thought-
ful planning and oversight. In the
event a crisis does occur, we help
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contain the situation by manag-
ing media coverage and executing
proactive communications to offset
reputational damage and repair re-
lationships with key constituents.

Stanton works with senior lead-
ership teams, corporate task forces,
outside counsel and other advisors
to develop comprehensive com-
munications strategies that ensure
our clients are fully prepared. We
apply our decades of experience
to create the right strategy and put
the right support behind it to con-
trol the narrative from the start and
stay focused on your priorities.
Our experience spans a variety of
situations including corporate liti-
gation, cybersecurity, bankruptcy
and restructuring, executive chang-
es, consumer and special interest
boycotts, workplace violence, man-
ufacturing plan issues, employee
misconduct, financial impropri-
eties, environmental issues, prod-
uct tampering and many others.
Stanton’s efforts help clients mini-
mize negative attention and prevent
escalation of vulnerabilities during
crisis situations. That’s why you’ve
never heard of some of our best cri-
sis work.

Clients include: Allianz Global
Corporate & Specialty, Bain Cap-
ital, Bob’s Furniture, Carl Marks
Advisors, CityMD, CVC, HGGC,
Immediation, Makena Capital, Sun
Capital Partners and Winston &
Strawn.

1540 Broadway, 40th Flr.
New York, NY 10036
212/714-1280

Fax: 212/695-5685
www.taylorstrategy.com

Tony Signore, CEO & Mng. Partner
Bryan Harris, COO & Mng. Partner
John Liporace, Mike Costabile,
Managing Partners

Maeve Hagen, President

Taylor has a history as a
values-led organization and is
sharpening its focus as a pur-
pose-led marketing communica-
tions agency.

As “Shapers of Possibility” we
help the world’s leading brands
lean into the edge of their purpose
to unlock opportunities for growth.

We create platforms, experienc-
es and moments that open the door
to meaningful engagements.

Our heritage in public relations
and deep sports & entertainment
expertise fuels breakthrough cre-
ativity across the entire media eco-
system.

Impactful insights, intentional
strategy, imaginative creative and
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influential engagement shape pos-
sibilities for our client partners.

We live our values every day,
we walk the walk. From public-
ly available diversity data to
pro-bono partnerships, we ensure
access and opportunity for under-
represented communities.

Our diversity of thought is a
tremendous asset and our people
provide a unique edge in shaping
the world we want to live in and
the mark we want to leave behind.

Clients include: AIG, Capi-
tal One, Captain Morgan, Crown
Royal, Diageo, Gillette, Guinness,
Panini America, P&G, Red Bull,
Samsung, Secret, Smirnoff, Tide,
UNCEF and World Athletics.

1700 Market Street, 29th Floor
Philadelphia, PA 19103
215/790-4100
hellotierney.com/about

Mary Stengel Austen, CEO
Tim Spreitzer, Executive VP

Tierney is an award winning,
Philadelphia-based full-service
marketing and communications
agency, providing strategy, con-
tent, PR, media, creative and digi-
tal services. We are owned by The
Interpublic Group (IPG), giving
us access to a global network, un-
matched media clout and indus-
try-leading research and analytic
tools.

Our public relations team in-
cludes 30+ practitioners; we’re fully
stocked with strategic thinkers who
represent a variety of backgrounds
and experience in consumer, B2B
and crisis/issues management,
across all industries—together, we
can tackle just about any communi-
cations challenge.

When it comes to reputation
management and crisis commu-
nications, we understand the im-
portance of helping organizations
navigate some of their most chal-
lenging moments. For decades,
our reputation management team
has provided strategic counsel on
the most sensitive issues. Our goal
is to help our clients proactively
assess their vulnerabilities, design
plans to effectively prepare and
manage a crisis and create solutions
to avoid future crises. From crisis
prevention and detection to 24-hour
on-call support and robust material
development, we cover the whole
scope of the crisis world, with an
approach that evolves as constantly
as consumer and media landscapes.

But, don’t take our word for it;
talk to our references. Visit hel-
lotierney.com to learn more. O
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Tax planning considerations for 2023

By Dominic Rovano

ith the new year upon us, it’s im-
portant to consider various busi-
ness needs such as staffing re-

quirements, budget amounts, technology
upgrades and client service initiatives along
with tax updates.
As tax season is
quickly approach-
ing, we've created
a list of prelimi-
nary tax deadlines
and other updates
to help guide you
through the 2023
tax planning pro-

cess.
Dominic Rovano, Requ"ed.forms to
CPA, is a Co-Partner in  keep on file

Charge of Janover LLC's Employee ben-
New York City office  efits. Employees
and leads the Profes- ..o o complete

sional Services group. .
group election forms for

employee benefits
before January 1, 2023, such as the following:

o 401(k) deferrals (see “changes and up-
dates to rates and limits” section for changes
to maximum deferrals for 2023).

o Flex plan contributions.

Employment eligibility verification—
Form 1-9. This form is used to verify em-
ployee eligibility for employment for em-
ployees hired after 1986. It can be obtained
on the US. Citizenship and Immigration
Services website. There are penalties for fail-
ure to obtain a proper I-9 Form.

Statutory insurance. Make sure to have
your certificates of coverage. Obtain certif-
icates of coverage for independent contrac-
tors, as it’s requested as part of routine audits
of workers’ compensation. Lack of these cer-
tificates will result in penalties.

Withholding requirements

Foreign Form 1042. This form is required
for a withholding agent to report amounts
subject to withholding as well as the tax
withheld on income from foreign persons or
entities. This form must be filed and provid-
ed to recipients by March 15, 2023.

Foreign Forms 8804, 8805 and 8813.
These forms are used to report income and
tax withheld from foreign partners:

« Form 8804 and Form 8805 must be filed
annually with the IRS by the 15th day of
the third month following the partnership’s
year-end. Form 8805 needs to be filed for
each foreign partner separately. Form 8804
serves as a transmittal form to accompany
Form 8805. An extension for Form 8804 is
granted with the filing of Form 7004, how-
ever, this isn't an extension to pay taxes due.
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« Form 8813 must be filed with each pay-
ment made for partnership withholding.
These must be filed on or before the 15th of
the fourth, sixth, ninth and twelfth months
of the partnership’s tax year.

o Penalties and interest will be imposed
for late filing or failure to furnish. Consult
your tax advisor for further information.

Changes and updates to rates and limits

Social Security and Medicare. The 2023
Social Security and Medicare taxable wage-
base tables are as follows:

o 2023 Social Security. Wage base:
$160,200. Tax rate: 6.20 percent. Maximum
tax: $9,932.40.

« 2023 Medicare. Wage base: All wages.
Tax rate: 1.45 percent. Maximum tax: No
limit.

0.9 percent of additional Medicare tax
on wages and compensation is required
to be withheld on wages paid in excess of
$200,000 for single, $250,000 for married
filing jointly and $125,000 for married filing
separately taxpayers for 2023.

¢ 401(k) deferral. The maximum 401(K)
deferral and catch-up contribution has
increased for 2023. The 2023 maximum
401(K) deferral for non-self-employed in-
dividuals age 49 and under is $22,500. The
catch-up contribution for individuals age 50
and older is $7,500. The maximum deferral
for individuals age 50 and older is $30,000.

For self-employed individuals, the max-
imum company contribution for individ-
uals age 49 and under for 2023 is $66,000.
Catch-up contribution for individuals age
50 and older is $7,500. Maximum deferral
for individuals age 50 and older is $73,500.

To take advantage of the catch-up contri-
bution deferrals, you'll need to make sure
your plan documents are amended and up-
dated to reflect catch-up contributions to be
permitted.

« IRA contribution. Modified AGI phase-
outs related to traditional IRA contribution
deductions for 2023: For single/head-of-
household, the minimum is $73,000 and
the maximum is $83,000. For married filing
jointly/qualified widower, the minimum is
$116,000 and the maximum is $136,000.
For married filing separately, the minimum
is $0 and the maximum is $10,000.

The above is for active participants in
other pension plans. Individuals who aren’t
active participants can deduct up to $6,500
($7,500 if age 50 or older) regardless of AGI.

« Simple IRA and Simple 401(k). Age
49 and younger: Maximum contribution
increased from $14,000 in 2022 to $15,500
in 2023. Age 50 and older: Maximum con-
tribution increased from $17,000 in 2022 to
$19,000 in 2023.
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« 401(k) student loan benefit programs.
An employer may make a non-elective con-
tribution of five percent of an employee’s
eligible compensation if that employee con-
tributes at least two percent of their eligible
compensation per pay period to go towards
repayment of their student loan.

o Health savings accounts (HSA). Indi-
viduals: Maximum contribution increased
from $3,650 in 2022 to $3,850 in 2023.
Families: Maximum contribution increased
from $7,300 in 2022 to $7,750 in 2023.
Catch-up contributions: If an individual is
55 or older, theyre eligible for an annual
catch-up contribution up to an additional
$1,000 per year.

Year-end payroll adjustments

Year-end bonuses. Taxes must be with-
held on bonuses for federal, state and city
withholding. Employers can be subject
to penalties and/or interest if the proper
amount is not withheld.

Taxable fringe benefits. Inform your
payroll service of expenses such as personal
auto usage, travel for family members, meals
and entertainment, and professional fees.
Keep records of these expenses. Expenses
reimbursed under a non-accountable plan
must be included in the employee’s income.

Non-qualified deferred compensation
plans. Amounts should be included in gross
income. The deferrals are to be reported in
Box 1 and Box 12 (code Z) on the employee’s
W-2. This income is subject to an additional
20 percent tax to be reported on Form 1040.
The amount may also be reported as income
on a 1099-Misc in Box 7.

Documentation for deductible business
travel and meals. Any business that reim-
burses employees for any deductible busi-
ness travel and meals must maintain sup-
port for the deduction which includes date,
amount and location of the expense, as well
as an explanation of the expense and those
attending.

Deferral of FICA taxes. Under the
CARES Act, employers can elect to defer the
payment of the employer share of FICA tax-
es through the period ending December 31,
2020. 50 percent of the deferred taxes must
be deposited by December 30, 2021, and the
remaining amount deposited by December
31,2022.

Employee Retention Credit. Under the
Consolidated Appropriations Act passed
in December 2020, eligible employers can
claim a refundable tax credit against certain
employment taxes as follows:

2020 eligible wages. Wages: $10,000.
Tax credit: 50 percent. Maximum tax credit:
Up to $5,000 per employee.

o 2021 eligible wages. Wages: $10,000.
Tax credit: 70 percent. Maximum tax



Musk can ban whomever he wants

By Fraser Seitel

he line between genius and madman
is razor-thin.

On one hand, you can possess the
Henry Ford-like brilliance to create a suc-
cessful, attractive,

superior new au-

tomobile and fol-

low it up with a

spaceship that flies

to Mars. On the

other hand, you

can be so maniacal

that you tear down,

willfully, all you've

created.
Behold the per-
Fraser P. Seitel has  plexing paradox
been a communications  that is Elon Musk.

consultant, author and
teacher for more than
30 years. He is the au-
thor of the Prentice-Hall

Yes, he invented
Tesla, the sleekest,
fastest and most

teet, The Practice of  gorgeous car of all
Public Relations. time.
Yes, he’S sin-

gle-handedly wrecking the value of his
once-thriving company and its sharehold-
ers, one of whom—in dismaying full disclo-
sure—is me!

No, he never really intended to buy Twit-
ter.

No, he had/has no clue what to do with
the losing social network now that he’s stuck
with it.

And no, there’s little chance that Twitter,
the company, will avoid bankruptcy and
that Musk, the individual, will avoid being
forced to sell out at bargain-basement pric-
es the only liquid currency he owns, Tesla
stock, to repay his bulging Twitter debt.

And there’s also little doubt that the bil-
lionaire’s purchase of Twitter will go down
in the annals of business decisions as “Elon
MusK’s Folly,” one of the dumbest takeovers
of all time.

But—and here’s the point—despite what
outraged journalists and self-appointed free
speech advocates have argued, the fact that
Musk owns the private messaging site gives
him every right to throw off that site any re-
porter he doesn’t like.

Sorry, New York Times and Washington
Post and CNN and Keith Olbermann and
Stephen King and AOC, but if he owns the
company, then as long as he isn't acting in a
racist, sexist or antisemitic manner, he can
toss your caboose off the site.

MusK’s initial decision to suspend from
Twitter any journalist—who, through tweet
or link, exposed the location of the Musk
family—was met with great vitriol by re-

porters and politicians around the world.

The Times demanded a “satisfying expla-
nation for this action” The executive editor
of the Post huffed that the suspensions “un-
dermine Elon MusK’s claim that he intends
to run Twitter as a platform dedicated to
free speech”

But here’s why Musk is right and his critics
are wrong.

First, while Twitter users are protected
by Constitutional First Amendment Free
Speech and Free Press clauses, Twitter
users aren’t “journalists” in the classical
sense, protected by media shield laws.

Rather, Twitter is now a private company,
owned by one man, who can do with it what
he wants, as long as it’s legal.

If media companies, free speech cham-
pions or human rights advocates don't like
what Musk is doing with Twitter, they can
either take him to court or petition Con-
gress to pass laws that treat blogs and social
media as “journalists”

Moreover, to most people, Twitter is
meaningless. The vast majority of Amer-
icans—77 percent, according to the latest
Pew Research data—don't use Twitter. And
of the less than one-quarter who do use the
site regularly, the top 25 percent of those us-
ers produce 97 percent of all tweets.

And who are the top Twitter daily users?
Journalists, 69 percent of whom report
they use Twitter more than any other site.
That compares with only 13 percent of U.S.
adults who say they regularly get news from
Twitter.

So, the point is that even though The New
York Times and Washington Post and other
major media regularly cite tweets as a ma-
jor source of news and prevailing opinion,
Twitter, in fact, is the very definition of an
“elite” medium with little relevance to most
people.

So, if Elon Musk wants to kick some re-
porter off his site, he’s totally within his
rights to do so.

Second, journalists aren’t even “jour-
nalists” anymore. So why should they be
accorded special privileges?

It used to be that objectivity and profes-
sional integrity were the attributes that
separated journalists from the rest of us.
Typical were the six elements of the Code of
Ethics of the Radio Television Digital News
Association: 1) public trust, 2) truthfulness,
3) fairness, 4) integrity, 5) independence
and 6) accountability.

In other words, once upon a time, if you
read it in The New York Times, you could
be relatively certain the story had been pro-
duced by professional journalists, vetted by
experienced editors and therefore produced
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with even-handedness and a minimum of
political bias.

Today, where according to the paper’s
own demographic data, 91 percent of Times’
readers identify as Democrats, the old rules
of fairness and truthfulness no longer apply.

Typical is the Times daily drumbeat of
embarrassing “news” stories that fan the
flames of an imaginary “national trend” that
more and more firms are unionizing. To
“prove” its case, the Times regularly reports
on the unionization efforts at only two com-
panies, Starbucks and Amazon. The reality
in both cases, where most efforts to union-
ize have been thwarted by enlightened
management adopting more pro-labor ben-
efits, is rarely mentioned in Times stories.
No wonder, according to most polls, fewer
than half of Americans believe the Times is
a “trustworthy news source”

The reality in today’s world of journalism
is that objectivity is out and political bias is
in. So, the argument that journalists merit
special privileges is increasingly more diffi-
cult to justify, primarily because ...

Third, the media, sadly, are no longer
considered “credible” sources of news by
many Americans.

Credibility in the media—just like trust
in most American institutions—continues
to decline. According to the latest Pew Re-
search:

Trust in national news outlets among all
U.S. adults has descended to 61 percent,
with 77 percent of Democrats and only 42
percent of Republicans expressing such
trust.

Younger Americans under 30 now trust
social media news sources as much as na-
tional media news sources.

Perhaps, most tellingly, while 76 percent
of all American adults believe the news me-
dia have a responsibility to strive for “equal
coverage” of all sides in reporting news, only
44 percent of U.S. journalists feel similarly.
So much for journalistic credibility.

In all fairness, when it comes to credibil-
ity, at this stage Elon Musk also commands
little or none. But does the mad billionaire
have the right to expel anyone he wants
from his sinking social media site? Yes, he
does. O

TAX PLANNING CONSIDERATIONS

credit: Up to $7,000 per employee.
The maximum tax credit per employee is
$5,000 for 2020 and $21,000 for 2021. The
Employee Retention Credit is available only
for wages paid through September 30, 2021
(Q1, Q2 and Q3). For all quarters in 2020,
the deadline to apply for the ERC is April 15,
2024, and for all quarters in 2021, the dead-
line is April 15, 2025. O
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Trust in military tanks

fidence in the U.S. military, according to a poll released Dec. 1
by the Ronald Reagan Presidential Foundation.

That’s down from 70 percent in 2018 but up a bit from the 45 per-
cent recording in last year’s Reagan National Defense Survey.

A perceived politicization of the military, cited by 62 percent of
respondents, is the top reason for the loss of confidence in the mil-
itary.

Poor civilian leadership (55 percent), ability to win a potential fu-
ture war (52 percent), “woke practices” undermining military effec-
tiveness (50 percent) and existence of far right or extremist individ-
uals serving in the military (46 percent) are among other reasons.

The Foundation found that 57 percent of Americans want to con-
tinue supplying military assistance to Ukraine.

Russia is viewed as an enemy by 82 percent of respondents, which
is up from 65 percent a year ago.

China poses the greatest threat to the U.S., according to a 43 per-
cent plurality.

Three-quarters of respondents said they see China as an enemy.
That’s up from 65 percent and 55 percent in the 2021 and 2018 polls.

More than half (54 percent) say the U.S. lacks a clear strategy for
managing its relationship with China.

Seventy percent believe China is going to invade Taiwan during
the next five years.

If s0, 43 percent would support committing U.S. ground troops to
the defense of Taiwan and 36 percent would oppose. O

BGR delivers for Grubhub

B GR Government Affairs is providing strategic counsel and ad-

Less than half (48 percent) of Americans have a great deal of con-

vocacy services to Grubhub, the online food delivery service.
It is handling issues surrounding privacy, food insecurity
and treatment of Grubhub’s workforce.

BGR President Erskine Wells, who also heads the firm’s commerce
practice, leads the Grubhub team.

He is joined by Robin Colwell (SVP-Commerce), Fred Turner
(SVP-International and Trade), Joel Bailey (VP-Health and Life
Sciences) and Joseph Lai (Principal-Commerce).

Amsterdam-based Just Eat Takeway.com acquired Grubhub in
2020. 0

Rubin returns to State Dept. to
counter disinformation

he State Dept. has appointed James Rubin as special envoy
and coordinator of the Global Engagement Center, which is

to lead Washington’s effort to recognize,
understand and expose and counter foreign
state and non-state propaganda and disinfor-
mation that threatens U.S. security.

He had joined Ballard Partners in 2018 as
Chair of its International Policy and Strategy
Center and exited last year for the diplomat-
ic counselor slot to the Organization for Eco-
nomic Cooperation and Development Secre-
tary General.

Rubin served in the Clinton administration
as Assistant Secretary of State for Public Af-
fairs and joined Bloomberg News to oversee its editorial issues

James Rubin
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outside the U.S.

He’s the former husband of CNN International correspondent
Christiane Amanpour.

Rubin has contributed articles to the New York Times, Washington
Post, Economist, Financial Times, Sunday Times, The New Republic,
Foreign Affairs and Newsweek.

His focus at the GEC will be on leading disinformation actors in-
cluding Russia, China, Iran, ISIS and al-Qaeda. O

Banner Public Affairs hires Sen.
Boozman aide

anner Public Affairs hires Ryan Losak as
VP of Government Relations.
Losak joins the firm after spending over
a decade on Capitol Hill, where he most recent-
ly worked for Sen. John Boozman (R-AR), fo-
cusing on such issues as appropriations, health
care, rural development, education and labor.
In his new position, he’s part of the firm’s bi-
partisan team of infrastructure experts, a di-
vision created in response to the federal gov-
ernment’s Infrastructure and Jobs Act. Losak
supports clients from Banner’s Washington,
D.C. headquarters. O

Ryan Losak

Ex-Sen. Breaux reps ExxonMobil’s
clean energy unit

ormer Senator John Breaux has signed

on to represent ExxonMobil Low Carbon

Solutions on matters related to clean ener-
gy, carbon capture and storage.

Critics have accused ExxonMobil about mis-
leading the public about climate change.

The Louisiana Democrat is part of a five-mem-
ber team at Crossroads Strategies, where he is a
principal and director.

ExxonMobil formed its clean energy unit in
2021 to commercialize emission-reduction
technology.

Its initial focus is on CC&S, which ExxonMobil believes is one of
the critical technologies required to achieve the climate goals out-
lined in the Paris Agreement. ExxonMobil plans to develop 20 new
CC&S projects throughout the world and invest $3 billion in lower
emissions technologies through 2025. O

John Breaux



Prime Policy Group targets North
Korean disinformation

rime Policy Group has picked up a $600,000 contract to edu-

cate the Biden Administration and Congress on the “substan-

tial activities of the North Korean Government to subvert the
South Korean Government through civic institutions” and about
its spread of disinformation, according to its one-year contract
with Jayu Press of Seoul.

Jayu Press believes those North Korean activities are designed to
spread division in South Korea and change attitudes about the re-
gime led by Kim Jong-un.

Prime Policy Group is expected to develop “bipartisan champi-
ons in the U.S. House and U.S. Senate who will take the lead in
engaging Congress in exposing these North Korean activities”

It’s to recruit influencers, such as Christian Protestant denomina-
tions, to encourage Congress to become more engaged with Kore-
an affairs, and to brief think tanks. Ju Ken Juong, the charismatic
pastor of the Presbyterian Sarang Jeil Church, co-signed the con-
tract with Jayu CEO Enoch Jun.

His Seoul-based mega-church has more than 60,000 members.

WPP owns Prime Policy Group. O

FGS Global handles big Saudi IPO

GS Global is handling the initial public offering of Luberef, the
oil refining unit of the Saudi Arabian Oil Company, that is ex-
pected to raise about $1.3 billion.

The 50 million share offer includes the entire 30 percent stake in
Luberef that is owned by Jadwa Investments. Jadwa acquired those
shares in 2007 from ExxonMobil.

The IPO is expected to be priced at the higher end of the offering

FARA News

International PR News

range due to a strong demand for Gulf listings.

Saudi Aramco, which owns a 70 percent stake in Luberef, is not
selling any of its shares in the IPO. Individual investors will get the
opportunity to buy Luberef stock, which will list on the Saudi Ex-
change, beginning December 14.

FGS Global Managing Director Sophie McNulty and Director
Ahmed Jebur in the Dubai office handle Luberef. O

Ogilvy gauges U.S. opinion about
Japan’s whaling

he Embassy of Japan has hired Ogilvy to conduct an audit of
U.S. public opinion about the country’s commercial whaling
activity.

Japan withdrew from the International Whaling Commission in
2019 and resumed the commercial hunting of whales in its territorial
waters and exclusive economic zone. The IWC had allowed Japan to
slaughter a limited number of whales in the Antarctic region under
the guise of scientific research.

Ogilvy is to conduct a social listening and traditional media audit
to gauge America’s sentiment about whaling.

The work kicked off November 1 and runs through February 12.
Ogilvy is to receive a fixed fee of $27,385 for the effort. O

Navigators guides Qatar’s D.C. push

avigators Global, which has close ties to the Republican party,
has signed on to represent Qatar on its relationship with the
Us.
The $25,000 a month contract, which went into effect on Dec. 1,
may include outreach to the incoming GOP-controlled House.
Navigators is serving as a subcontract to law firm Venable. O

(® NEW FOREIGN AGENTS REGISTRATION ACT FILINGS

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

Mercury Public Affairs, LLC, Washington, D.C., registered Nov. 6, 2022 for Samsung Electronics Co., Ltd., Yeongtong-gu, Suwon-si, Republic of
Korea, regarding providing business, government relations and advocacy services.

Myriad International Marketing, LLC, Overland Park, Kan., registered Dec. 13, 2022 for Italian National Tourist Board, New York, N.Y., regarding
providing public relations and promotion services, including translation services and video editing, to promote Italy to U.S. visitors.

Red Banyan Group, LLC, Fort Lauderdale, Fla., registered Nov. 30, 2022 for Embassy of Niger, Washington, D.C., regarding providing public rela-
tions and government relations services to the Embassy of Niger for the 2022 U.S. — Africa Leaders Conference.

Lobbying News

gllly NEW LOBBYING DISCLOSURE ACT FILINGS

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

of filings, visit www.senate.gov.

Arnold & Porter Kaye Schuler LLP, Washington, D.C., registered Dec. 16, 2022 for Milwaukee Repertory Theater, Milwaukee, Wis., concerning

federal appropriations funding to support the Milwaukee Repertory Theater.

Capitol Counsel LLC, Washington, D.C., registered Dec. 9, 2022 for The PNC Financial Services Group, Inc., Washington, D.C., regarding bank

regulatory and general financial services issues.

O’Neill and Associates, Boston, Mass., registered Dec. 15, 2022 for Cubavision LLC, Malibu, Calif., concerning advocacy for Cuban American busi-

ness relations.

Squire Patton Boggs, Washington, D.C., registered Dec. 13, 2022 for American Solar Rail LLC, Macon, Ga., regarding passenger rail project ad-

vancement.
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Annual Reports/
Design/Branding
Tier One Partners, 129 South St., Boston,
MA 02111. 617/918-7060.

kwilson@tieronepr.com; www.tieronepr.com.
Kathy Wilson.

Associations

Advertising Club of New York, 21 West
38th St., 12th flr., New York, NY 10018.

212/533-8080. www.theadvertisingclub.org.

Gina Grillo, Pres. & CEO.

Advertising Specialty Institute, 4800
Street Rd., Trevose, PA 19053. 800/546-
1350. www.asicentral.com/contact-asi.
Timothy M. Andrews, Pres. & CEO.

Alliance for Women in Media, 2365
Harrodsburg Rd., #A325, Lexington, KY
40504. 202/750-3664.
allwomeninmedia.org. Becky Brooks, Pres.

American Association of Advertising
Agencies (4As), 25 W. 45th St., 16th flr.,
New York, NY 10036. 212/682-2500.
www.aaaa.org. Marla Kaplowitz, Pres. &
CEO.

American Association of Political
Consultants, 1750 Tysons Blvd., #1500,
McLean, VA 22102. 703/245-8020.
theaapc.org. Alana Joyce, Exec. Dir.

American Marketing Association, The,
130 E. Randolph St., 22nd flr., Chicago,
IL 60601. 800/AMA-1150. www.ama.org.
Bennie F. Johnson, CEO.

American Society of Association
Executives (ASAE), 1575 I St., N.W.,
Washington, DC 20005. 202/371-0940.
www.asaecenter.org. Chris Vest, VP, Corp.
Comms. & PR.

Association for Conflict Resolution, P.O.
Box 5, Eagle, NE 68347. 614/262-2724.
acrnet.org. Fernaundra Ferguson, Pres.

Association for Education in Journalism
and Mass Communication, 234 Outlet
Pointe Blvd., Ste. A, Columbia, SC 29210-
5667. 803/798-0271. www.aejmc.org.
Amanda Caldwell, Exec. Dir.

Association for Women in
Communications, The, 4730 S. National
Ave., Ste. A1, Springfield, MO 65810.
417/409-2492. womcom.org. Jean
Harmison, AWC National Office.

Association of Marketing and
Communications Professionals, 127
Pittsburg St., Dallas, TX 75207. 214/377-
3524. www.amcpros.com.

Association of National Advertisers
(ANA), 155 E. 44th St., New York, NY
10017. 212/697-5950. www.ana.net. John
Wolfe, Dir., Comms.

Automotive PR Council, Original
Equipment Suppliers Assn., 25925
Telegraph Rd., #350, Southfield, MI 48033.
248/952-6401. www.oesa.org.

Chief Marketing Officer Council, 1494
Hamilton Way, San Jose, CA 95125.
408/677-5333. www.cmocouncil.org.
Donovan Neale-May, Exec. Dir.

CPR, The International Institute For
Conflict Prevention and Resolution, 30
East 33rd St., 6th fir., New York, NY 10016.
212/949-6490. www.cpradr.org. Allen
Waxman, Pres. & CEO.

Florida PR Association, 40 Sarasota Ctr.
Blvd., #107, Sarasota, FL 34240. 941/365-
2135. www.fpra.org.

Hispanic Public Relations Association,
hprausa.org.

Hospitality Sales & Marketing
Association Int’l., 7918 Jones Branch Dr.,
#300, McLean, VA 22102. 703/506-3280.
americas.hsmai.org. Robert A. Gilbert, Pres.
& CEO.

Institute for PR, University of Florida,

P.O. Box 118400, Gainesville, FL 32611-
8400. 352/392-0280. instituteforpr.org. Tina
McCorkindale, Pres. & CEO.

International Association of Business
Communicators (IABC), 330 N. Wabash
Ave., #2000, Chicago, IL 60611. 312/321-
6868. www.iabc.com.

International Association of Business
Communicators (IABC), Wash., D.C.
Chapter, iabcdc.org.

International Association of Speakers
Bureaus, 1922 E. Fairmont Dr., Tempe, AZ
85282. 480/839-1423. www.iasbweb.org.
Marie Fredette, Exec. VP.

International Women’s Media Foundation,
1625 K St., N.W., #1275, Washington, DC
20006. 202/496-1992. www.iwmf.org.
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Museum of Public Relations, The, 85
Broad St., 17th fir., New York, NY 10004.
212/943-9439. info@prmuseum.org;
www.prmuseum.org. Shelley Spector, Barry
Spector, Founders.

National Association of Broadcasters,
1 M St., S.E., Washington, DC 20003.
202/429-5300. www.nab.org. Curtis
LeGeyt, Pres. & CEO.

National Association of Government
Communicators, 400 S. 4th St., #754E,
Minneapolis, MN 55415. 888/285-8556.
nagc.com. Dara Rudick, Interim Exec. Dir.
and Board Secretary.

National Black Public Relations Society,
14636 Runnymede St., Van Nuys, CA
91405. 888/976-0005. nbprs.org.

National Council for Marketing & Public
Relations (NCMPR), 5901 Wyoming Blvd.,
N.E., #J-254, Albuquerque, NM 87109.
505/349-0500. www.ncmpr.org.

National Foundation for Women
Legislators, Alexandria, VA 22314.
703/518-7931. www.womenlegislators.org.
Jody Thomas, Exec. Dir.

National Hispanic Media Coalition, 12825
Philadelphia St., Whittier, CA 90601.
626/792-6462. communications@nhmc.org;
www.nhmc.org. Brenda Victoria Castillo,
Pres. & CEO.

National Institute for Lobbying & Ethics,
The, 10340 Democracy Lane, #300,
Fairfax, VA 22030. 703/383-1330. www.
lobbyinginstitute.com.

National Investor Relations Institute,
908 King St., #310, Alexandria, VA 22314.
703/562-7700. www.niri.org. Al Rickard,
Dir., Comms.

National Press Club, The, 529 14th St.,
N.W., Washington, DC 20045. 202/662-
7500. www.press.org.

National School PR Association, 15948
Derwood Rd., Rockville, MD 20855.
301/519-0496. www.nspra.org. Barbara M.
Hunter, Exec. Dir.

New York Financial Writers’ Association,
P.O. Box 338, Ridgewood, NJ 07451.
646/470-7433. contact@nyfwa.org;
www.nyfwa.org.

New York Women in Communications
(NYWICI), 7918 Jones Branch Dr., Ste. 300,
McLean, VA 22102. 212/251-7255. info@
nywici.org; nywici.org.
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Online News Association, 1111 N. Capitol
St., N.E., 2nd flr., Washington, DC 20002.
journalists.org. Irving Washington, CEO.

Page (Arthur W. Page Society), 230 Park
Ave., #455, New York, NY 10169. 212/400-
7959. page.org. Roger Bolton, Pres.

Pennsylvania Association for
Government Relations, P.O. Box 116,
Harrisburg, PA 17108. 717/939-1900.
info@pagr.org; pagr.org. Christine
Corrigan, Exec. Dir.

Philadelphia PR Association, 1500
Chestnut St., Ste. 2 #2629, Philadelphia, PA
19102. 215/557-9865. ppra.net.

PR Club, (Formerly Publicity Club of New
England), c/o March Comms., 560 Harrison
Ave., #408, Boston, MA 02118.
www.prclub.org.

PR Council, 1460 Broadway, 8th flr.,
New York, NY 10036. 917/439-9201.
ww.prcouncil.net. Kim Sample, President.

The PR Council is the only associa-
tion dedicated to agencies with public
relations offerings. PR Council Member
agencies — 135 of the country’s premier
global, mid-size, regional and specialty
firms — operate in the most sophisticated
public relations market in the world, set
the standard for excellence, and share a
common desire to build the world’s most
successful agencies.

Promotional Products Association Int’l.,
3125 Skyway Circle North, Irving, TX
75038. 888/426-7724. www.ppai.org. Dale
Denham, Pres. & CEO.

PRSA/Georgia Chapter 770/449-6369.
WWW.prsageorgia.org.

PRSA/Los Angeles Chapter, 2700 E.
Foothill Blvd., #209, Pasadena, CA 91107.
626/313-4343. prsala.org.

PRSA/National Capital Chapter, 200 Little

Falls St., #205, Falls Church, VA 22046.
703/691-9212. prsancc.org.
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PRSA/New York Chapter, One World
Trade Center, fir. 69, New York, NY 10007.
212/228-7228. info@prsany.org;
WWW.prsany.org.

Public Affairs Council, 2121 K St., N.W.,
#900, Washington, DC 20037. 202/787-
5950. pac.org. Douglas Pinkham, Pres.

Public Relations Society of America
(PRSA), 120 Wall St., 21st flr., New York,
NY 10005-4024. 212/460-1400. www.prsa.
org. Karen Mateo, Chief Comms. Officer.

Public Relations Student Society of
America (PRSSA), 120 Wall St., 21st fir.,
New York, NY 10005-4024. 212/460-1474.
www.prsa.org/prssa. Jeneen Garcia, Sr. VP,
Programs.

Publicity Club of Chicago, P.O. Box
101236, Chicago, IL 60610. office@
publicity.org; www.publicity.org.

Publicity Club of New York, 8554 260th St,
Floral Park, NY 11001. info@publicityclub.
nyc; publicityclub.org. Peter Himler, Pres.

Radio Television Digital News
Association, National Press Bldg., 529 14th
St., N.W., #1240, Washington, DC 20045.
202/221-4282. www.rtdna.org. Dan Shelley,
Pres. & CEO.

She Runs It (Formerly Advertising Women
of NY), New York, NY. 212/221-7969.
sherunsit.org.

SlIA, Software & Information Industry
Assn., 1620 I St., N.W., #501, Washington,
DC 20005. 202/289-7442. www.siia.net.

Society for Advancing Business

Editing and Writing (SABEW), Walter
Cronkite School of Journalism and Mass
Communication, Arizona State Univ., 555
N. Central Ave., #302, Phoenix, AZ 85004-
1248. 602/496-7862. sabew.org. Kathleen
Graham, Exec. Dir.

Society for Technical Communication,
3251 Old Lee Highway, #406, Fairfax, VA
22030. 703/522-4114. www.stc.org. Liz
Pohland, CEO.

Society of American Travel Writers
(SATW), 17W110 22nd St., One Parkview
Plaza, #800, Oakbrook Terrace, IL 60181.
877/480-4585. satw.org. Marla Schrager,
Exec. Dir.

Society of Professional Journalists,
P.O. Box 441748, Indianapolis, IN 46244,
317/927-8000. www.spj.org. Jennifer
Royer, Interim Exec. Dir.
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U.S. Travel Association, 1100 New York
Ave., N.W,, #450, Washington, DC 20005.
202/408-8422. www.ustravel.org.

Washington Women in PR, P.O. Box
65297, Washington, DC 20035. wwpr.org.

Women in Government Relations, 908
King St., #320, Alexandria, VA 22314.
202/868-6797. www.wgr.org. Jen Brydges,
Exec. Dir.

Women in PR North America
womeninpr.com.

Awards

Adrian Awards, Hospitality Sales &
Marketing Association Int’l., 7918 Jones
Branch Drive, #300, McLean, VA 22102.
703/506-3280. americas.hsmai.org. Ellen
Wilson, Washington, DC Mng. Dir., Adrian
Awards Competition Dir.

AME - Advertising & Marketing
Effectiveness Awards, New York
Festivals, 641 Lexington Ave., 13th fir.,
New York, NY 10022. 212/271-5278.
Www.ameawards.com.

APEX Awards, Communications
Concepts, Inc., 6604 Richmond Rd., #19,
Williamsburg, VA 23188. 703/643-2200.
info@ApexAwards.com; apexawards.com.
Ken Turtoro, Exec. Editor.

ARC Awards, Sponsored by MerComm,
Inc., 500 Executive Blvd., Ossining-on-
Hudson, NY 10562. 914/923-9400.
www.mercommawards.com. Reni L. Witt,
Pres.

Association TRENDS Annual Trendy
Awards, Columbia Books & Information
Services, 1530 Wilson Blvd., #400,
Arlington, VA 22209. 888/265-0600.
www.associationtrends.com. Mia Williams,
Dir., Events and Training.

Association TRENDS Salute to
Association Excellence Awards, Columbia
Books & Information Services, 1530
Wilson Blvd., #400, Arlington, VA 22209.
888/265-0600. www.associationtrends.com.
Mia Williams, Dir., Events and Training.

Astrid Awards, Sponsored by MerComm,
Inc., 500 Executive Blvd., Ossining-on-
Hudson, NY 10562. 914/923-9400.
www.mercommawards.com. Reni L. Witt,
Pres.
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AVA Digital Awards, Association

of Marketing and Communication
Professionals, 127 Pittsburg St., Dallas, TX
75207. 214/730-0533. awards@avaawards.
com; www.avaawards.com.

Bell Ringer Awards, PR Club, (Formerly
Publicity Club of New England), % March
Comms.,560 Harrison Ave., #408, Boston,
MA 02118. www.prclub.org.

Big Apple Awards, PRSA/New York
Chapter, One World Trade Center, flr. 69,
New York, NY 10007. 212/228-7228.
info@prsany.org; www.prsany.org.

Bronze Anvil Awards of PR Society of
America, 120 Wall St., 21st fir., New York,
NY 10005-4024. 212/460-1400.

www.prsa.org. Karen Mateo, Chief Comms.

Officer.

Bulldog PR Awards, PR Awards, Stars of
PR Awards. bulldogawards.com.

Cannes Lions Awards, Festival of
Creativity. +44 (0) 20 3033 4000.
www.canneslions.com.

Clarion Awards, Association for Women
in Communications, 4730 S. National Ave.,
Ste. A1, Springfield, MO 65810. 417/409-
2492. womcom.org. Jean Harmison.

CLIO Awards, 104 W. 27th St., 10th fir.,
New York, NY 10001. 212/683-4300.
clios.com. Nicole Purcell, CEO.

CODiE Awards, EXCEL Awards, IMPACT
Awards, Neal Awards, Software &
Information Industry Association, 1620 I
St., N.W., #501, Washington, DC 20005.
202/289-7442. siia.net/codie/.

Communicator Awards, Academy of
Interactive & Visual Arts, 22 West 21st
St., 7th flr. North, New York, NY 10010.
212/675-3555.
www.communicatorawards.com.

Communitas Awards, Association

of Marketing and Communication
Professionals, 127 Pittsburg St., Dallas,
TX 75207. 214/377-3526. info@
communitasawards.com;
www.communitasawards.com.

dotCOMM Awards, Association

of Marketing and Communication
Professionals, 127 Pittsburg St., Dallas,
TX 75207. 214/377-3526. awards@
dotcommawards.com;
www.dotcommawards.com.

Galaxy Awards, Sponsored by MerComm,
Inc., 500 Executive Blvd., Ossining-on-
Hudson, NY 10562. 914/923-9400.
www.mercommawards.com. Reni L. Witt,
Pres.

Gold Anvil Award of PR Society of
America, 120 Wall St., 21st fir., New York,
NY 10005-4024. 212/460-1400.
www.prsa.org. Karen Mateo, Chief Comms.
Officer.

Gold Quill Awards, Int’l. Association of
Business Communicators (IABC), 330 N.
Wabash Ave., #2000, Chicago, IL 60611.
312/321-6868. www.iabc.com.

Golden Trumpet Awards, Publicity Club
of Chicago, P.O. Box 101236, Chicago, IL
60610. office@publicity.org;
www.publicity.org.

Hermes Creative Awards, Association

of Marketing and Communication
Professionals, 127 Pittsburg St., Dallas, TX
75207. 214/377-3525.
awards@hermesawards.com;
www.hermesawards.com.

iBravo! Awards, Hispanic Public Relations
Association. hprausa.org.

iNova Awards, Sponsored by MerComm,
Inc., 500 Executive Blvd., Ossining-on-
Hudson, NY 10562. 914/923-9400.
www.mercommawards.com. Reni L. Witt,
Pres.

Jack Felton Medal for Lifetime
Achievement, Institute for PR, University
of Florida, P.O. Box 118400, Gainesville,
FL 32611-8400. 352/392-0280.
instituteforpr.org. Tina McCorkindale, Pres.
& CEO.

MarCom Awards, Association of Marketing
and Communication Professionals, 127
Pittsburg St., Dallas, TX 75207. 214/377-
3524. awards@marcomawards.com,;
www.marcomawards.com.

Matrix Awards, NY WICI, 7918 Jones
Branch Dr., #300, McLean, VA 22102.
212/251-7255. nywici.org.

Mercury Awards, Sponsored by
MerComm, Inc., 500 Executive Blvd.,
Ossining-on-Hudson, NY 10562. 914/923-
9400. www.mercommawards.com. Reni L.
Witt, Pres.
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NAGC Communicator of the Year Award,
National Association of Government
Communicators, 400 South 4th St., #754e,
Minneapolis, MN 55415. 888/285-8556.
nagc.com. Dara Rudick, Interim Exec. Dir.

New York Festivals, TV & Film Awards,
641 Lexington Ave., 13th fir., New York,
NY 10022. 212/271-5278.
www.newyorkfestivals.com.

Outstanding Educator Award of PR
Society of America, 120 Wall St., 21st fir.,
New York, NY 10005-4024. 212/460-1400.
www.prsa.org. Karen Mateo, Chief Comms.
Officer.

Paragon Awards, Plus Additional Awards,
National Council for Marketing & Public
Relations (NCMPR), 5901 Wyoming Blvd.,
N.E., #J-254, Albuquerque, NM 87109.
505/349-0500. www.ncmpr.org.

Paul M. Lund Public Service Award of PR
Society of America, 120 Wall St., 21st fir.,

New York, NY 10005-4024. 212/460-1400.

www.prsa.org. Karen Mateo, Chief Comms.
Officer.

Power of A Awards, American Society of
Association Executives (ASAE), 15751 St.,
N.W., Washington, DC 20005. 202/371-
0940; fax: 202/371-8315. www.asaecenter.
org. Chris Vest, VP, Corp. Comms. & PR.

PR News Awards, Access Intelligence,
LLC. www.prnewsonline.com/pr-news-
awards.

PR Professional of the Year Award of PR

Society of America, 120 Wall St., 21st fir.,

New York, NY 10005-4024. 212/460-1400.

www.prsa.org. Karen Mateo, Chief Comms.
Officer.

PRSA/NCC National Capital Excellence in
Comm. Awards, 200 Little Falls St., #205,
Falls Church, VA 22046. 703/691-9212.
prsancc.org.

Public Relations and Marketing
Excellence Awards, Business Intelligence
Group. 909/529-2737.
www.bintelligence.com.

Questar Awards, Sponsored by MerComm,
Inc., 500 Executive Blvd., Ossining-on-
Hudson, NY 10562. 914/923-9400.
www.mercommawards.com. Reni L. Witt,
Pres.

Ragan’s PR Daily Awards, 10 S. LaSalle

St., Chicago, IL 60603. 800/878-5331.
www.prdaily.com.
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REBRAND 100 Global Awards, 24 Corliss
St., #6791, Providence, RI 02940.
rebrand.com. Anaezi Modu, Founder &
CEO.

SABRE Awards, PRovoke Media, 271 West
47th St., New York, NY 10036. 212/333-
2300. www.provokemedia.com.

Sigma Delta Chi Awards, c/o Society of
Professional Journalists, P.O. Box 441748,
Indianapolis, IN 46244. 317/927-8000.
www.spj.org. Jennifer Royer, Interim Exec.
Dir.

Silver Anvil Awards of PR Society of
America, 120 Wall St., 21st fir., New York,
NY 10005-4024. 212/460-1400.
www.prsa.org. Karen Mateo, Chief Comms.
Officer.

Silver Apple Awards, Marketing Club of
New York, 228 Park Ave. South, #88658,
New York, NY 10003-1502. 646/741-4771.
marketingclubny.org.

Society for Technical Communication,
STC Awards, 3251 Old Lee Highway,
#406, Fairfax, VA 22030. 703/522-4114.
www.stc.org. Liz Pohland, CEO.

Society of American Travel Writers
(SATW), SATW Foundation Lowell Thomas
Travel Journalism Competition, I7W110
22nd St., One Parkview Plaza, #800,
Oakbrook Terrace, IL 60181. 877/480-4585.
satw.org. Marla Schrager, Exec. Dir.

Stevie Awards, 10560 Main St., #519,
Fairfax, VA 22030. 703/547-8389.
www.StevieAwards.com. Maggie Gallagher,
Pres.

The Stevie® Awards, widely regarded
as the world’s premier business awards,
are conferred in eight programs includ-
ing The American Business Awards®,
The International Business Awards®,
the Asia-Pacific Stevie Awards, the Ger-
man Stevie Awards, the Stevie Awards
for Great Employers, the Stevie Awards
for Sales & Customer Service, the Ste-
vie Awards for Women in Business, and
the Middle East & North Africa Stevie
Awards.

Nominations may be submitted in
a wide variety of categories honoring
achievement in public relations, mar-
keting, management, human resources,
customer service, new products, technol-
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ogy, websites, videos, events, and more.
The Stevie Award trophy, designed
by the firm that manufactures the Oscar
and other leading trophies, is one of the
world’s most coveted prizes.
Visit www.StevieAwards.com to learn
about all of the Stevie Award programs.

Telly Awards, The, Ashland, KY. 212/675-
3555. www.tellyawards.com.

Viddy Awards, 127 Pittsburg St.,
Dallas, TX 75207. 214/730-0539. info@
viddyawards.com; www.viddyawards.com.

Washington Women in Public Relations
(WWPR) Woman of the Year Award, P.O.
Box 65297, Washington, DC 20035.
WWpT.0rg.

Woman of the Year Award, She Runs It
(Formerly Advertising Women of NY), New
York, NY. 212/221-7969. sherunsit.org.

Celebrities

Cavanaugh & Associates Inc., 14350
Addison St., #222, Sherman Oaks, CA
91423. 818/907-5210.
tim@cavanaughassociates.com;
www.cavanaughassociates.com.

Tim Cavanaugh.

Cavanaugh & Associates, Inc. provides
celebrities in any category for everything
from product launches, promotional
events, SMTs and full-scale endorse-
ments, to personal appearances, celeb-
rity gifting/influencers, speeches and
performances. We provide personalized
service in ensuring a perfect celebrity fit
for all target demographic needs. With
over 20 years experience in the enter-
tainment industry, our celebrity relation-
ships make the difference.

Celebrity Access, Inc., 1775 East Palm
Canyon Dr., Suite 605-5627, Palm Springs,
CA 92263-7201. 818/508-1300;

fax: 888/367-7574.
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glenn@celebrityaccessinc.com;
www.celebrityaccessinc.com.
Glenn Rosenblum.

Celebrity Access, Inc. a one-stop shop
for corporations seeking the services of
a celebrity for almost any occasion. We
run the gamut from promotional events
to product launches, product endorse-
ments, media tours, direct response
marketing and infomercials. No upfront
costs, competitive pricing and A to Z per-
sonal service.

World Class Speakers & Entertainers,
5158 Clareton Drive, Ste. 1034, Agoura
Hills (County of Los Angeles), CA 91376.
818/991-5400. jkessler@wcSpeakers.com;
wcese@wcSpeakers.com;
www.wcespeakers.com. Joseph 1. Kessler,
Pres.

See full listing under Speakers Service
(Talent).

Clipping Services

CoverageBook coveragebook.com.

Self-service software tool used by
in-house and agency teams to showcase
and measure their hard-earned media.

Copywriters

Tier One Partners, 129 South St., Boston,
MA 02111. 617/918-7060.
kwilson@tieronepr.com; www.tieronepr.com.
Kathy Wilson.

Corporate Image
Consultants

MIIEN Consultancy, Downtown Newark,
NJ 07102. 201/283-8353. info@miien.co;
www.miien.co. Mikara Reid.
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CPA/Consulting Services

Gould+Partners LLC, One Penn Plaza,
Suite 3200, New York, NY 10119. 212/896-
1909; cell: 917/783-4500. rick@gould-
partners.com; www.gould-partners.com.
Rick Gould, CPA, J.D., Mng. Partner; Mike
Muraszko, Partner; Jack Bergen, Strategic
Partner; Jennifer Casani, Partner; Don
Bates, Sr. Counselor; James Arnold, Sr.
Counselor; Robert Udowitz, Sr. Counselor;
Yadi Gomez, Acct. Coord.; Sally Tilleray,
Sr. Advisor, London/UK.

Crisis Management

5W Public Relations, 3 Park Ave., flr.
19, New York, NY 10016. 212/999-5585.
www.Swpr.com. Dara Busch, Matthew
Caiola, Co-CEOs.

Abernathy MacGregor, Tom Johnson,
CEO; Carina Davidson, Pres.
See listing (under “H-Advisors
Abernathy’) in Crisis Communications
profile section, p. 46.

AJB Communications, 5 Conifer
Lane, Avon, CT 06001. 917/783-1680.
ajbcomms@gmail.com;
www.ajbcomms.com. Andrew Blum.

Axia Public Relations +1-888-PR-FIRM-8
(+1-888-773-4768); Mobile Number:
904/583-1977. inbound@axiapr.com;
axiapr.com/crisis. Jason Mudd.

Ball Consulting Group, LLC, One Gateway
Center, Ste. 406, Newton, MA 02458.
617/243-9950. david@ballcg.com;
ballcg.com. David A. Ball, Pres. & Founder.
See listing in Crisis Communications
profile section, p. 46.

Bishoff Communications LLC,

200 Highland Ave., Ste. 306,

Needham, MA 02494. 617/573-0076.
bishoffcommunications.com. Janey Bishoff,
CEO.

Blaine Group, Inc., The, 8665 Wilshire
Blvd., #301, Beverly Hills, CA 90211.
310/360-1499. www.blainegroupinc.com.
Devon Blaine, Pres./CEO.

Bliss Group, The, 500 5th Ave., #1640,
New York, NY 10110. 212/840-1661.
theblissgrp.com.
See listing (under “Next Solutions
Group”) in Crisis Communications pro-
file section, p. 46.

Boardroom Communications Inc., 1776
N. Pine Island Rd., #320, Ft. Lauderdale,
FL 33322. 954/370-8999.
boardroompr.com. Don Silver, COO; Todd
Templin, Exec. VP.

Bospar, Serving locations including
San Francisco, New York, Los Angeles,
Washington, DC, Chicago and Austin.
results@bospar.com; bospar.com.
Chris Boehlke, Curtis Sparrer, Tom
Carpenter, Principals.
See listing in Crisis Communications
profile section, p. 46.

Butler Associates, LLC, 353 Lexington
Ave., 17th flr.. 212/685-4600.
www.butlerpr.com. Thomas P. Butler, Pres.

Crosswind Media and Public Relations,
501 Congress Ave., Ste. 150, Austin, TX
78701. 512/537-1414.
info@crosswindpr.com; crosswindpr.com.
Thomas Graham, Pres. & CEO.
See listing in Crisis Communications
profile section, p. 46.

Dentons Global Advisors, 1900 K Street
NW, Washington, DC, 20006, 202/759-5100
www.dentonsglobaladvisors.com.
Edward Reilly, CEO.
See listing in Crisis Communications
profile section, p. 46.

Dragon Horse Ad Agency, 848 1st Ave.
North, #200, Naples, FL 34102. 239/325-
5088. info@dragonhorseagency.com;
www.dragonhorseagency.com. Julie
Koester, Founder/Mng. Partner/Pres.,
Patrick Blake Renda, Founder/Mng.
Partner/Chief Strategy Officer.
See listing in Crisis Communications
profile section, p. 46.

Edelman, 250 Hudson St., 16th flr., New
York, NY 10013. 212/768-0550.
www.edelman.com.
See listing in Crisis Communications
profile section, p. 46.

Feintuch Communications, 11 East 44th
St., Ste. 1201, New York, NY 10017.
212/808-4900. info@feintuchpr.com;
www.feintuchcommunications.com. Henry
Feintuch, Pres.
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FGS Global, 909 Third Ave., New York,
NY 10022. 212/687-8080. fgsglobal.com.
George Sard, Roland Rudd, Carter Eskew,
Co-Chairmen.
See listing in Crisis Communications
profile section, p. 46.

Fineman PR, A division of Off Madison
Ave, San Francisco, CA. 415/392-1000.
info@finemanpr.com; finemanpr.com.

Finn Partners, 301 East 57th St., New
York, NY 10022. 212/715-1600.
www.finnpartners.com. Jessica Berk Ross,
Mng. Partner, Global Public Affairs Practice
Leader.
See listing in Crisis Communications
profile section, p. 46.

FleishmanHillard, 200 N. Broadway,

St. Louis, MO 63102. 314/982-1700.
fleishmanhillard.com. Ken Fields, Americas
Crisis Lead.

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.

See listing in Crisis Communications

profile section, p. 46.

FTI Consulting Strategic
Communications, 1166 Avenue of the
Americas, 15th fir., New York, NY 10036.
212/247-1010. fticommunications.com.
Mark McCall, Global Segment Leader.
See listing in Crisis Communications
profile section, p. 46.

G&S Business Communications, 111 West
33rd St., 22nd flr., New York, NY 10001.
212/697-2600.
SHalsey@gscommunications.com;
www.gscommunications.com. Steve Halsey,
Chief Growth Officer.
See listing in Crisis Communications
profile section, p. 46.

Gladstone Place Partners, 485 Madison
Ave., 4th flr., New York, NY 10022.
212/230-5930. www.gladstoneplace.com.
Steven Lipin, Chmn. and CEO, Lauren
Odell, Partner and COO, Christina Stenson,
Partner.
See listing in Crisis Communications
profile section, p. 46.

Havas Formula, 200 Hudson St., New
York, NY 10013. 212/886-4100. nyinfo@
havasformula.com; havasformula.com.
Michael Olguin, CEO, Donovan Roche, VP,
Trust.
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ICR, 685 Third Ave., 2nd fir., New York,
NY 10017. 646/277-1200.
tom.ryan@jicrinc.com; icrinc.com. Thomas
Ryan, CEO, Don Dufty, Pres.
See listing in Crisis Communications
profile section, p. 46.

Infinite Global, New York Office: 21 W.
38th St., 16th fir., New York, NY 10018.
917/602-0545. infiniteglobal.com. Jamie
Diaferia, Founder & CEO, Zach Olsen,
Pres.
See listing in Crisis Communications
profile section, p. 46.

Issues Management Group, 30 Winter St.,
6th flr., Boston, MA 02108. 617/855-8308.
issuesgroup.com. Dan Cence, CEO.

Joele Frank, 622 Third Ave., 36th fir., New
York, NY 10017. 212/355-4449. info@
joelefrank.com; www.joelefrank.com. Joele
Frank, Mng. Partner, Matthew Sherman,
Pres.
See listing in Crisis Communications
profile section, p. 46.

KARV Communications, 370 Lexington
Ave., New York, NY 10017. 212/333-0275.
www.karvcommunications.com. Andrew
Frank, Founder and Pres., Eric Andrus,
Exec. VP.
See listing in Crisis Communications
profile section, p. 46.

Kekst CNC, U.S. Headquarters: 437
Madison Ave., 37th flr., New York, NY
10022. 212/521-4800.
www.kekstenc.com. Jeremy Fielding, Co-
CEO, Bernhard Meising, Co-CEO.
See listing in Crisis Communications
profile section, p. 46.

Kivvit, 222 W. Merchandise Mart Plaza,
#2400, Chicago, IL 60654. 312/664-0153.
info@kivvit.com; www.kivvit.com. Eric
Sedler, Founder & CEO.

Lambert, 47 Commerce Ave., Grand
Rapids, MI 49503. 616/233-0500.
crisis@lambert.com; lambert.com/
Jeff Gaunt, Managing Director, Crisis &
Reputation; Katie Barnes, Director, Crisis &
Reputation.
See listing in Crisis Communications
profile section, p. 46.

L.C. Williams & Associates, 150 N.
Michigan Ave., 38th fir., Chicago, IL 60601.
312/565-3900. lcwa.com. Kim Blazek
Dahlborn, Pres. and CEO.
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Levinson Group (TLG), The, 200 Park Ave.
South, Ste. 1218, New York, NY 10003.
202/244-1785. tigcommunications.com.
See listing in Crisis Communications
profile section, p. 46.

Marathon Strategies LLC, 38 E. 29th St.,
4th fir., New York, NY 10016. 212/960-
8120. marathonstrategies.com. Phil Singer,
Founder & CEO.

Montgomery Strategies Group, The, 2445
M Street NW, Suite 900, Washington, DC
20037.202/255-0737.
mrobinson@tmsgr.com; www.tmsgr.com.
Michael W. Robinson, Chairman & CEO.
See listing in Crisis Communications
profile section, p. 46.

MWWPR, 1250 Broadway, 3rd flr., New
York, NY 10001. 212/704-9727.
www.mww.com. Michael Kempner,
Founder & CEO, Bret Werner, Pres.,
Carreen Winters, Exec. VP, Corp.
Reputation & Chief Strategy Officer.

Padilla, 1101 West River Pkwy., #400,
Minneapolis, MN 55415. 612/455-1700.
padillaco.com. Chris Werle, Sr. VP.
See listing in Crisis Communications
profile section, p. 46.

Peppercomm, Inc., 470 Park Ave. South,
New York, NY 10016. 212/931-6100.
www.peppercomm.com. Steve Cody, CEO
& Founder.
See listing in Crisis Communications
profile section, p. 46.

Polpeo, Thomas House, 84 Ecclestone
Square, London, SW1V 1PX, U.K.. +44
20 3457 6405. polpeo.com. Kate Hartley,
Co-Founder.

Public Communications Inc., One East
Wacker Dr., 24th fir., Chicago, IL 60601.
312/558-1770. lets_talk@pcipr.com;
pcipr.com. Jill Allread, CEO, Craig Pugh,
Pres, Pamela Oettel, COO/CFO.

Qorvis Communications, 1201
Connecticut Ave., N.W., Ste. 1000,
Washington, DC 20036. 202/496-1000.
www.qorvis.com. Michael Petruzzello,
Mng. Dir., Matt Lauer, Exec. VP.

Rachel Harrison Communications, 285
West Broadway, Ste. 200, New York, NY
10013. rhe@wearerhc.com;
wearerhc.com. Amanda Watenberg, Mng.
Dir., Lucy Ballantyne, Mng. Dir., Nick
Papa, Mng. Dir.
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Reevemark, 521 Fifth Ave., 27th flr., New
York, NY 10175. 212/433-4600.
www.reevemark.com. Brandy Bergman,
CEO and Founding Partner.
See listing in Crisis Communications
profile section, p. 46.

Reputation Doctor® LLC, 244 Fifth Ave.,
Suite 2620, New York, NY 10001. 212/595-
8500. www.reputationdoctor.com. Mike
Paul, President & CEO.

Revive, 209 10th Avenue South, Suite
214, Nashville, TN 37203. 615/742-7242.
partner@reviveagency.com;
Www.reviveagency.com.

Rosica Communications, 2-14 Fair Lawn
Ave., Fair Lawn, NJ 07410. 201/977-2789.
www.rosica.com. Chris Rosica, Pres. & CEO.

Sitrick And Company, Los Angeles, New
York, San Francisco, Washington, D.C.,
Boston. 800/288-8809. www.sitrick.com.
Michael S. Sitrick, Chmn. and CEO.
See listing in Crisis Communications
profile section, p. 46.

Sloane & Company, One World Trade
Center, 285 Fulton St., 69th fir., New York,
NY 10007. 212/486-9500.
info@sloanepr.com; www.sloanepr.com.
Darren Brandt, Whit Clay, Co-CEOs.
See listing in Crisis Communications
profile section, p. 46.

Stanton, 909 Third Ave., 14th fir., New
York, NY 10022. 212/366-5300. info@
stantonprm.com; www.stantonprm.com.
Alex Stanton, CEO.
See listing in Crisis Communications
profile section, p. 46.

Strategic Objectives, 184 Front St. East,
Ste. 400, Toronto, Ontario M5A 4N3,
Canada. 866/366-7733.
info@strategicobjectives.com;
www.strategicobjectives.com.

Taylor, 1540 Broadway, 40th flIr.;
New York, NY 10036.
212/714-1280; fax: 212/695-5685.
Tony Signore, CEO & Managing Partner;
Bryan Harris, COO & Managing Partner.
See listing in Crisis Communications
profile section, p. 46.

Tier One Partners, 129 South St., Boston,
MA 02111. 617/918-7060.
kwilson@tieronepr.com; www.tieronepr.com.
Kathy Wilson.
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Tierney, A subsidiary of the Interpublic
Group of Companies (IPG), 1700 Market
St., 29th flr., Philadelphia, PA 19103.
215/790-4100.
tspreitzer@tierneyagency.com;
hellotierney.com. Tim Spreitzer, Exec. VP.

TJM Communications, Inc., 1170

Tree Swallow Dr., #346, Winter

Springs, FL 32708. 407/977-5004.
info@tjmcommunications.com;
tjmcommunications.com. Treva J. Marshall,
Pres.

Torrenzano Group, The, New York, NY.
212/681-1700. www.torrenzano.com.
Richard Torrenzano, Chief Executive.

Weber Shandwick, 909 Third Ave., New
York, NY 10022. 212/445-8000.
www.webershandwick.com.

Digital Media Tours

Connex International, 46 Federal Road,
Suite F, Danbury, CT 06810. 800/793-
6404. danielle@connexintl.com; meeting.
connexintl.com/connex-difference.

Deb Volansky, CEO.

You’ve got important things to say
and our goal is to make sure you are
heard.

At Connex Intl, we offer exactly what
you are looking for: effective, scalable,
and reliable virtual meeting solutions
built to suit you. It’s our business to pro-
vide tools to advance your ideas and
strategies and grow your business. We
want you to make a good impression on
your audience — wherever they are.

If there’s one thing we set out to do,
it's making our clients’ lives easier. We
designed our web, video, and audio con-
ferencing services to simplify your life
and streamline your daily communica-
tions.

For over 40 years, Connex Intl, a
certified woman owned business, has
focused on executive virtual meetings

and events. As a Connex client, you’ll
have:

-Stability, flexibility, and availability —
we don't turn our clients away.

‘A U.S. and facilities-based provider
with a dedicated team assigned to you
and committed to your success.

*High-quality, reliable, scalable, and
secure web, video, and audio virtual
meetings that are simple to use.

SERVICES WE OFFER

*Operator Assisted Conferencing

*Webcast & Streaming Solutions

*Web & Video Conferencing

*Day-to-Day Conferencing

*Med/Pharma Solutions

KEF Media, 1161 Concord Rd. SE, Smyrna,
GA 30080. 404/605-0009. yhanak@
kefmedia.com; lbuckley@kefmedia.com;
www.kefmedia.com. Kevin Foley, Yvonne
Hanak, Linda Buckley.

KEF Media is the go-to broadcast
media partner for many of the world’s
most notable brands. With customized
plans, honest counsel, unrivaled client
service and strong results, KEF Media
continues to adapt its offerings to serve
clients’ ever-evolving needs.

Specialties:

*Earned and Guaranteed Media
Options

-Satellite, Internet and Radio Tours
(Virtual, Studio or Remote)

+Customized Media Days/Junkets

*B-Roll & Sound Bites

+Co-op Alternatives

*Audio News Releases

-Matte Releases

Newman Group Inc., The, 220 E. 63rd

St., New York, NY 10065. 212/838-8371.
hello@newmangroup.com;
www.newmangroup.com. Richard Newman,
Pres.

See full listing under Media Training.
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Prime Time Media, Studios in Los Angeles,
New York City, Chicago, San Francisco,
Toronto, Vancouver, London. 310/559-0445;
310/709-1109. info@primetimemedia.us;
www.prime-timemedia.com. Neisha Cohen,
Founder/Owner.

Prime Time Media is one of the most
trusted organizations in the industry.
With our 28 years in the business, we
excel at media relations, media distribu-
tion, and all forms of broadcast and digi-
tal communications. We create strategies
and solutions to help brands, agencies,
all sectors of entertainment, publishing,
sports, health, beauty, lifestyle that gar-
ners mass media impressions.

As producers at the highest rated net-
work morning and late-night programs,
we know how producers think and
what they want.

+Virtual Internet Tours

Satellite Media Tours

+Digital Media Tours

*Radio Tours

-Satellite Feeds

*In-Studio Media Placement

Along with longstanding relationships
with decision-makers in all media we
position you for success. We coordinate
every project with detail, professional-
ism, diligence, and creativity. We get
you the best media placement for your
message and within your budget. Plus,
we target and get the largest audience
and amass the most media impres-
sions for you. That’s our job.

PRIME TIME MEDIA: WHEN YOU
WANT THE WORLD TO KNOW WHAT
YOU’RE DOING

Directories

Complete Broadcasting Industry
Guide, The: Television, Radio, Cable

& Streaming, Grey House Publishing,
4919 Route 22, P.O. Box 56, Amenia,
NY 12501. 800/562-2139; 518/789-8700.
www.greyhouse.com. Leslie Mackenzie,
Publisher.

Directory of Business Information
Resources, Grey House Publishing,
4919 Route 22, P.O. Box 56, Amenia,
NY 12501. 800/562-2139; 518/789-8700.
www.greyhouse.com. Leslie Mackenzie,
Publisher.
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Headquarters USA Directory,
Omnigraphics, 132 West 31st St., 16th
flr., New York, NY 10001. 800/234-1340.
contact@omnigraphics.com;
omnigraphics.com.

Hudson’s Washington News Media
Contacts Guide, Grey House Publishing,
4919 Route 22, P.O. Box 56, Amenia,
NY 12501. 800/562-2139; 518/789-8700.
www.greyhouse.com. Leslie Mackenzie,
Publisher.

Leadership Connect, (Formerly
Leadership Directories), Providing
Information on Leaders in Government,
Business and Media, 1900 K St., N.W.,
#1130, Washington, DC 20006. 202/347-
7757. www.leadershipconnect.io.

O’Dwyer’s Directory of Public Relations
Firms, 271 Madison Ave., #1500, New
York, NY 10016. 212/679-2471.
www.odwyerpr.com. John O’Dwyer,
Publisher.

Original U.S. Congress Handbook, The,
Columbia Books & Information Services,
1530 Wilson Blvd., #400, Arlington, VA
22209. 888/265-0600.
www.columbiabooks.com.

World Radio TV Handbook, WRTH
Publications Ltd., 8 King Edward St.,
Oxford, U.K. OX1 4HL. 44 (0) 1865
339355. sales@wrth.com; www.wrth.com.

Yearbook of Experts, Broadcast Interview
Source, Inc., 2500 Wisconsin Ave., N.W.,
Ste. 949, Washington, DC 20007-4132.
202/333-5000. www.expertclick.com.
Mitchell P. Davis, Editor & Publisher.

Education

American University, School of
Communication, 4400 Massachusetts Ave.,
N.W., Washington, DC 20016. 202/885-
1000; 202/885-2058. www.american.edu.

Baruch College (CUNY), M.A. in
Corporate Communication, Weissman
School of Arts and Sciences, 55 Lexington
Ave. at 24th St., New York, NY 10010.
646/312-1000. www.baruch.cuny.edu.

Bowling Green State University, School
of Media and Communication, 306
Kuhlin Center, Bowling Green, OH 43403.
419/372-8349. www.bgsu.edu.
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Columbia University, M.S., Strategic
Communication, School of Professional
Studies, 203 Lewisohn Hall, 2970

Broadway, MC 4119, New York, NY 10027.
212/854-9666. sps.columbia.edu/academics.

Drexel University, M.S. and Ph.D.,
Communication, Culture, and Media,
College of Arts and Sciences, 3201 Arch
St., 149, Philadelphia, PA 19104. 215/895-
1354. drexel.edu.

George Washington University, Master’s
in Strategic Public Relations, The
Graduate School of Political Management,
805 21st St., N.W., Washington, DC 20052.
202/994-6000. gspm.gwu.edu/masters-
programs. Larry Parnell, Dir.

Georgetown University, School of
Continuing Studies, Master’s in Public
Relations & Corporate Comms., 640
Massachusetts Ave., N.W., Washington, DC
20001. 202/687-8700. scs.georgetown.edu.

Gonzaga University, Online M.A,,
Communication and Leadership Studies,
502 East Boone Ave., Spokane, WA 99258.
800/986-9585. www.gonzaga.edu.

Northeastern University College

of Professional Studies, Online

M.S., Corporate and Organizational
Communication, 50 Nightingale Hall, 360
Huntington Ave., Boston, MA 02115-9959.
877/668-7727. cps.northeastern.edu. Carl
Zangerl, Faculty Dir.

NYU School of Professional Studies,
Executive M.S. in Marketing and
Strategic Comms., 7 East 12th St., #921,
New York, NY 10003. 212/998-7100.
www.sps.nyu.edu.

Purdue University, Online M.S. in
Communication, 100 North University St.,
West Lafayette, IN 47907. 765/494-4600.
cla.purdue.edu/graduatestudies/index.html.

Quinnipiac University, M.S. in Public
Relations, 275 Mount Carmel Ave.,
Hamden, CT 06518. 203/582-8200.
www.qu.edu.

Rutgers University School of
Communication and Information, Master
of Communication and Media Program, 4
Huntington St., New Brunswick, NJ 08901.
848/932-7500. www.rutgers.edu. Richard
Dool, Dir.
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Seton Hall University, M.A.,
Communications, 400 South Orange Ave.,
South Orange, NJ 07079. 973/761-9000.
www.shu.edu.

Simmons College, B.A., Communications,
300 The Fenway, Boston, MA 02115.
617/521-2000. www.simmons.edu.

Syracuse University, S.I. Newhouse
School of Public Communications, 900
South Crouse Ave., Syracuse, NY 13244,
315/443-1870. newhouse.syr.edu.

Tufts University, Gerald J. & Dorothy R.
Friedman School of Nutrition Science
and Policy, Food and Nutrition Policy and
Programs, 150 Harrison Ave., Boston, MA
02111. 617/636-3737. nutrition.tufts.edu.

University of Florida, College of
Journalism & Communications, P.O. Box
118400, 2096 Weimer Hall, Gainesville,
FL 32611. 352/392-0466. www.jou.ufl.edu.
Hub Brown, Dean.

University of Maryland, College Park, The
Dept. of Communication, 2130 Skinner
Bldg., College Park, MD 20742-7635.
301/405-6519. communication.umd.edu.

University of Memphis, The, College of
Communication and Fine Arts, Dept. of
Journalism and Strategic Media, 300
Meeman Journalism Building, Memphis,
TN 38152. 901/678-2000.
www.memphis.edu/jrsm/index.php. David
Arant, Chair, Dept. of Journalism and
Strategic Media.

USC Annenberg School for
Communication and Journalism, M.A.,
Public Relations and Advertising, 3502
Watt Way, Los Angeles, CA 90089.
213/740-6180. annenberg.usc.edu. Willow
Bay, Dean.

West Virginia University, Online M.S.,
Integrated Marketing Communications,
WVU Reed College of Media, P.O. Box
6529, Morgantown, WV 26506-6529.
304/293-6278.
marketingcommunications.wvu.edu.
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Electronic Newsfeeds/
Satellite Services

Executive Search Influencer Marketing
Brian Simon Associates, 1412 Broadway

21st flr., New York, NY 10018. 646/580-

6398. brian@pbriansimonassoc.com;

www.briansimonassoc.com. Brian Gabay.

4media group 888-890-8066.
hello@4media-group.com;
www.4media-group.com.

Strauss Media Strategies, Inc., 529
14th St., N.W., #1163, Nat’l Press Bldg.,
Washington, DC 20045. 202/638-0200.
info@straussmedia.com;
www.straussmedia.com.

New York, NY
newyork@straussmedia.com
Los Angeles, CA
losangeles@straussmedia.com

Richard Strauss, President

See full listing under SMTs and Radio.

Executive GCoaching

Jacobs Consulting & Executive
Coaching, 405 Monroe Ave., Unit 7C,
Asbury Park, NJ 07712. 917/838-5345.
ken@jacobscomm.com;
www.jacobscomm.com. Ken Jacobs, PCC,
CPC, ELI-MP.

Through executive coaching, we
empower the owners, CEOs, and senior
executives of PR, marketing and other
communications agencies to surpass
their goals by becoming more effective,
inspired and inspiring leaders.

We also help these agencies grow
their business, manage for profitabil-
ity, improve client service, and enhance
team performance, communications, and
leadership skills. We do so via training
and consulting.

My clients say they get added value
from working with me because I'm one
of the few certified coaches who spent

Hechkoff Executive Search Inc.,

1350 Ave. of the Americas, NYC, NY
10019. 212/935-2100. mp@hechkoff.com;
www.hechkoff.com. Maria Pell, Mng. Dir.

Our strategic communications,
investor relations, gov’t affairs prac-
tice focuses on placing game-changing
mid- and leadership-level talent for all
industries.

Monday Talent, 228 Park Ave. S., Suite
37828, New York, NY 10003. hello@
monday-talent.com; monday-talent.com.

We’re changing the (recruitment)
game. Specializing in the communica-
tions, marketing and creative fields, we're
a recruitment agency that understands in
business, people come first.

Monday Talent is committed to help-
ing organizations create atmospheres
in which anyone can achieve their full
potential. As a black and woman-owned
business, we are perfectly positioned to
support companies in building diverse
teams and achieving equal and inclusive
workplaces. We partner with organiza-
tions that are actively listening, hiring and
understanding diverse and inclusive can-
didates to foster a positive work environ-
ment that allows all employees to thrive
and innovate.

Graphic Design Services

As global integrated media experts,
4media group offers forward-thinking
Intelligence, Content, Communications
and Digital services that deliver mea-
surable results for our clients. We are
journalists, producers and directors,
researchers, PR professionals and mar-
keters aligned in our relentless pursuit
of success for our clients. By exceed-
ing expectations and going above and
beyond for our clients every day, we
strive to be the most trusted communica-
tions agency partner.

Reach the right audience at the right
moment by using the credible voice of
an influencer. Whether engaging lifestyle
influencers through emotional visuals
and storytelling or leveraging veteran
thought leaders to educate and inform
in understandable ways, our proven
approach generates online, “digital
word-of-mouth” momentum. We’ll tailor
a strategy for your campaign that is audi-
ence-centric, KPI-driven, content-ob-
sessed and ROI-focused.

4media group also offers: satellite
media tours, radio media tours, surveys/
market research, full media relations ser-
vices, public service announcements,
media buying, creative video production,
podcast production, and social media

management.

Rephonic, 34 Market Street, Bradford-

On-Avon, BA15 1LL, United Kingdom.
rebecca@rephonic.com; rephonic.com.

Rebecca Butcher.

Integrated Marketing
& PR

Blaine Group, Inc., The, 8665 Wilshire
Blvd., #301, Beverly Hills, CA 90211.

310/360-1499. www.blainegroupinc.com.
Devon Blaine, Pres./CEO.

Tier One Partners, 129 South St., Boston,
MA 02111. 617/918-7060.
kwilson@tieronepr.com; www.tieronepr.com.

decades in agency management and
leadership.
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Marketing Maven, 2390 C Las Posas Rd.,
#479, Camarillo, CA 93010. 310/994-7380.
lindsey@marketingmaven.com;
www.marketingmaven.com. Lindsey
Carnett, Pres.

Marketing Maven is not your typical
PR firm. With origins in direct response
public relations, Marketing Maven utilizes
advanced metrics to measure their cli-
ents’ marketing reach and provide valu-
able competitive analysis. Their client
campaigns have won national awards for
driving revenue upon launching. Social
media services include content, promo-
tions and advertising to drive engage-
ment and sales. Blogger and influencer
relations are also available services.

Tier One Partners, 129 South St., Boston,
MA 02111. 617/918-7060.
kwilson@tieronepr.com; www.tieronepr.com.
Kathy Wilson.

Management
Consultants

Gould+Partners LLC, One Penn Plaza,
Suite 3200, New York, NY 10119. 212/896-
1909; cell: 917/783-4500.
rick@gould-partners.com;
www.gould-partners.com. Rick Gould,
CPA, J.D., Mng. Partner; Mike Muraszko,
Partner; Jack Bergen, Strategic Partner;
Jennifer Casani, Partner; Don Bates, Sr.
Counselor; James Arnold, Sr. Counselor;
Robert Udowitz, Sr. Counselor; Yadi
Gomez, Acct. Coord.; Sally Tilleray, Sr.
Advisor, London/UK.
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Measurement &
Evaluation

CoverageBook coveragebook.com.

Self-service software tool used by
in-house and agency teams to showcase
and measure their hard-earned media.

Tier One Partners, 129 South St., Boston,
MA 02111. 617/918-7060.
kwilson@tieronepr.com; www.tieronepr.com.
Kathy Wilson.

Media Tours/Roadshows

DEFINITION 6, 218 West 40th St., 2nd flr.,
New York, NY 10018. 716/560-3371.

Jeff. Licciardi@definition6.com;
definition6.com/services/. Jeff Licciardi, Sr.
VP, Strategic Partnerships.

Through our broadcast and digital PR
services, we deliver turnkey video and
media distribution solutions at scale.
Industry-leading studio, remote and
virtual media tours deliver high-quality
interviews and guarantee a minimum of
30 million impressions.

We’re also known for our award-win-
ning PSA production and proprietary dis-
tribution, tracking and reporting.

DEFINITION 6 also offers: Web
Design/Dev., Analytics & Data, App
Development, and has an award-win-
ning Entertainment team. Please visit
our website or reach out directly for more
information.

Newman Group Inc., The, 220 E. 63rd

St., New York, NY 10065. 212/838-8371.
hello@newmangroup.com;
www.newmangroup.com. Richard Newman,
Pres.

See full listing under Media Training.
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Pitching Monkeys Media, Waldwick, NJ
07643.201/214-9611.
mark@pitchingmonkeys.com;
www.pitchingmonkeysmedia.com.

Mark Ganguzza, President.

See full listing under Satellite Media
Tours.

Strauss Media Strategies, Inc., 529
14th St., N.W., #1163, Nat’l Press Bldg.,
Washington, DC 20045. 202/638-0200.
info@straussmedia.com;
www.straussmedia.com.

New York, NY
newyork@straussmedia.com
Los Angeles, CA

losangeles @straussmedia.com

Richard Strauss, President
See full listing under SMTs and Radio.

Tier One Partners, 129 South St., Boston,
MA 02111. 617/918-7060.
kwilson@tieronepr.com; www.tieronepr.com.
Kathy Wilson.

Media Training

Blaine Group, Inc., The, 8665 Wilshire
Blvd., #301, Beverly Hills, CA 90211.
310/360-1499. www.blainegroupinc.com.
Devon Blaine, Pres./CEO.

Cameron Communications Inc., 55
DuBois St., Darien, CT 06820. 203/952-
5758. jim@mediatrainer.tv;
www.mediatrainer.tv. Jim Cameron, Pres.;
Amy Fond, Senior Trainer.

Feintuch Communications, 11 East 44th
St., Suite 1201, New York, NY 10017.
212/808-4900. info@feintuchpr.com;
www.feintuchcommunications.com.
Henry Feintuch, President.
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Feintuch  Communications  takes
a holistic approach to media training
engagements. Whether conducted on
a project basis or as part of a PR cam-
paign, we work with our clients to under-
stand their key business objectives and
media targets in order to help prepare
their spokespersons to maximize each
press encounter.

Our courses are both delivered in-per-
son, with live video camera exercises as
well as online for multi-national organi-
zations with spokespeople spread out
across the time zones. We educate our
clients to the nuances of working with the
media, getting their messages across,
bridging techniques and more. Quota-
tions available upon request.

Montgomery Strategies Group, The,
2445 M Street NW, Suite 900, Washington,
DC 20037. 202/255-0737.
mrobinson@tmsgr.com;

www.tmsgr.com. Michael W. Robinson,
Chairman & CEO.

Newman Group Inc., The, 220 E. 63rd

St., New York, NY 10065. 212/838-8371.
hello@newmangroup.com;
www.newmangroup.com. Richard Newman,
Pres.

The Newman Group is the premier
provider of virtual executive media train-
ing, business presentation coaching, and
crisis communication facilitation in the
United States. Over the last 40 years,
C-level executives, officials in public
office, best-selling authors, sports and
entertainment celebrities, and business
people from almost every industry have
benefited from The Newman Group’s
personalized, dynamic, and challenging
media interview and business presenta-
tion training.

Building Business Communication
Skills, Professionally

The Newman Group, founded by
presentation expert Joyce Newman,
is based in New York City. Our team of
professional communication coaches
regularly trains clients around the globe,
from Hong Kong to Los Angeles and from
Amsterdam to Dallas.

Scudder Training & Consulting, Ken
917/226-1681. mail@kenscudder.com;
www.kenscudder.com.

For over 25 years,
Ken has provided
media training, pre-
sentation training, cri-
sis communications
training and consult-
ing, and writing and
editing to business
leaders, celebrities, Ken Scudder
and politicians. Ken
has prepared clients for interviews with
publications from The New York Times
to local newspapers, speeches before
groups as large as 2,000 and as small
as one, and appearances on 60 Min-
utes, The Daily Show, CNBC, MSNBC,
CNN, NPR, 20/20, podcasts, and satel-
lite radio. “Making sure the message they
take away is what you meant to say.”

Tier One Partners, 129 South St., Boston,
MA 02111. 617/918-7060.
kwilson@tieronepr.com; www.tieronepr.com.
Kathy Wilson.

Words Normalize Behavior LLC
wordsnormalizebehavior@gmail.com;
wordsnormalizebehavior.com. Michael
Franklin.

Mergers & Acquisitions

Gould+Partners LLC, One Penn Plaza,
Suite 3200, New York, NY 10119. 212/896-
1909; cell: 917/783-4500.
rick@gould-partners.com;
www.gould-partners.com. Rick Gould,
CPA, J.D., Mng. Partner; Mike Muraszko,
Partner; Jack Bergen, Strategic Partner;
Jennifer Casani, Partner; Don Bates, Sr.
Counselor; James Arnold, Sr. Counselor;
Robert Udowitz, Sr. Counselor; Yadi
Gomez, Acct. Coord.; Sally Tilleray, Sr.
Advisor, London/UK.

Stevens Group, The, 656 Post Ln.,
Somerset, NJ 08873. 732/748-8583; mobile:
917/514-7980. art@theartstevensgroup.
com; rich@theartstevensgroup.com;
www.theartstevensgroup.com. Art Stevens,
Rich Jachetti.

Tier One Partners, 129 South St., Boston,
MA 02111. 617/918-7060.
kwilson@tieronepr.com; www.tieronepr.com.
Kathy Wilson.

Newsletters

Capitol Communicator, Washington, DC.
capitolcommunicator.com.

O’Dwyer’s Public Relations Newsletter,
271 Madison Ave., #1500, New York, NY
10016. 212/679-2471. www.odwyerpr.com.
Kevin McCauley, Editor-in-Chief.

Tier One Partners, 129 South St., Boston,
MA 02111. 617/918-7060.
kwilson@tieronepr.com; www.tieronepr.com.
Kathy Wilson.

Newswires/Press
Services

ExpertClick, Broadcast Interview Source,
Inc., 2500 Wisconsin Ave., N.W., Ste. 949,
Washington, DC 20007-4132. 202/333-
5000. www.expertclick.com. Mitchell P.
Davis, Editor & Publisher.

"D

SHOOT Publicity Wire, 2046 Treasure
Coast Plaza, Ste. A-117, Vero Beach,
FL 32960. 203/227-1699, ext. 3.
publicitywire@shootonline.com;
pr.SHOOTonline.com.
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Prc_ass _Relqase
Distribution

24-7 Press Release Newswire, 203-901

West 3rd St., North Vancouver, BC V7P
3P9, Canada. 646/417-8294.
www.24-Tpressrelease.com. Philip Louie.

Launched in 2004, 24-7 Press Release
Newswire changed the landscape of
the press release distribution industry
by offering affordable, effective press
release distribution to businesses of all
sizes looking to increase their online
presence and awareness.

Propel has over 150 customers, includ-
ing Real Chemistry, Textron, Markettiers,
Don’t Cry Worf, Insurify, and other lead-
ing brands and agencies. Launched in
2019, Propel is headquartered in Tel
Aviv and has teams based in New York,
London and Miami. Propel has raised $6
million in venture funding to date and is
the fastest-growing PR technology in the
world. For more information, visit www.
propelmypr.com.

Book a demo with our team to learn
more about Propel, and we’d love to
show you around the platform!

Netherlands), marianne@marcommit.

nl; +31 (653) 372 153; Henry Feintuch,
Treasurer (U.S.), henry@feintuchpr.com;
+1 212-808-4901; Christian Josephi, Board
(Germany), c.josephi@panama-pr.de; +49
(163) 5800 599; Catherine Kablé, Board
(France), catherine.kable@kable-cf.com;
+33 (1) 44 50 54 75; Anna Krajewska,
Board (Poland), akrajewska@nbs.com.pl;
+48 (22) 826 74 18.

PR World Alliance is an international
network of premier independent com-
munication consultancies. Partners are
carefully selected and represent estab-
lished, respected and accomplished
firms with a solid reputation for producing
superior results for clients.

The global network encompasses
public relations companies and offices
in North and South America, Europe and

24-7 Press Release helps clients Send2Press® Newswire, a service of Asia. The network continues to seek new

disseminate their news to online media,
print media, journalists, bloggers and
search engines.

24-7 Press Release Newswire sup-
ports businesses in building brand
awareness, increasing visibility on the
web and enhancing exposure through
social media.

Today, 24-7 Press Release Newswire
has more than 30,000 clients and has
distributed more than 400,000 news
releases.

ExpertClick, Broadcast Interview Source,
Inc., 2500 Wisconsin Ave., N.W., Ste. 949,
Washington, DC 20007-4132. 202/333-
5000. www.expertclick.com. Mitchell P.

D

avis, Editor & Publisher.

Propel PRM, 148 Lafayette St., New York,

N

Y 10013. 646/582-9680.

www.propelmypr.com. Zachary Cutler,
CEO & Co-Founder.
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Propel PRM is reimagining earned
media with its Public Relations Man-
agement technology. The PRM platform
enables marketing and communication
professionals to discover the right media
to pitch their stories to, manage media
relationships and campaigns, monitor
coverage and share of voice of their
brand, and easily measure business
impact from earned media efforts.
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Neotrope®, Temecula, CA USA. 310/373-
4856. www.send2press.com. Christopher
Simmons, CEO, member PRSA and
ASCAP.

Affordable press release distribution
and writing services since 1983. Place-
ment in AP newsrooms, APnews website;
Direct-to-Editors targeted email push to
daily media and periodicals. Exclusive
syndication via Neotrope News Network;
data platforms including LexisNexis;
online syndication on hundreds of news
portals; Google News, and Apple News.
No membership fees. Accredited staff.
INC 5000 2009. Member BBB.

We provide a live phone interview with
the actual public relations pro on staff
composing your news, give you multiple
drafts, and only 1-3 working days to com-
plete your project. No long questionnaire
to fill out. And we follow industry-stan-
dards including AP style.

Neotrope is celebrating its 40th anni-
versary in 2023.

Public Relations
Networks

PR World Alliance, ¢c/o Marcommit,
Amalialaan 126E, 3743 KJ Baarn, The
Netherlands. www.prworldalliance.com.
Marianne van Barneveld, Chairman (The

WWW.0DWYERPR.COM

members in strategic locations.

Public Relations Boutiques Int’l
www.prboutiques.com.

Worldcom Public Relations Group, 500
Fifth Ave., #1640, New York, NY 10110.
800/955-9675; 212/286-9550.
toddlynch@worldcomgroup.com;
www.worldcomgroup.com. Todd M. Lynch,
Managing Dir.

Public Service
Announcements

4media group 888-890-8066.
hello@4media-group.com; www.4media-
group.com.

As global integrated media experts,
4media group offers forward-thinking
Intelligence, Content, Communications
and Digital services that deliver mea-
surable results for our clients. We are
journalists, producers and directors,
researchers, PR professionals and mar-
keters aligned in our relentless pursuit
of success for our clients. By exceed-
ing expectations and going above and
beyond for our clients every day, we
strive to be the most trusted communica-
tions agency partner.

Public service announcements (PSAs)
deserve amplification to strengthen
important awareness campaigns and
public discourse. 4media group brings
new life to PSAs through enhanced ide-
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ation and execution strategies. We work
with nonprofit organizations to write, pro-
duce and distribute television and radio
PSAs. Let 4media group help your team
navigate appropriate pivots in narrative
and/or characters to match your targeted
audience.

4media group also offers: satellite
media tours, radio media tours, surveys/
market research, full media relations
services, media buying, creative video
production, podcast production, social
media management and influencer mar-
keting.

ning PSA production and proprietary dis-
tribution, tracking and reporting.

DEFINITION 6 also offers: Web
Design/Dev., Analytics & Data, App
Development, and has an award-win-
ning Entertainment team. Please visit
our website or reach out directly for more
information.

4media group 888-890-8066.
hello@4media-group.com;
www.4media-group.com.

As global integrated media experts,
4media group offers forward-thinking
Intelligence, Content, Communications,
and Digital services that deliver measur-
able results for our clients. By exceed-
ing expectations and going above and
beyond for our clients every day, we

North American Network, 5335 Wisconsin
Avenue NW, #440, Washington, DC 20015.
202/243-0592. info@nanradio.com;
www.nanradio.com. Tom Sweeney,
President; Tammy Lemley, Vice President.

strive to be the most trusted communica-
tions agency partner.

We cut our teeth in the broadcast
world, where our belief in classic broad-

Connect360 MultiMedia, New York/
Chicago/California. 212-624-9181.
sedelman@c360m.com; www.c360m.com.
Steven Edelman, President & CEO.

Connect360 is America’s leading distrib-
utor of Public Service Announcements
designed to reach targeted audiences
for nonprofits, trade associations, and
government agencies. There is a reason
why more organizations entrust their
campaigns to Connect360 than anyone
else.

Television / Radio

-Digital / Connected TV / Streaming TV
*Out-of-Home

*And much more ....

Nonprofit Communications and
Marketing Specialists

DEFINITION 6, 218 West 40th St., 2nd flr.,
New York, NY 10018. 716/560-3371.
Jeff.Licciardi@definition6.com;
definition6.com/services/. Jeff Licciardi, Sr.
VP, Strategic Partnerships.

Through our broadcast and digital PR
services, we deliver turnkey video and
media distribution solutions at scale.
Industry-leading studio, remote and
virtual media tours deliver high-quality
interviews and guarantee a minimum of
30 million impressions.

We’re also known for our award-win-

Radio is America’s most-trusted
medium: It’'s intimate, convenient, flex-
ible, and an excellent way to connect
with audiences. We can help you reach
specific demographics and markets—
including in Spanish. And, we’re able
to quickly and easily customize your
outreach—utilizing such techniques as
one-on-one interviews, pre-recorded
news soundbites, and produced fea-
tures/PSAs. We've helped countless
companies, organizations, government
agencies, and PR firms make their cam-
paigns radio-friendly —ensuring that their
messages are heard.

Strauss Media Strategies, Inc., 529

14th St., N.W., #1163, Nat’l Press Bldg.,
Washington, DC 20045. 202/638-0200.
info@straussmedia.com;
www.straussmedia.com.

New York, NY
newyork@straussmedia.com

Los Angeles, CA
losangeles@straussmedia.com

Richard Strauss, President

See full listing under SMTs and Radio.
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cast tactics like satellite and radio media
tours quickly turned our small agency
into an internationally recognized
full-service communications firm. 4media
group believes in broadcast because of
our unique makeup. We are journalists,
producers and directors, PR profession-
als and marketers, and all of us, at one
point or another, have watched broad-
cast work wonders.

The Nielsen data is clear: 93% of adults
are listening to the radio each week, and
94% of radio listeners tune into a net-
work-affiliated station each week. Your
brand’s newsworthy story angle is best
told through your spokesperson. Let
4media group help you find your angle,
prepare talking points, optimize record-
ing conditions and book a schedule of
interviews that gets your message the
media attention that it earns. Whether
via a radio media tour or an audio news
release (or both!), 4media group can
help your spokespeople engage with
your community in just the right place at
just the right time.

4media group also offers: satellite
media tours, surveys/market research,
full media relations services, public ser-
vice announcements, media buying,
creative video production, podcast pro-
duction, social media management and
influencer marketing.
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DEFINITION 6, 218 West 40th St., 2nd flr.,

N

ew York, NY 10018. 716/560-3371.

Jeff.Licciardi@definition6.com;
definition6.com/services/. Jeff Licciardi, Sr.

\%

P, Strategic Partnerships.

Through our broadcast and digital PR
services, we deliver turnkey video and
media distribution solutions at scale.
Industry-leading studio, remote and
virtual media tours deliver high-quality
interviews and guarantee a minimum of
30 million impressions.

We’re also known for our award-win-
ning PSA production and proprietary dis-
tribution, tracking and reporting.

DEFINITION 6 also offers: Web
Design/Dev., Analytics & Data, App
Development, and has an award-win-
ning Entertainment team. Please visit
our website or reach out directly for more
information.

North American Network, 5335 Wisconsin
Avenue NW, #440, Washington, DC 20015.
202/243-0592. info@nanradio.com;
www.nanradio.com. Tom Sweeney,
President; Tammy Lemley, Vice President.
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Radio is America’'s most-trusted
medium: It's intimate, convenient, flex-
ible, and an excellent way to connect
with audiences. We can help you reach
specific demographics and markets —
including in Spanish. And, we'’re able
to quickly and easily customize your
outreach—utilizing such techniques as
one-on-one interviews, pre-recorded
news soundbites, and produced fea-
tures/PSAs. We've helped countless
companies, organizations, government
agencies, and PR firms make their cam-
paigns radio-friendly—ensuring that their
messages are heard.
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Pitching Monkeys Media, Waldwick, NJ
07643.201/214-9611.
mark@pitchingmonkeys.com;
www.pitchingmonkeysmedia.com.

Mark Ganguzza, President.

See full listing under Satellite Media
Tours.

Strauss Media Strategies, Inc., 529

14th St., N.W., #1163, Nat’l Press Bldg.,

Washington, DC 20045. 202/638-0200.
info@straussmedia.com;
www.straussmedia.com.

New York, NY
newyork@straussmedia.com
Los Angeles, CA

losangeles @straussmedia.com

Richard Strauss, President

Proudly celebrating our 27th anniver-
sary in 2023, Strauss Media Strategies,
Inc., is the nation’s premier public
relations, communications, and strat-
egy firm specializing in television
and radio, on-air and online. Not just
another “crank it out booking service,”
Strauss Media Strategies works closely
with its clients to develop campaign-spe-
cific strategies and tactics that get quality
results. We make the booking process
easy for you with a focus on quality and
results.

Collectively, our staff brings more than
270 years of broadcast experience and
judgment to our clients, delivering tens of
thousands of interviews throughout our
company history with a strong commit-
ment to quality.

Strauss Media specializes in booking
television satellite media tours with
local stations, national broadcast and
cable networks, network feeder services,
syndicated programs and high-visibility
digital platforms. We expertly manage
every aspect of your SMT including the
booking of all interviews, studio rental
and equipment, satellite uplink, make-up
and catering services, and all other tech-
nical and production needs to make your

WWW.0DWYERPR.COM

SMT the most successful it can be.

During COVID, our teams were able
to pivot and delivered SMTs remotely
with the spokespersons conducting the
interviews from the safety and security
of their homes. We have continued to
provide similar flexibility as needed, to
compliment the return to in-studio and
on-location tours.

We specialize in booking radio tours
with national news networks, nation-
ally syndicated shows, statewide,
regional, and local radio outlets in each
of the nation’s nearly 300 radio markets.
Strauss Media also conducts radio
and television ground tours, either
coordinating in-person interviews
on-location or in-studio.

We also specialize in booking digital
media and podcast tours.

Moreover, we script, produce, and dis-
tribute targeted audio news releases to
the nation’s largest radio networks with
the best “guaranteed-placement” in the
industry. In addition, Strauss Media pro-
vides:

*Audio Actuality Pitching and Place-
ment Systems

*Radio Promotions

*Public Service Announcements

*Audio and Video Podcasts

+Print, Digital, and Radio Paid Adver-
tising Production and Placement

Live Remote Broadcasts

+Customized Broadcast E-mailing to
Radio & TV Stations and Shows.

-Satellite Uplinks and Downlinks

*Broadcast Media Training

We routinely work with political groups
such as the DNC, advocacy groups like
the Sierra Club; award-winning PR firms
like BCW, Edelman, Porter Novelli, MSL-
Group, Hager Sharp, and Weber Shand-
wick; non-profit clients; government
agencies like HRSA and the US Census
Bureau; associations; large-scale events
such as the major auto shows; major
companies like Uber, Facebook, and
General Motors; and we have worked
on hundreds of local, state and federal
political campaigns. The company is
also proud to be on the official GSA
Schedule.

When your campaign calls for televi-
sion and radio, Strauss Media Strate-
gies delivers the absolute best results
in the industry. You'll enjoy working with
our friendly staff of experienced public
relations media professionals. Contact
us today to discuss a customized
solution for your next broadcast out-
reach campaign!
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Research

profiles. Other services include concept
testing, feature prioritization, crisis com-
munications, customer satisfaction and
more. Contact us for hands-on support in
developing your next newsmaker survey.

point or another, have watched broad-
cast work wonders.

The Nielsen data is clear: 88% of
Americans are watching TV each week.
Your brand’s newsworthy story angle is

best told through your spokesperson. Let
4media group help you find your angle,
prepare talking points, optimize filming
conditions and book a schedule of inter-
views that gets your message the media
attention that it earns. Whether via a vir-
tual, in-studio or remote broadcast media
tour, 4media group can help your spokes-
people engage with your community in
just the right place at just the right time.
4media group also offers: radio media
tours, surveys/market research, full
media relations services, public service

Atomik Research, a part of 4media group
888-890-8066. hello@4media-group.com;
www.atomikresearch.com.

The Analyst Agency, 50 Fountain Plaza,
Suite 1400, Buffalo, NY 14202. 716/771-
0620. info@theanalystagency.com;
theanalystagency.com. Steven Czyrny.

Atomik Research is a full-service cre-
ative market research company deliver-
ing insightful results through quantitative,

qualitative and secondary research
approaches. With our roots in PR surveys,
we partner with brands to create medi-
agenic content that gets people talking.
However, we don’t stop there. We also
offer single-focus research executions
as well as bespoke multi-disciplinary
research approaches. Atomik powers
strategies with data-driven insights.

Atomik services include the following:

*PR surveys

*Brand Health Tracking

*Social Media and/or News Media
Landscape Analyses

+Competitor Share of Voice Analysis

+Social Listening and Crisis Monitoring

*Focus groups, In-Depth Interviews,
and other qualitative approaches

*Business Intelligence services

*GIS-Based Data Insights Mapping

+Audience Segmentation studies

*Brand-Impact-Focused Performance
Measurement

*Bespoke insights solutions

Researchscape International, 5077
Fruitville Rd., #120, Sarasota, FL 34232-
2272. 888/983-1675.
tcheevers@researchscape.com;
researchscape.com. Tony Cheevers.
Researchscape International (www.
researchscape.com) is an agile mar-
ket research consultancy delivering
high-quality custom and omnibus sur-
veys, automated reporting tools as well
as other research-related services, to
marketers and agencies. Our surveys are
frequently used to power news releases,
help generate journalist interviews, drive
thought leadership, support content cre-
ation and help grow organizations’ public

The Analyst Agency is an operations
& strategic consulting firm that provides
comprehensive qualitative and quantita-
tive market research, media and industry
analysis, and advanced media monitor-
ing services for startups, large compa-
nies, and public relations firms. We have
been cited as experts in market research
and consulting in many prominent pub-
lications including The Free Press
Journal, Personal Real Estate Investor
Magazine, Market Watch, and Influencer
Daily, among others.

Satellite Media Tours

4media group 888-890-8066.
hello@4media-group.com;

www.4media-group.com.

As global integrated media experts,
4media group offers forward-thinking
Intelligence, Content, Communications,
and Digital services that deliver measur-
able results for our clients. By exceed-
ing expectations and going above and
beyond for our clients every day, we
strive to be the most trusted communica-
tions agency partner.

We cut our teeth in the broadcast
world, where our belief in classic broad-
cast tactics like satellite and radio media
tours quickly turned our small agency
into an internationally recognized
full-service communications firm. 4media
group believes in broadcast because of
our unique makeup. We are journalists,
producers and directors, PR profession-
als and marketers, and all of us, at one
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announcements, media buying, creative
video production, podcast production,
social media management and influ-
encer marketing.

A-1 Broadcast, 2030 Powers Ferry Rd.,
Suite 400, Atlanta, GA 30339. 770/790-
3690. beverly@a-1broadcast.com;
www.A-1Broadcast.com. Beverly Brunston,
President.

A-1 Broadcast was formed by a former
Television News Director. A-1 Broad-
cast’s staff has over 100 years of major
market TV and Public Relations broad-
cast experience, which translates into
successful projects and results for our cli-
ents. A-1 Broadcast works with PR Agen-
cies and Fortune 500 companies for their
Broadcast PR needs such as Satellite
Media Tours, Radio Media Tours, Virtual
Media Tours and Brand Integration.

Artisan Production House, 110 East 25th
St., Floor 2, New York, NY 10010. 347/351-
4804. erin@artisanproductionhouse.

com; kara@artisanproductionhouse.com;
www.artisanproductionhouse.com. Erin
Lahey Schwitter, Producer/Partner; Kara
Leibowitz, Producer/Partner.

Artisan Production House is a full-ser-
vice production house specializing in
book publicity as well as food & lifestyle
publicity. We create content that res-
onates with your audience and keeps

Continues on next page
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ARTISAN PRODUCTION continued

them engaged. Our innate understand-
ing of story relevance, along with our
personal relationships with TV producers
and media influencers throughout the
country, gets your story heard. We’'ll help
you deliver your messages seamlessly
and with style utilizing our high-end
production capabilities (including film-
style shooters and professional graphic
designers and animators). Artisan’s
in-studio & on-location satellite junkets
include quality bookings that are actually
seen, spot-on custom craft services and
a fresh, modern design aesthetic. Addi-
tional services include radio media tours,
stunning branded content food videos,
original book promotional videos and
select matchmaking between celebrity
talent and brands.

Our clients include Food Network/
Discovery+, Penguin Random House,
The Wonderful Company, Le Creuset of
America and commodity boards ranging
from the National Onion Association to
Grapes from California.

D S Simon Media, 229 West 36th St., 9th
flr., New York, NY 10018.

E: news@dssimonmedia.com

T: 212-736-2727

dssimon.com

D S Simon Media helps clients get their
stories on television, through satellite
media tours and by producing and dis-
tributing video content to the media. Our
clients include top brands in healthcare,
travel, consumer goods, entertainment,
technology, retail as well as leading
non-profits and organizations delivering
public affairs, CSR and DE&I messages.
While it's harder than ever to get your
story on cable or network news, there’s
a greater opportunity to get your experts
and spokespeople on local news via
satellite media tours. The power of local
TV news is sometimes overlooked, how-
ever, according to Pew Research Cen-
ter, local TV has a larger audience than
either cable or network TV. A satellite
media tour allows you to establish your
experts as leaders in the subject and cre-
ate awareness for your brand or product
through personalized messaging.

Our media tours include 25-30+ book-
ings and a 40 million audience guaran-
tee.
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DEFINITION 6, 218 West 40th St., 2nd flr.,
New York, NY 10018. 716/560-3371. Jeft.
Licciardi@definition6.com; definition6.
com/services/. Jeff Licciardi, Sr. VP,
Strategic Partnerships.

Through our broadcast and digital PR
services, we deliver turnkey video and
media distribution solutions at scale.
Industry-leading studio, remote and
virtual media tours deliver high-quality
interviews and guarantee a minimum of
30 million impressions.

We’re also known for our award-win-
ning PSA production and proprietary dis-
tribution, tracking and reporting.

DEFINITION 6 also offers: Web
Design/Dev., Analytics & Data, App
Development, and has an award-win-
ning Entertainment team. Please visit
our website or reach out directly for more
information.

KEF Media, 1161 Concord Rd. SE, Smyrna,
GA 30080. 404/605-0009.
yhanak@kefmedia.com; lbuckley@
kefmedia.com; www.kefmedia.com. Kevin
Foley, Yvonne Hanak, Linda Buckley.

KEF Media is the go-to broadcast
media partner for many of the world’s
most notable brands. With customized
plans, honest counsel, unrivaled client
service and strong results, KEF Media
continues to adapt its offerings to serve
clients’ ever-evolving needs.

Specialties:

*Earned and Guaranteed Media
Options

-Satellite, Internet and Radio Tours
(Virtual, Studio or Remote)

*Customized Media Days/Junkets

*B-Roll & Sound Bites

+Co-op Alternatives

*Audio News Releases

*Matte Releases

Moldow Communications LLC 201/519-
3075. jmoldow@MoldowCommunications.
com; www.moldowcommunications.com.
Jim Moldow, President.

WWW.0DWYERPR.COM

Murray Hill Studios, 248 East 35th St.,

New York, NY 10016. 212/889-4200.
Ourteam@murrayhillstudios.com;
www.murrayhillstudios.com. Contact:
Jahaneen Johnsen.

See full listing under Television (TV)
Production.

Newman Group Inc., The, 220 E. 63rd

St., New York, NY 10065. 212/838-

8371. hello@newmangroup.com; Www.
newmangroup.com. Richard Newman, Pres.

See full listing under Media Training.

Pitching Monkeys Media, Waldwick, NJ
07643.201/214-9611.
mark@pitchingmonkeys.com;
www.pitchingmonkeysmedia.com.

Mark Ganguzza, President.

*Media Consultants -
Planning / Strategizing
-Satellite Media Tours (SMT) -
Studio / Virtual / On-Location
*Radio Media Tours (RMT)
*Media Training
*Podcasts - Stand-alone
*Audio News Releases (ANR)
*Public Service Announcements (PSA) -
TV / Radio
*B-Roll and Video Production
+Full Production Services
+In-Studio Interviews
*English, Spanish and more

Prime Time Media, Studios in Los Angeles,
New York City, Chicago, San Francisco,
Toronto, Vancouver, London. 310/559-
0445; 310/709-1109.
info@primetimemedia.us;
www.prime-timemedia.com.

Neisha Cohen, Founder/Owner.

Prime Time Media is one of the most
trusted organizations in the industry.
With our 28 years in the business, we
excel at media relations, media distribu-
tion, and all forms of broadcast and digi-
tal communications. We create strategies
and solutions to help brands, agencies,
all sectors of entertainment, publishing,



2023 PR BUYER'S GUIDE SOCIAL MEDIA

sports, health, beauty, lifestyle that gar-
ners mass media impressions.

As producers at the highest rated net-
work morning and late-night programs,
we know how producers think and
what they want.

«Virtual Internet Tours

Satellite Media Tours

+Digital Media Tours

*Radio Tours

Satellite Feeds

+In-Studio Media Placement

Along with longstanding relationships
with decision-makers in all media we
position you for success. We coordinate
every project with detail, professional-
ism, diligence, and creativity. We get
you the best media placement for your
message and within your budget. Plus,
we target and get the largest audience
and amass the most media impres-
sions for you. That’s our job.

PRIME TIME MEDIA: WHEN YOU
WANT THE WORLD TO KNOW WHAT
YOU’RE DOING

Strauss Media Strategies, Inc., 529
14th St., N.W., #1163, Nat’l Press Bldg.,
Washington, DC 20045. 202/638-0200.
info@straussmedia.com;
www.straussmedia.com.

New York, NY
newyork@straussmedia.com
Los Angeles, CA
losangeles@straussmedia.com

Richard Strauss, President

Proudly celebrating our 27th anniver-
sary in 2023, Strauss Media Strategies,
Inc., is the nation’s premier public
relations, communications, and strat-
egy firm specializing in television
and radio, on-air and online. Not just
another “crank it out booking service,”
Strauss Media Strategies works closely
with its clients to develop campaign-spe-
cific strategies and tactics that get quality
results. We make the booking process
easy for you with a focus on quality and
results.

Collectively, our staff brings more than
270 years of broadcast experience and

judgment to our clients, delivering tens of
thousands of interviews throughout our
company history with a strong commit-
ment to quality.

Strauss Media specializes in booking
television satellite media tours with
local stations, national broadcast and
cable networks, network feeder services,
syndicated programs and high-visibility
digital platforms. We expertly manage
every aspect of your SMT including the
booking of all interviews, studio rental
and equipment, satellite uplink, make-up
and catering services, and all other tech-
nical and production needs to make your
SMT the most successful it can be.

During COVID, our teams were able
to pivot and delivered SMTs remotely
with the spokespersons conducting the
interviews from the safety and security
of their homes. We have continued to
provide similar flexibility as needed, to
compliment the return to in-studio and
on-location tours.

We specialize in booking radio tours
with national news networks, nation-
ally syndicated shows, statewide,
regional, and local radio outlets in each
of the nation’s nearly 300 radio markets.
Strauss Media also conducts radio
and television ground tours, either
coordinating in-person interviews
on-location or in-studio.

We also specialize in booking digital
media and podcast tours.

Moreover, we script, produce, and dis-
tribute targeted audio news releases to
the nation’s largest radio networks with
the best “guaranteed-placement” in the
industry. In addition, Strauss Media pro-
vides:

*Audio Actuality Pitching and Place-
ment Systems

*Radio Promotions

Public Service Announcements

*Audio and Video Podcasts

+Print, Digital, and Radio Paid Adver-
tising Production and Placement

Live Remote Broadcasts

*Customized Broadcast E-mailing to
Radio & TV Stations and Shows.

+Satellite Uplinks and Downlinks

*Broadcast Media Training

We routinely work with political groups
such as the DNC, advocacy groups like
the Sierra Club; award-winning PR firms
like BCW, Edelman, Porter Novelli, MSL-
Group, Hager Sharp, and Weber Shand-
wick; non-profit clients; government
agencies like HRSA and the US Census
Bureau; associations; large-scale events
such as the major auto shows; major
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companies like Uber, Facebook, and
General Motors; and we have worked
on hundreds of local, state and federal
political campaigns. The company is
also proud to be on the official GSA
Schedule.

When your campaign calls for televi-
sion and radio, Strauss Media Strate-
gies delivers the absolute best results
in the industry. You’ll enjoy working with
our friendly staff of experienced public
relations media professionals. Contact
us today to discuss a customized
solution for your next broadcast out-
reach campaign!

Search Engine
Optimization

Lightbox Search, 135 Madison Ave., floor
8, New York, NY 10016. 212/235-0248.
info@lightboxsearch.com;
lightboxsearch.com. Jim Gold, Project Dir.

Social Media

Feintuch Communications, 11 East 44th
St., Suite 1201, New York, NY 10017.
212/808-4900. info@feintuchpr.com;
www.feintuchcommunications.com. Henry
Feintuch, President.

Chatter about your company is hap-
pening across the web, so why not join
the conversation?

Feintuch Communications offers a
comprehensive solution for b-to-b com-
panies looking to incorporate or enhance
their social media presence in their
marketing arsenal. Each program is
designed to support the company’s busi-
ness objectives and PR/marketing goals.
Programs include an analysis of the cur-
rent industry landscape and competitors;
a calendar of planned updates; content
creation; community building and man-
agement; and measurement.

Let us help you have purposeful con-
versations with clients, prospects, part-
ners, employees, investors, journalists
and others that touch your organization.
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Marketing Maven, 2390 C Las Posas Rd.,
#479, Camarillo, CA 93010. 310/994-7380.
lindsey@marketingmaven.com;
www.marketingmaven.com. Lindsey
Carnett, Pres.

Marketing Maven is not your typical
PR firm. With origins in direct response
public relations, Marketing Maven utilizes
advanced metrics to measure their cli-
ents’ marketing reach and provide valu-
able competitive analysis. Their client
campaigns have won national awards for
driving revenue upon launching. Social
media services include content, promo-
tions and advertising to drive engage-
ment and sales. Blogger and influencer
relations are also available services.

Tier One Partners, 129 South St., Boston,
MA 02111. 617/918-7060.
kwilson@tieronepr.com; www.tieronepr.com.
Kathy Wilson.

Speakers Service (Talent)

Capitol City Speakers Bureau, 6500
Carlisle Bend, Springfield, IL 62711.
800/397-3183. info@capcityspeakers.com;
www.capcityspeakers.com;
www.speakersfornurses.com. Mike Klemm,
Pres.

World Class Speakers & Entertainers,
5158 Clareton Drive, Ste. 1034, Agoura
Hills (County of Los Angeles), CA 91376.
818/991-5400. jkessler@wcSpeakers.com,;
wcese@wcSpeakers.com;
www.wcspeakers.com. Joseph 1. Kessler,
Pres.

Searching for a speaker or entertainer
for your next live or virtual event?

World Class Speakers & Entertainers
will enhance your next event by providing
the appropriate speaker or entertainer
to fit your program and budget require-
ments.

You can choose speakers who are
experts in such fields as business, the
environment, technology, entertainment,
sports, law, government, history, finance
and much more.
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Visit www.wcspeakers.com for further
details on selecting a speaker for your
next live or virtual event.

Special Events

Tier One Partners, 129 South St., Boston,
MA 02111. 617/918-7060.
kwilson@tieronepr.com; www.tieronepr.com.
Kathy Wilson.

World Class Speakers & Entertainers,
5158 Clareton Drive, Ste. 1034, Agoura
Hills (County of Los Angeles), CA 91376.
818/991-5400. jkessler@wcSpeakers.com,;
wcese@wcSpeakers.com;
www.wcspeakers.com. Joseph 1. Kessler,
Pres.

See full listing under Speakers Service
(Talent).

Speechwriting

Newman Group Inc., The, 220 E. 63rd

St., New York, NY 10065. 212/838-8371.
hello@newmangroup.com;
www.newmangroup.com. Richard Newman,
Pres.

See full listing under Media Training.

Words Normalize Behavior LLC
wordsnormalizebehavior@gmail.com,;
wordsnormalizebehavior.com. Michael
Franklin.

Television (TV)
Production

Murray Hill Studios, 248 East 35th St.,
New York, NY 10016. 212/889-4200.
Ourteam@murrayhillstudios.com;
www.murrayhillstudios.com. Contact:
Jahaneen Johnsen.

Murray Hill Studios is a full-service
production facility in NYC providing high-
end live streaming and traditional broad-
cast production.

Services include: virtual media tours,
satellite media tours, interactive stream-
ing events, video podcasts, broad-
cast-quality ZOOM, Skype, and WebEx
interviews, Facebook Live segments,
live shots with domestic and international

WWW.0DWYERPR.COM

transmission, early education profes-
sional development videos, studio ser-
vices with green screens, kitchen sets
with a prep-kitchen, curved cyc, custom
sets, consulting, and so much more. Call
us at 212-889-4200, visit www.murray-
hillstudios.com or follow us on social:

* instagram.com/murrayhillstudios/

« twitter.com/murhillstudios

» www.facebook.com/murrayhillstudiosnyc

Strauss Media Strategies, Inc., 529
14th St., N.W., #1163, Nat’l Press Bldg.,
Washington, DC 20045. 202/638-0200.
info@straussmedia.com;
www.straussmedia.com.

New York, NY
newyork@straussmedia.com
Los Angeles, CA

losangeles @straussmedia.com

Richard Strauss, President

See full listing under SMTs and Radio.

Video

Artisan Production House, 110 East 25th
St., Floor 2, New York, NY 10010. 347/351-
4804. erin@artisanproductionhouse.

com; kara@artisanproductionhouse.com;
www.artisanproductionhouse.com. Erin
Lahey Schwitter, Producer/Partner; Kara
Leibowitz, Producer/Partner.

See full listing under Satellite Media
Tours.

Murray Hill Studios, 248 East 35th St.,
New York, NY 10016. 212/889-4200.
Ourteam@murrayhillstudios.com;
www.murrayhillstudios.com. Contact:
Jahaneen Johnsen.

See full listing under Television (TV)
Production.
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Virtual Meeting
Solutions

your audience — wherever they are.

If there’s one thing we set out to do,
it's making our clients’ lives easier. We
designed our web, video, and audio con-
ferencing services to simplify your life and
streamline your daily communications.

D S Simon Media, 229 West 36th St., 9th

For over 40 years, Connex Intl, a
certified woman owned business, has
focused on executive virtual meetings
and events. As a Connex client, you’ll

fir., New York, NY 10018.

E: news@dssimonmedia.com
T: 212-736-2727
dssimon.com

Connex International, 46 Federal Road,

Suite F, Danbury, CT 06810. 800/793-6404.

danielle@connexintl.com;

meeting.connexintl.com/connex-difference.

Deb Volansky, CEO.

You’ve got important things to say
and our goal is to make sure you are

have:

«Stability, flexibility, and availability —
we don’t turn our clients away.

*A U.S. and facilities-based provider
with a dedicated team assigned to you
and committed to your success.

*High-quality, reliable, scalable, and
secure web, video, and audio virtual

The future of virtual events is here and
it's the Metaverse. We are one of the few
companies to produce a successful live
broadcast event in a Metaverse envi-
ronment in 2022. The Metaverse Busi-

ness Conference combined the access
to the top thinkers in that industry with

heard.

At Connex Intl, we offer exactly what
you are looking for: effective, scalable,
and reliable virtual meeting solutions
built to suit you. It’s our business to pro-
vide tools to advance your ideas and
strategies and grow your business. We
want you to make a good impression on

the opportunity for the personal interac-
tion of an in-person trade show without
anyone having to travel. The audience
was able to connect with them and other
attendees personally and privately within
this Metaverse trade show environment.
They were able to use their computer or
phone to access the environment without
needing a headset or other equipment.
The B2B uses for Metaverse Events are
growing exponentially with video playing
a vital role. Our team can help yours pro-
duce virtual broadcast events and virtual
panel discussions in the Metaverse.

meetings that are simple to use.
SERVICES WE OFFER
*Operator Assisted Conferencing
*Webcast & Streaming Solutions
*Web & Video Conferencing
*Day-to-Day Conferencing
*Med/Pharma Solutions

Murray Hill Studios, 248 East 35th St.,
New York, NY 10016. 212/889-4200.
Ourteam@murrayhillstudios.com;
www.murrayhillstudios.com. Jahaneen
Johnsen.

See full listing under Television (TV)
Production.

Wehcasting

Connex International, 46 Federal Road,
Suite F, Danbury, CT 06810. 800/793-6404.
danielle@connexintl.com;
meeting.connexintl.com/connex-difference.
Deb Volansky, CEO.

Make your Meeting More Memorable
Unlock the power of visual commu-
nications with ConnexCastPRO Web-

casts.
If you’re searching for an effective
way to communicate, share information,
Continues on next page
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CONNEX INTERNATIONAL continued

engage with an audience, capture leads,
and generally be seen, a ConnexCast-
PRO webcast fits the bill. Our easy-to-
use cloud-based technology allows you
to deliver a high-quality virtual event
directly to your audience’s desktop.

If there’s one thing we set out to do,
it's making our clients’ lives easier. We
designed our web, video, and audio con-
ferencing services to simplify your life
and streamline your daily communica-
tions.

For over 40 years, Connex Intl, a
certified woman owned business, has
focused on executive virtual meetings
and events. As a Connex client, you’ll
have:

-Stability, flexibility, and availability —
we don't turn our clients away.

*A U.S. and facilities-based provider
with a dedicated team assigned to you
and committed to your success.

*High-quality, reliable, scalable, and
secure web, video, and audio virtual
meetings that are simple to use.

SERVICES WE OFFER

*Operator Assisted Conferencing

*Webcast & Streaming Solutions

*Web & Video Conferencing

*Day-to-Day Conferencing

*Med/Pharma Solutions

Murray Hill Studios, 248 East 35th St.,
New York, NY 10016. 212/889-4200.
Ourteam@murrayhillstudios.com;
www.murrayhillstudios.com. Contact:
Jahaneen Johnsen.

See full listing under Television (TV)
Production.

Newman Group Inc., The, 220 E. 63rd
St., New York, NY 10065. 212/838-8371.
hello@newmangroup.com;
www.newmangroup.com. Richard
Newman, Pres.

See full listing under Media Training.

Website Development

At Point Inc., P.O. Box 361, Roseland, NJ
07068. 973/324-0866; fax: 973/324-0778.
info@atpoint.com; www.atpoint.com. Mick
Gyure.
At Point provides website develop-
ment and maintenance services, and
can manage your project from end to

end. Clients receive personalized and
high-quality customer service, solutions
that fit their budgets, and the assurance
of At Point’s reliability.

DEFINITION 6, 218 West 40th St., 2nd flr.,
New York, NY 10018. 716/560-3371. Jeff.
Licciardi@definition6.com;
definition6.com/services/. Jeff Licciardi, Sr.
VP, Strategic Partnerships.

Through our broadcast and digital PR
services, we deliver turnkey video and
media distribution solutions at scale.
Industry-leading studio, remote and
virtual media tours deliver high-quality
interviews and guarantee a minimum of
30 million impressions.

We’re also known for our award-win-
ning PSA production and proprietary dis-
tribution, tracking and reporting.

DEFINITION 6 also offers: Web
Design/Dev., Analytics & Data, App
Development, and has an award-win-
ning Entertainment team. Please visit
our website or reach out directly for more
information.

Tier One Partners, 129 South St., Boston,
MA 02111. 617/918-7060.
kwilson@tieronepr.com; www.tieronepr.com.
Kathy Wilson.

Join PR’s biggest online marketplace for PR products & services—only $25

Name of Firm

Address

City, State, Zip

Phone

Staffers

Website

E-mail

Categories

For $225 more, you can add to your listing 75 words describing the unique nature of your product or service and a color logo.

This enhanced listing also comes with a subscription to O’'Dwyer’s magazine ($60 value).

75-word description (each additional 40 words is $125)

Need help? Contact Melissa Werbell, Director of Research, 646/843-2082 or melissa@odwyerpr.com
Form may be faxed to 212/683-2750
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INDEX OF LISTED COMPANIES
1-9

24-7 Press Release Newswire: Press
Release Distribution

4media group: Influencer Marketing,
Public Service Announcements, Radio,
Satellite Media Tours

5W Public Relations: Crisis Management

A

A-1 Broadcast: Satellite Media Tours

Abernathy MacGregor: Crisis
Management

Adrian Awards: Awards

Advertising Club of New York:
Associations

Advertising Specialty Institute:
Associations

AJB Communications: Crisis Management

Alliance for Women in Media: Associations

AME - Advertising & Marketing
Effectiveness Awards, New York
Festivals: Awards

American Association of Advertising
Agencies (4As): Associations

American Association of Political
Consultants: Associations

American Marketing Association, The:
Associations

American Society of Association
Executives (ASAE): Associations

American University, School of
Communication: Education

APEX Awards: Awards

ARC Awards: Awards

Artisan Production House: Satellite Media
Tours, Video

Association for Conflict Resolution:
Associations

Association for Education in Journalism
and Mass Communication: Associations

Association for Women in
Communications, The: Associations

Association of Marketing and
Communications Professionals:
Associations

Association of National Advertisers (ANA):
Associations

Association TRENDS Annual Trendy
Awards: Awards

Association TRENDS Salute to
Association Excellence Awards: Awards

Astrid Awards: Awards

At Point Inc.: Website Development

Atomik Research, a part of 4media group:
Research

Automotive PR Council, Original
Equipment Suppliers Assn.:
Associations
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AVA Digital Awards: Awards
Axia Public Relations: Crisis Management

Ball Consulting Group, LLC: Crisis
Management

Baruch College (CUNY), M.A. in
Corporate Communication: Education

Bell Ringer Awards: Awards

Big Apple Awards: Awards

Bishoff Communications LLC: Crisis
Management

Blaine Group, Inc., The: Crisis
Management, Integrated Marketing &
PR, Media Training

Bliss Group, The: Crisis Management

Boardroom Communications Inc.: Crisis
Management

Bospar: Crisis Management

Bowling Green State University, School of
Media and Communication: Education

Brian Simon Associates: Executive
Search

Bronze Anvil Awards of PR Society of
America: Awards

Bulldog PR Awards: Awards

Butler Associates, LLC: Crisis
Management

C

Cameron Communications Inc.: Media
Training

Cannes Lions Awards: Awards

Capitol City Speakers Bureau: Speakers
Service (Talent)

Capitol Communicator: Newsletters

Cavanaugh & Associates Inc.: Celebrities

Celebrity Access, Inc.: Celebrities

Cerrell Associates, Inc.: Crisis
Management

Chief Marketing Officer Council:
Associations

Clarion Awards: Awards

CLIO Awards: Awards

CODIE Awards, EXCEL Awards, IMPACT
Awards, Neal Awards: Awards

Columbia University, M.S., Strategic
Communication: Education

CommCore, Inc.: Crisis Management

Communicator Awards: Awards

Communitas Awards: Awards

Complete Broadcasting Industry Guide,
The: Television, Radio, Cable &
Streaming: Directories

Comsint: Crisis Management

Connect360 MultiMedia: Public Service
Announcements

Connex International: Digital Media Tours,
Virtual Meeting Solutions, Webcasting

WWW.0DWYERPR.COM

CoverageBook: Clipping Services,
Measurement & Evaluation

CPR, The International Institute For
Conflict Prevention and Resolution:
Associations

Crosswind Media and Public Relations:
Crisis Management

D S Simon Media: Satellite Media Tours,
Virtual Meeting Solutions

DEFINITION 6: Media Tours/Roadshows,
Public Service Announcements,
Radio, Satellite Media Tours, Website
Development

Directory of Business Information
Resources: Directories

dotCOMM Awards: Awards

Dragon Horse Ad Agency: Crisis
Management

Drexel University: Education

E

Edelman: Crisis Management
ExpertClick: Newswires/Press Services,
Press Release Distribution

F

Feintuch Communications: Crisis
Management, Media Training, Social
Media

FGS Global: Crisis Management

Fineman PR: Crisis Management

Finn Partners: Crisis Management

FleishmanHillard: Crisis Management

Florida PR Association: Associations

FTI Consulting Strategic Communications:
Crisis Management

G

G&S Business Communications: Crisis
Management

Galaxy Awards: Awards

George Washington University, Master’s
in Strategic Public Relations: Education

Georgetown University, School of
Continuing Studies, Master’s in Public
Relations & Corporate Comms.:
Education

Gladstone Place Partners: Crisis
Management

Gold Anvil Award of PR Society of
America: Awards

Gold Quill Awards: Awards
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Golden Trumpet Awards: Awards

Gonzaga University, Online M.A.,
Communication and Leadership
Studies: Education

Gould+Partners LLC: CPA/Consulting
Services, Management Consultants,
Mergers & Acquisitions

H

Havas Formula: Crisis Management

Headquarters USA Directory: Directories

Hechkoff Executive Search Inc.: Executive
Search

Hermes Creative Awards: Awards

Hispanic Public Relations Association:
Associations

Hospitality Sales & Marketing Association
Int’l.: Associations

Hudson’s Washington News Media
Contacts Guide: Directories

iBravo! Awards: Awards

ICR: Crisis Management

Infinite Global: Crisis Management

iNova Awards: Awards

Institute for PR: Associations

International Association of Business
Communicators (IABC): Associations

International Association of Business
Communicators (IABC), Wash., D.C.
Chapter: Associations

International Association of Speakers
Bureaus: Associations

International Women’s Media Foundation:
Associations

Issues Management Group: Crisis
Management

J

Jack Felton Medal for Lifetime
Achievement: Awards

Jacobs Consulting & Executive Coaching:
Executive Coaching

Joele Frank: Crisis Management

K

KARV Communications: Crisis
Management

KEF Media: Digital Media Tours, Satellite
Media Tours

Kekst CNC: Crisis Management

Kivvit: Crisis Management

L

L.C. Williams & Associates: Crisis
Management

Leadership Connect: Directories

Levinson Group (TLG), The: Crisis
Management

Lightbox Search: Search Engine
Optimization

M

Marathon Strategies LLC: Crisis
Management

MarCom Awards: Awards

Marketing Maven: Integrated Marketing &
PR, Social Media

Matrix Awards: Awards

Mercury Awards: Awards

MIIEN Consultancy: Corporate Image
Consultants

Moldow Communications LLC: Satellite
Media Tours

Monday Talent: Executive Search

Montgomery Strategies Group, The: Crisis
Management, Media Training

Murray Hill Studios: Satellite Media Tours,
Television (TV) Production, Video,
Virtual Meeting Solutions, Webcasting

Museum of Public Relations, The:
Associations

MWWPR: Crisis Management

N

NAGC Communicator of the Year Award:
Awards

National Association of Broadcasters:
Associations

National Association of Government
Communicators: Associations

National Black Public Relations Society:
Associations

National Council for Marketing & Public
Relations (NCMPR): Associations

National Foundation for Women
Legislators: Associations

National Hispanic Media Coalition:
Associations

National Institute for Lobbying & Ethics,
The: Associations

National Investor Relations Institute:
Associations

National Press Club, The: Associations

National School PR Association:
Associations

New York Festivals, TV & Film Awards:
Awards

New York Financial Writers’ Association:
Associations
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New York Women in Communications
(NYWICI): Associations

Newman Group Inc., The: Digital Media
Tours, Media Tours/Roadshows,
Media Training, Satellite Media Tours,
Speechwriting, Webcasting

North American Network: Public Service
Announcements, Radio

Northeastern University College of
Professional Studies, Online M.S.,
Corporate and Organizational
Communication: Education

NYU School of Professional Studies,
Executive M.S. in Marketing and
Strategic Comms.: Education

(o)

O’Dwyer’s Directory of Public Relations
Firms: Directories

O’Dwyer’s Public Relations Newsletter:
Newsletters

Online News Association: Associations

Original U.S. Congress Handbook, The:
Directories

Outstanding Educator Award of PR
Society of America: Awards

P

Padilla: Crisis Management

Page (Arthur W. Page Society):
Associations

Paragon Awards: Awards

Paul M. Lund Public Service Award of PR
Society of America: Awards

Pennsylvania Association for Government
Relations: Associations

Peppercomm, Inc.: Crisis Management

Philadelphia PR Association: Associations

Pitching Monkeys Media: Media Tours/
Roadshows, Radio, Satellite Media
Tours

Polpeo: Crisis Management

Power of A Awards: Awards

PR Club: Associations

PR Council: Associations

PR News Awards: Awards

PR Professional of the Year Award of PR
Society of America: Awards

PR World Alliance: Public Relations
Networks

Prime Time Media: Digital Media Tours,
Satellite Media Tours

Promotional Products Association Int'l.:
Associations

Propel PRM: Press Release Distribution

PRSA/Georgia Chapter: Associations

PRSA/Los Angeles Chapter: Associations

PRSA/National Capital Chapter:
Associations
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PRSA/NCC National Capital Excellence in
Comm. Awards: Awards

PRSA/New York Chapter: Associations

Public Affairs Council: Associations

Public Communications Inc.: Crisis
Management

Public Relations and Marketing
Excellence Awards: Awards

Public Relations Boutiques Int’l: Public
Relations Networks

Public Relations Society of America
(PRSA): Associations

Public Relations Student Society of
America (PRSSA): Associations

Publicity Club of Chicago: Associations

Publicity Club of New York: Associations

Purdue University, Online M.S. in
Communication: Education

Q

Qorvis Communications: Crisis
Management

Questar Awards: Awards

Quinnipiac University, M.S. in Public
Relations: Education

R

Rachel Harrison Communications: Crisis
Management

Radio Television Digital News Association:
Associations

Ragan’s PR Daily Awards: Awards

REBRAND 100 Global Awards: Awards

Reevemark: Crisis Management

Rephonic: Influencer Marketing

Reputation Doctor® LLC: Crisis
Management

Researchscape International: Research

Revive: Crisis Management

Rosica Communications: Crisis
Management

Rutgers University School of
Communication and Information, Master
of Communication and Media Program:
Education

S

SABRE Awards: Awards

Scudder Training & Consulting, Ken:
Media Training

Send2Press® Newswire, a service of

2023 PR BUYER’S GUIDE

Seton Hall University, M.A,,
Communications: Education

She Runs It (Formerly Advertising Women
of NY): Associations

SHOOT Publicity Wire: Newswires/Press
Services

Sigma Delta Chi Awards: Awards

SlIA, Software & Information Industry
Assn.: Associations

Silver Anvil Awards of PR Society of
America: Awards

Silver Apple Awards: Awards

Simmons College, B.A., Communications:
Education

Sitrick And Company: Crisis Management

Sloane & Company: Crisis Management

Society for Advancing Business Editing
and Writing (SABEW): Associations

Society for Technical Communication:
Associations

Society for Technical Communication,
STC Awards: Awards

Society of American Travel Writers
(SATW): Associations, Awards

Society of Professional Journalists:
Associations

Stanton: Crisis Management

Stevens Group, The: Mergers &
Acquisitions

Stevie Awards: Awards

Strategic Objectives: Crisis Management

Strauss Media Strategies, Inc.: Electronic
Newsfeeds/Satellite Services, Media
Tours/Roadshows, Public Service
Announcements, Radio, Satellite Media
Tours, Television (TV) Production

Syracuse University, S.I. Newhouse
School of Public Communications:
Education

T

Telly Awards, The: Awards

The Analyst Agency: Research

Tier One Partners: Annual Reports/
Design/Branding, Copywriters,
Crisis Management, Graphic Design
Services, Integrated Marketing & PR,
Measurement & Evaluation, Media
Tours/Roadshows, Media Training,
Mergers & Acquisitions, Newsletters,
Social Media, Special Events, Website
Development

Tierney: Crisis Management

TJM Communications, Inc.: Crisis

Neotrope®: Press Release Distribution Management
Torrenzano Group, The: Crisis
Management
82 JANUARY 2023 | WWW.ODWYERPR.COM

Tufts University, Gerald J. & Dorothy R.
Friedman School of Nutrition Science
and Policy, Food and Nutrition Policy
and Programs: Education

V)

U.S. Travel Association: Associations

University of Florida, College of
Journalism & Communications:
Education

University of Maryland, College Park, The
Dept. of Communication: Education

University of Memphis, The, College of
Communication and Fine Arts, Dept.
of Journalism and Strategic Media:
Education

USC Annenberg School for
Communication and Journalism, M.A.,
Public Relations and Advertising:
Education

\'

Viddy Awards: Awards

w

Washington Women in PR: Associations

Washington Women in Public Relations
(WWPR) Woman of the Year Award:
Awards

Weber Shandwick: Crisis Management

West Virginia University, Online M.S.,
Integrated Marketing Communications:
Education

Woman of the Year Award: Awards

Women in Government Relations:
Associations

Women in PR North America:
Associations

Words Normalize Behavior LLC: Media
Training, Speechwriting

World Class Speakers & Entertainers:
Celebrities, Speakers Service (Talent),
Special Events

World Radio TV Handbook: Directories

Worldcom Public Relations Group: Public
Relations Networks

Y

Yearbook of Experts: Directories









