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White House’s May Communications Meltdown

It’s an unpopular position, but I'm at the point where I actually feel sorry for White House
press secretary Sean Spicer. The guy’s job is basically equivalent to chasing a loose ballon around
the room and explaining, in real-time, to a firing squad of reporters armed with cameras and
microphones, how the ballon’s erratic movements are completely rational and logical, the result
of deliberate and carefully-planned maneuvered and planned political craft.

The Trump administrations’ communications protocol has been so abysmal,

the White House has been besieged by chaos

The strategy thus far has been to deflect, give multiple, conflicting accounts

their inability to remain on the same page the best lie wins.

It remains debatable whether they’re all so bad at their jobs or whether their follies are sim-
ply an inevitable reaction to doing being hired to do the impossible: to spin what are obvious
cases of gross incompetence and inarguably inarticulate into some sort of deliberate chesswork
being played by a brilliant tactician who's pulling the strings of media theater and not someone
who’s desperate movements of in crisis and trying to put out a fire.

Perhaps the greatest challenge of writing about the Trump administration is the prospect of
just keeping up. There’s a stunning revelation emerging from the White House virtually every
day. It’s exhausting.

In case you need a refresher:

Jared Kushner, the President’s son-in-law and senior adviser, had suggested to Russia ambas-
sador Sergey Kislyak the creation of a secret back-channel communications between Russian
officials and the Trump transition team shortly after the election.

Ousted national security advisor Michael Flynn, who had lied to the White House about the
nature of communications hed had with Russia Ambassador Sergey Kislyak

who took $65,000 from Russia-linked companies that he didn't disclose with the Justice De-
partment, as required by law.

Former acting Attorney General Sally Yates, who was fired in January for refusing to enact
Trump’s travel ban, in May at a Senate hearing attempted to alert the Trump administration
that Flynn was a potential target for blackmail by the Russian government. Trump, of course,
held onto Flynn for several more weeks until news broke that hed lied about his connections to
Russia. Reports later surfaced that President Obama had also attempted to warn Trump about
the same thing. It was later revealed that the Trump transition team knew Flynn was under
investigation and made him national security advisor regardless

Trump abruptly fired FBI director James Comey in May

The official story, as given by the deputy attorney general, had been that Comey’s ouster was
unrelated to the Russia inquiry, and that it was his botched handling of the investigation into
Hillary Clinton’s use of a private email server while she was Secretary of State —

Trump later went off message during a television interview and admitted Comey’s firing was
actaully about “this Russia thing?”

who, days before his ouster, requested that the Justice Department deepen their resources for
the bureau’s investigation into possible Russia meddling in the 2016 election and their possible
connections to the Trump camp.

Tump had also allegedly requested that Comey, in a private February meeting, to shut down
the bureau’s investigation of Flynn’s ties to Russia, igniting accusations that Trump had essen-
tially obstructed justice.

White House communications director Mike Dubke has resigned from his post after less
than three months on the job. Dubke succeeded Jason Miller, who similarly resigned from
the communications director post only days after taking the position. Apparently, the job is
so terrible that potential successors so far have asked that their names be withdrawn from
consideration

Trump divulged highly classified intel to Russia’s foreign minister and ambassador during a
May meeting in the Oval Office that had provided by Israel, regarding an Islamic State terrorist
plot that involved the use of laptop computers on aircraft.

Media outlets in May reported that intelligence gathered by U.S. spies found that Russian
officials were deliberately attempting to influence Flynn and Manafort as a means of within
Trump’s camp.

The House Intelligence Committee has issued subpoenas for Flynn as well as Trump’s lawyer,
Michael Cohen, as part of its Russia investigation

Meanwhile, the Justice Department, against the White House’s objections, decided to appoint
a special prosecutor, Former FBI Director Robert Mueller, to oversee the investigation into
Russia’s possible interference election. This provoked Trump to proclaim that he was the victim
of the “single greatest witch hunt of a politician in American history!”

“Ultimately, the best messenger is the President himself,” Spicer said during a May briefing.
“He’s always proven that” Indeed.
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Topic often determines web traffic sources

A recent analysis of where online audiences are likely to discover
articles by varying topics offers insights for publishers and marketers

looking to drive readership and improve visibility.

ublishers routinely spend a dizzying

amount of time refining and retooling

algorithms in an attempt to improve
search engine optimization, but do they
ever consider how an article’s subject matter
influences where readers are likely to find
it?

A recent analysis of more than 10 mil-
lion online articles by technology company
Parse.ly sheds some light on how readers
find their way to articles on the Internet. As
it turns out, an article’s likely referral sourc-
es vary widely depending on its subject, and
understanding where audiences are most
likely to stumble upon a particular story
offers invaluable insights to publishers and
marketers looking to drive readership and
improve visibility.

For example, articles focusing on enter-
tainment get an inordinate amount of their
traffic from Facebook, accounting for 61
percent of external referrer traffic versus

By Jon Gingerich

Google search, at 29 percent. For articles fo-
cusing on lifestyle, the scales are even more
unbalanced, drawing 87 percent of their
external traffic from Facebook, versus only
about seven percent from Google. Similar
trends can be seen in articles focusing on
education and U.S. presidential politics,
which both receive 59 percent of their traf-
fic from Facebook versus 21 and 25 percent
from Google, respectively.

On the other hand, articles pertaining
to the world economy see 43 percent of
their external traffic originate from Google
searches while only 36 percent of their traf-
fic comes from Facebook; articles special-
izing in technology get 61 percent of their
traffic from Google and 21 percent from
Facebook; sports stories achieve 50 percent
of their traffic from Google and 19 percent
from Facebook; and business stories net 47
percent of their traffic from Google versus
14 percent from Facebook.
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Google especially leads in job postings,
driving 84 percent of all traffic to content
focusing on this subject, versus only 12 per-
cent for Facebook.

According to Parse.ly, Facebook is now
the largest source of external referrer traffic,
accounting for 39 percent of all known ex-
ternal traffic last year, compared to Google’s
35 percent (Twitter accounted for a distant
third, at 10 percent.). In May, the top sourc-
es by external referral were Facebook (40
percent), Google (37 percent), Twitter (2.3
percent) and Yahoo! (1.8 percent). O

Workplace subject to
comms. disconnect

early three-fourths of communi-

cations departments claim to have

problems keeping employees “on
brand and on message” when sharing com-
pany news and information, according to
a recent survey of communications profes-
sionals conducted by Dynamic Signal.

The survey, titled “The State of Workplace
Communications,” suggests that many com-
panies appear stricken by a lack of aware-
ness regarding the effects poor internal
communications can have on work teams
(59 percent admitted they don’t know the
fiscal impact that poor internal communi-
cations can have on a company.).

As a result of this lack of awareness, many
companies continue to rely on outdated
modes of communication when attempting
to share information. Only 17 percent of re-
spondents reported that their company had
invested in software for internal communi-
cations purposes. Most cited email as the
most effective current means of inter-team
communication, even though more than
half of the global workforce currently does
not have a corporate email address and can't
be easily reached by email.

While ensuring that staff feel informed
and connected was cited as a top concern
among communications departments, the
survey suggests that disconnection amid
widening gaps between distribution chan-
nels now characterize today’s increasingly
remote workforce, all factors that can lead to
poor internal communications. 44 percent
of communication professionals said they
felt frustrated by the current tools and lack
of platforms available to reach employees in
a timely, effective and measurable fashion.

The study also reported that 37 percent of
respondents claimed that internal silos pose
the greatest challenges for communications
professionals when it comes to effective
workplace communications. O



Word of mouth top resource for finding PR firms

A recent survey finds that a majority of companies discover PR and communications agency partners
primarily through word-of-mouth recommendations.

ord gets around. Contrary to
what many might expect, Goo-
gle, LinkedIn and the trade me-

dia aren’t the top resources industry lead-
ers rely on when searching for their next
communications agency of record.

In fact, according to a recent survey of
agency hiring practices, more than three
quarters — 76 percent — of companies
said they actually find PR and communi-
cations agencies through word-of-mouth
recommendations from industry peers.

Only about 20 percent of companies said
they use Google or LinkedIn to find com-
munications partner agencies, and only
about 10 percent said they rely on trade
media, associations, industry meetings or
RFPs, according to the survey, which was
conducted by communications services
resource CommunicationsMatch in con-
junction with industry news site Comm-
PRO.biz.

The report, titled “PR & Communica-

tions Agency Search Report 2017, asked
corporate communicators how they seek
and discover partner agencies. It found
that PR ranks highly when it comes to the
communications disciplines companies
consider important for their business suc-
cess. More than nine out of 10 (94 percent)
cited PR as very or somewhat important
to their strategy, followed by digital mar-
keting (93 percent) and social media (92
percent).

Traditional marketing, by contrast, was
seen as important by eight out of 10 re-
spondents (82 percent). Ranking lowest
were digital advertising (58 percent) and
traditional advertising (43 percent).

The survey also found that nearly four
in 10 respondents — or 37 percent — said
they were planning on contacting new
agencies this year. The primary reason
most — two-thirds — said they were doing
s0, according to the survey, was to find an
agency that can provide specialized capa-

By Jon Gingerich

bilities in a particular area. The skill sets in-
dustry leaders appear to be looking for pri-
marily involve digital, such as social media,
content creation, SEO and video.

Creativity was cited as the single most
important quality a communications agen-
cy can have, followed by multi-disciplinary
communications capabilities, reputation
and specialized expertise. However, most
companies — around two-thirds of re-
spondents — said finding an agency isn't
easy, with a third of respondents — 33 per-
cent — claiming that it’s either somewhat
difficult or very difficult to find a partner
communications agency.

The survey also found that two-thirds of
respondents cited budgets as being flat this
year compared to 2016.

The CommunicationsMatch  survey
polled nearly 100 corporate communica-
tions, marketing and industry influencers
online between December 2016 and Janu-
ary 2017. O
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Why is international brand coverage a must-have?

Brands need exposure to be successful, and with the popularity
of gaining global distribution high on many corporate wish lists,
globally positioned communications strategies are in demand.

ecent research from Wells Fargo sug-

gests that 81 percent of American

companies expect their internation-
al business activity to increase in the next
year, with expectations of international rev-
enue surging to 68 percent.

Factors such as global diversity in the
C-suite make a business more likely to opti-
mize global growth, moving away from the
fear of risk and placing value on working
with partners and stakeholders to seize in-
ternational opportunities.

Driving international revenue is depen-
dent on global marketing and localization.
To achieve international brand growth,
companies must push forward their strategy
with the help of executives in influential po-
sitions, and reach and inspire international
customers with innovative ideas to collec-
tively drive their international revenues.

The move from an international commu-
nications strategy to something niche and
localized is an attractive prospect for brands.
Success in one market might not be directly
translating into success in another country,
putting the spotlight on an untapped de-
mand for localized content. Similarly, a new
audience closer to home may have been
identified by marketers, raising the question
of how to effectively reach them.

Whatever the reason, the demand for lo-
calized coverage has never been greater. A
recent survey found that 79 percent of cus-
tomers now expect personalization from
brands and 66 percent of them welcome
email marketing that targets them based
on previous actions. This provides great op-
portunities for brands that want to go local
on a global scale.

As with any change in communications
direction, the shift should be approached
with great detail. It's not simply about tak-
ing a blueprint and making it fit a new sit-
uation—it’s about tailoring success to target
markets.

Think global, act local

Customers are more digitally savvy and
globally connected than ever before. Po-
sitioning globally relevant content is par-
ticularly important, and sometimes, these
campaigns can miss out on the true indi-
viduality of local markets.

Marketers need to take care with the
political, social and cultural meanings of
their locations, as well as paying particular

By Lindsey Carnett

attention to the translation of slogans and
the language barrier. Marketers should col-
laborate with local influencers to overcome
these potential problems, ensuring that
their global campaigns have a local and
geographically specific feel.

Hybrid teams

Global and local teams need to come
together to make a campaign a success. A
good working relationship should be in
place, with key strategy areas and objec-
tives managed and led by individuals on the
ground in relevant locations. The role of a
chief communications officer is to manage
reputational issues and the overall strate-
gy of the campaign, guiding direction in a
complex consumer landscape. It’s only with
this structure that brands can get an hon-
est feel about what is working and what the
needs of their target customers are.

Digital and media approach

Brands should be aware of the media
landscape in a market, and in particular,
the dominance of digital and hyperlocal
outlets. Marketers should consider being
inventive with their social media, involving
local stakeholders to collaborate on videos
and mobile content, and use niche media to
target their message alongside more tradi-
tional communication strategies.

Brands would be wise to also consider tai-
loring landing pages to location, using local
imagery and local people as part of their
campaigns. The same strategy also works
well for social media pages, with brands
such as Ben and Jerry’s using pages for re-
gional markets effectively to capitalize on
growth and customers.

The Johnnie Walker “Keep Walking” cam-
paign is a good example of a global cam-
paign with alocal feel, with marketers using
culturally relevant quotes to connect with
consumers across many global markets, and
turn the brand into one that is globally rec-
ognized.

Consistency

To transfer a successful local campaign to
one on a global scale, marketers need to en-
sure consistency across all aspects of strat-
egy. Branding and statement positioning
shouldn’t be compromised, and consistency
of key points, USP and messaging should
be protected.

Brands should use case studies of success
to show how their achievements on a local
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level can be transferred to a larger scale.
These stories of transformation and prob-
lem solving should be included as part of
the overall strategy, personalized to location
in order to set a brand’s new product or ser-
vice apart from competitors in the market.

Analytical data

Making use of analytical data to assess
where to focus efforts is a key priority for
marketers looking to make global gains. By
focusing on top traf-
fic sources, keyword
searches and shares on
social media, marketers
can see which messages
resonate with particular
groups, enabling them
to tailor content for spe-
cific actions and shift
strategy in real-time.

Similarly, marketers
can use this data to efficiently monitor the
effect their communications strategy has on
actions like purchases, store visits, website
clicks and social follows.

How you will make a difference

Above all, it is important that market-
ers determine how their product or ser-
vice helps to solve problems and effect real
change in the lives of consumers. Big brands
like Unilever focused on issues that mat-
tered to customers. Sustainability is one
of these, and the company found that cam-
paigns with eco-friendly messaging deliv-
ered half of the company’s growth in 2015.
Engagement at scale is a key indicator of a
successful global campaign.

With brands keen to attract the savvy,
global customer, a global communications
strategy will become more important than
ever before.

A hybrid team, focused on identifying
cultural authenticity through brand con-
sistency, is key to a campaign’s success. In
order to meet the demand for localized
content, marketers should work with well-
known influencers, creating content that
appeals to consumers on a personalized
level but at the same time connects with our
wider world. This “think global, act local”
approach will help brands to gain interna-
tional brand coverage and drive commer-
cial success.

Lindsey Carnett is CEO and President
of Marketing Maven, a bicoastal integrat-
ed communications agency with interna-
tional clients accounting for 30 percent of
its customer base. She started her career as
Marketing Director for a Scandinavian bio-
science company. She can be reached at lind-
sey@marketingmavenpr.com. O
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Moving from output to outcomes in healthcare PR

Healthcare PR pros are fighting to demonstrate ROl in a fierce battle for funding. In an industry where
the stakes — improving health outcomes — are high, PR firms must show the value of conversations

we shape. Doing so requires a shift in the way we deal with metrics.

ebsites, social channels, display

ads, press releases. While the defi-

nition of public relations —which
Merriam Webster defines as “the business of
inducing the public to have understanding
for and goodwill toward a person, firm, or
institution” — has not changed, the ways in
which we reach, engage and influence au-
diences continue to evolve on a daily basis.
Particularly in the healthcare sector, where
the stakes — improving health outcomes —
are highest, it's imperative to stay current
and push boundaries in order to communi-
cate most effectively.

Gone are the days when content was de-
veloped simply for distribution. Now it must
ladder up to a holistic communications plan
in order to ensure meaningful engagement.
To be impactful, it must be customized for
each channel and audience.

Securing favorable media coverage in tar-
get outlets is no longer the goal of PR pro-
grams, but the starting point of a broader
amplification process that integrates earned
media into the world of paid, owned and
social, exposing more people to messaging
that changes attitudes and behaviors.

Where influence used to be centralized
among a few opinion leaders or advocates,
today a broad range of voices from around
the world offer health advice across a pleth-
ora of platforms that are readily available at
any time on our laptops, tablets and phones.
Patients, even those with rare diseases, can
now easily connect with others who also
suffer from their condition, sharing experi-
ences in an effort to optimize outcomes.

Despite all of the change happening
around us, one thing remains consistent.
Healthcare PR professionals are still fighting
to demonstrate return on investment in an
increasingly fierce battle for funding. With
the proliferation of digital agencies and the
expanding service offerings of advertising
agencies in this evolving communications
landscape, it is critical that PR agencies are
able to demonstrate the value of the conver-
sations we drive and shape.

To do so, we must embrace a cataclysmal
shift in the framework for measurement:
moving from output to outcomes.

Outcomes-based measures go way beyond
past industry-standard metrics, such as im-
pressions or unique visitors. We're now able
to understand how audiences are engaging
with the content we create and what they are

doing after being exposed to it. Compared
to outputs, outcomes-based metrics are
harder to assess — they are dynamic and in-
terconnected. That means we must have ro-
bust measurement in place — measurement
that’s real-time and always on.

With proper analytics, we can optimize
resources across paid, earned, social and
owned properties based on detailed data to
show how audiences interact with our con-
tent. This performance-based optimization
will help us to better target our efforts across
geographies and channels, leading to more
exposure, engagement and — at the end of
the day — improved outcomes for those
whose health depends on the information
we're sharing.

GLOBALHealthPR leaders from around
the world recently gathered in Mexico City
for an annual meeting, where one of the
key topics was measurement. Coming out
of that meeting, I asked several of my col-
leagues to share their thoughts on measure-
ment at the regional and local level.

Eugenia De La Fuente, Co-Owner of Bue-
nos Aires-based Paradigma PEL Comuni-
cacion, the GLOBALHealthPR agency part-
ner in Argentina, said that measurement
cannot simply be an afterthought, but must
be planned for from the moment a commu-
nications program is conceived and carried
through every step of the way.

“The challenge nowadays in Latin Ameri-
ca is that, despite most countries sharing the
language of Spanish, the media landscape is
very diverse by market,” De La Fuente said.
“In combination with an often-fragment-
ed approach to execution across countries,
this makes it critical to establish a uniform
methodology for measurements on a re-
gional scale”

GLOBALHealthPRs APAC Executive Di-
rector, James Yi, noted that PR professionals
across the Asia Pacific region also need to
show a quantitative return in order to help
educate internal stakeholders on what PR is
and does.

“In APAC there’s a need to not only find
and agree on new standards of measure-
ment, but equally to educate marketers and
PR professionals on the drastic evolution to
more integrated communications,” said Yi.

Neil Crump, CEO and Owner of
GLOBALHealthPR’s European Hub and
UK agency partner, Aurora, said that clients
wanting to use data to help demonstrate
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By Tim Goddard

ROl is on the rise across Europe, with many
leading brands calling for the use of data to
help drive their future marketing efforts.

“Many don’t understand where this data
comes from or then how to use it said
Crump. “Our job is to help clients inter-
pret and adopt a ‘data-driven’ approach to
storytelling that can evolve based on audi-
ence-insights”

Despite the unique considerations of
each market, the need and desire for out-
comes-based measurement is apparent
across the globe, throughout the industry.

“While there is still some use of reach
metrics in Latin Amer-
ica, said De La Fuente,
“we are seeing a quick
evolution to more out-
comes-based analytics
that can help us under-
stand the impact we’re
having in real time,
leading to better allo-
cation of resources and
more effective commu-
nications  campaigns moving forward”

Yi agrees that, as an industry, we need
to be looking towards in-depth analyses of
quantitative and qualitative data, including
human interactions, to bridge the gap be-
tween PR and outcomes.

“I's imperative to set and agree on objec-
tives (both communications and business)
and then fix measurement focal areas as
factors of success;” said Yi. “In today’s in-
tegrated communications landscape, this
will include a diverse range of measurement
criteria that help us capture both perceptual
and behavioral change”

Crump believes that, due to the prolifera-
tion of new technologies, we are closer than
ever to those we reach with our campaigns.
“Entering this data-driven era makes this,
on paper, one of the most exciting times
to be in marketing communications,” said
Crump.

As communicators, we now have the abil-
ity to harness technology and data to track
and react to the evolution of conversations
taking place across channels, all around the
world, in real time. In doing, so we have the
unique opportunity to elevate and amplify
the conversations that are changing health-
care worldwide.

Tim Goddard is Executive Vice President of
GLOBALHealthPR. O
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How should PR firms plan for the end game?

PR M&As were a topic of discussion at the recent Counselors Academy Spring Conference 2017, which

took place in Seattle and drew 180 PR firm owners and C-level executives.

he PR M&A process is seldom easy.

But as the public relations industry has

evolved and become more complex, so
too has the PR M&A process. When sellers
sit down with buyers these days there are
sharper and more difficult questions com-
ing from both sides of the table.

Indeed, the road to a successful PR M&A
can be twisty, and nobody wants to get
burned after investing so much time, ener-
gy and money on a potential deal.

PR M&As were top of mind at the recent
Counselors Academy Spring Conference,
which took place in Seattle and drew 180
PR firm owners and C-level executives. I
had the opportunity to speak and share my
advice and insights regarding PR M&As at
a session titled, “Planning Your End Game:
Maximizing Your Agency’s Value and Pre-
paring for Sale”

I was joined by Brad Schwartzberg, Esq.,
partner, Davis & Gilbert LLP, and Alex
Halbur, managing partner, Prosper Group.
Elise Mitchell, CEO, Mitchell Communica-
tions and CEO, Dentsu Aegis Public Rela-
tions Network, moderated the discussion.

For my part, I tackled the PR M&A
process from beginning to end. A summary
of my comments and recommendations
follows.

The PR M&A process starts, of course,
with assessing the benefits of your most
valuable resource: human capital.

Sellers need to highlight the second-tier
of management — which ultimately will be
responsible for taking the firm to a higher
level, post-sale — as well as key staff mem-
bers in the organization and what they
bring to the table in terms of crisis man-
agement, digital communications, content
marketing and other PR skills at the fore.
And having an entrepreneurial skill set is
an often lacking but well rewarded advan-
tage for a seller.

The second most important element in a
potential PR sale is the seller firm’s clien-
tele. PR firm owners looking to exit must
be ready to describe the size and quality
of their clients as well as billing methods
and collection policies. They also have to
demonstrate that no single client comprises
an overwhelming percentage of net reve-
nue, and provide a cold-eyed assessment of
their competition (which is never easy).

Before they continue on the M&A path,
PR firm owners need to ensure that an
M&A team is in place, including an attor-
ney experienced in M&A contracts, a qual-
ity CPA firm and a savvy M&A consultant

who understands the full process. Owners
also need to assess overall costs (time and
money) of pursuing a transaction.

If all systems are in place, the M&A con-
sultant then has to package the firm for a
sale. These elements include recasting the
firm’s financials and preparing an “Offering
Memorandum?” The latter should always
include:

« Financial summaries

« Clients: Number of years they’ve been
aboard and type of work

« People: Key executives/bios

o Offices: location(s), capacity for addi-
tional staff, lease terms

At this point in the process, PR firm own-
ers need to take a hard look in the mirror
and give themselves a reality check:

o Is the firm truly ready for sale?

« Is the infrastructure in place for a new
owner?

« Will the second tier of management en-
dorse the sale?

o What are timeline expectations?

o What are the value expectations?

If all the above M&A elements align, sell-
ers should move forward into the Research
stage of potential prospective buyers. Sell-
ers need to pre-approve a targeted buyer
list prepared by the M&A advisor, and then
have their M&A reps start the outreach to
prospects.

With transparency as a guide, there are
many steps sellers must take once they start
to gauge interest among buyers. These steps
initiated by the M&A advisor includen:

o Signed NDA (non-disclosure agree-
ment) by buyer

« Disclose seller to buyer

« Initial conference call with buyer

o Sharing information regarding culture,
people and clients

« Signing a new “Mutual” NDA

This is the time in the M&A process when
sellers and potential buyers get to know
each other — not unlike when two people
start to date and see if there’s chemistry.
Buyers initially are going to want to meet
sellers in person — perhaps at a restaurant
near the seller’s office — and discuss for 2-3
hours the cultural fit of the seller’s staff, the
work done for clients, potential conflicts
and the intentions of the seller(s) post-sale.

If they like what they hear, buyers then
will request selected and more detailed fi-
nancial information as well as a Financial
Profile of the firm. If things continue on a
smooth path, buyers will request a second
meeting at the buyer’s office.
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This is where the rubber meets the road.
At the second meeting, both Seller and
Buyer provide detailed presentations and
determine if they would like to move for-
ward.

If both sides want to move forward a
“term sheet” is presented by the buyer. The
term sheet should include the outline of a
deal structure. The term sheet, in turn, is
followed by a “Letter
of Intent,;” which will
include the following
elements:

« Non-Binding Clause

e No Shop Clause,
typically for 60-90 days.

o Breakup Fees

o Signatures by both
parties

As the excitement
among both sides starts
to grow, this period will be followed by
obligatory due diligence from both sides.
Due diligence should feature accounting
and legal assessments, as well as the M&A
team facilitating the due diligence.

Nearing the finish line, contracts — in-
cluding clients and executive staff — will
need to be drafted, along with HR policies
and additional data supporting the finan-
cials.

A deal close could take up to three
months, if not longer, with attorneys intri-
cately involved. If both parties are on board,
final terms are agreed to and the closing is
complete.

The sale can then be announced, first to
each of the PR firms and then to the trade
media, vendors and affiliates. A celebratory
lunch or dinner with top executives from
both firms follows. Toasts abound, with an
eye toward future integration and growth.

Of course, a monkey wrench can be
tossed into the process at any time and de-
rail what had been a smooth ride. That’s
why it's mission-critical that sellers and
buyers pay careful attention to every step of
the process and exercise transparency and,
perhaps most important, not let their egos
get in the way of what can be a very pros-
perous transaction.

Rick Gould, CPA, ].D., managing partner
of Gould+Partners, is the author of “The Ul-
timate PR Agency Financial Management
Handbook: How to Manage By The Num-
bers for Breakthrough Profitability of 20% or
Greater,” and “Doing It The Right Way: 13
Crucial Steps For A Successful PR Agency
Merger Or Acquisition.” O
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Global PR networks face political, economic changes

As ongoing political and economic developments continue to complicate the international business
climate, the world's largest global PR networks attest that the practice of delivering effective brand
messaging to audiences in widely varied locations presents its own evolving set of challenges.

here is a more level field internation-
ally now, as well as an overall higher
level of expectations in the quality of
the strategy, execution and measurement
of public relations,” said Patrik Schober,
Group Chair for Worldcom Public Re-
lations Group and Managing Partner of
PRAM Consulting. “We are truly living in
a global marketplace and in real-time com-
munications.”
Thelargest of the glob-
al networks, Worldcom,
which had combined
revenues of more than
$273 million in 2016,
added to its global reach
with the recent addition
of two new members:
Warsaw, Poland’s Made
in PR and Istanbul, Tur-
key’s OptimumBrand.
Schober attributed the stability and growth
of the network to the strong level of part-
nership and collaboration between its
member firms. He said agency satisfaction
with the network has risen from 70 percent
to 80 percent year over year, a trend that
allows it to work from a strong base as it
tackles a transforming global marketplace.
Those transformations, according to
Schober, run across several categories. First
among them is the increasing speed with
which news traverses the globe, along with
the rise of the “citizen journalists” who have
upended the traditional news-gathering
structure. Those factors “make strong crisis
planning and management a premium,” he
said. “PRs ability to help brands in the one-
to one relationship vs. the one-to-many will
be critical”
PR demand grows amid uncertainty
Changing political situations across
the globe will also impact PR practices,
Schober added. “With Brexit, financial
will be an interesting sector in EMEA, and
political affairs is obviously a growing and
dynamic global category for PR, he said.
“Agencies are expanding their services, hir-
ing and training practices to meet the di-
verse demands of today’s hyper-connected
world. Having a global perspective but also
the ability to have feet on the ground that
are familiar with the politics, culture and
customs of different regions will help agen-
cies better serve global brands and function
in our global marketplace”
PROI Worldwide Founding Partner and

Patrik Schober

Global Managing Director Allard W. van
Veen sees a promising future in many lo-
cations around the world. With combined
net fee income of more than $700 million
in 2016, the network, which has been in
operation since 1970, is thriving. Having
brought on Bangkok, Thailand firm Mi-
das PR Group and Sydney, Australia based
Filtered Media earlier this year, PROI has
a presence in more than 100 cities in 50
countries.

From a presence in India/South Asia that
racked up 66 industry awards last year to
the six members based in African cities,
the network has kept expanding its global
footprint.

“PROI has matured in most parts of the
world,” van Veen said, “but we see contin-
ued growth in, and are investing heavily, in
emerging and recently established econo-
mies in Africa, some parts of Eastern Eu-
rope, and a few remaining parts of Asia”

While PROI’s growth has been steady, the
network has taken a measured approach
to its expansion. “Since our founding,” van
Veen said, “we have focused on three stra-
tegic initiatives to grow our partnership:
identifying quality independent agencies
offering strong thought leadership; mar-
rying large, mid-size and smaller agencies;
and limiting our growth worldwide”

When it comes to the challenges present-
ed by growth on a glob-
al scale, the network’s
executives particularly
note the need to keep
each firm’s offerings
aligned with local and
regional constraints,
while also maintaining a
solid standard of quality
and consistent fee levels.
To carry out those goals,
they cited the need to attract the right kind
of talent: people familiar with international
business, tech-savvy individuals, and those
who have mastered such in-demand skills
as analytics and measurement.

To PROI management, the market sectors
where growth is most likely change with the
locale. According to Jean Leopold Schuy-
broek, PROI's Director, Global Develop-
ment, many of the economies of Asia and
Africa exhibit a strong demand in the con-
sumer goods area, while in Europe the de-
sired competencies are often in such fields
as litigation communication. rbb President

Allard W. van Veen
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and PROI Worldwide Vice-Chairman, The
Americas, Lisa Ross pointed to technolog-
ical advances in the healthcare sectors as
having particular traction in Japan, Korea
and Israel, as well as in the U.S.

On a global scale, van Veen stressed the
continued importance of reputation man-
agement. “Trust will become the major un-
derlying factor by which future communi-
cations programs will be judged,” he said.

Learning to appreciate differences

For PR Boutiques International, the past
year was also one of solid growth. With
the addition of Nucleus PR, the network’s
first member from India; Amsterdam tech
PR agency Lubbers de Jong; Boston’s DPA
Communications and VRoy Communica-
tions from Montreal,
the networks mem-
bership now stands at
37 firms, covering 14
countries.

“Were very focused
on growing our inter-
national representation
overall and in our lead-
ership,” said PRBI Presi-
dent Lee Weinstein. “We
attribute the successful growth of PRBI to
the active involvement of our members.
We have dedicated members who are very
committed to taking this organization to
the next level”

Weinstein noted that progress is evident
across the board in the PR profession on an
international level. “Probably the biggest
change is cultural understanding and peo-
ple from different countries appreciating
their differences and similarities, and un-
derstanding what works,” he said.

PRBI expects Europe to be a strong
growth r