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Digital news goes bust

A series of high-profile closures in the online news-media world in recent months are eerily 
reminiscent of the fate that befell their print counterparts almost two decades ago. Despite 
massive audiences and unmatched influence, the formerly bearish digital news industry 

that disrupted traditional publishing in the aughts and established media empires in the twen-
ty-tens is now in the midst of a major upheaval.

The New York Times on May 1 reported that Vice Media Group is preparing to file for bankrupt-
cy. The youth-focused media brand, which was valued at $5.7 billion five years ago and is one of 
the largest independent media companies in the world, is searching for a buyer after reportedly 
falling $100 million short of its 2022 revenue projections. The company, which includes a suite of 
traditional, broadcast and digital media properties, allegedly turned down a $3.5 billion acquisi-
tion deal from Disney in 2016.

Vice isn’t alone, of course. Huffington Post parent Buzzfeed surprised everyone in April when 
it announced it was shuttering its widely popular news division, BuzzFeed News—which won a 
Pulitzer and shuttled a brand previously known for listicles into journalistic legitimacy—amid 
plans to reduce its workforce by 15 percent due to economic challenges. Vox Media, publisher of 
popular news sites Vox and The Verge—as well as New York magazine—announced in January 
it was laying off almost 10 percent of its staff. Then there was Gawker. The infamous gossip blog, 
which was relaunched in 2021 by Bustle Digital Group after its original incarnation was sued into 
oblivion in 2016, folded less than two years after it was revived. The reason? BDG was “reluctant-
ly” forced to lay off eight percent of its workforce after a disastrous first quarter.

While 2022 saw the beginning of a rocky financial period for social media companies, it’s be-
coming clear that 2023 has similarly foretold hard times for the digital news world. Granted, 
some online outlets have always had trouble monetizing content, but others have been financial 
behemoths, have earned the adoration of the youth market and seemingly get all the traffic in the 
world. So, why are so many of our most popular digital brands going bust?

The big reason, of course, is advertising. Companies still recovering from the pandemic have 
tightened their belts on ad spending in response to an uncertain economy, a declining stock mar-
ket, rising inflation and increasing interest rates. As ad revenues plummet, the business model 
that kept the lights on at newsrooms has gone dark. Even digital firebrands like TikTok have 
downgraded their ad outlook this year.

Our current economic climate has forced budget constraints onto consumers as well, resulting 
in fewer people paying for digital subscriptions or access to premium content. While the digi-
tal-media consumption boom that began during the pandemic continues in the U.S. as well as 
worldwide, an annual forecast released in April by PQ Media shows that consumers—now facing 
higher prices on everything from food to rent—have begun to cut discretionary spending on 
expenditures such as media subscription services.

Another problem is the domino effect these online outlets have felt from the economic fallout 
that’s hit big tech. Tech companies have been laying off employees in droves this year, and much 
of the venture capital cash that funded these outlets has dried up. A March Muck Rack study 
found that a lack of funding now accounts for journalists’ top worry, and two-thirds now say 
their work has been affected by economic uncertainty.

Social media’s waning influence on digital publishing is arguably even a bigger deal than the 
larger tech recession. The news industry has always had a bone to pick with sites like Facebook 
for relying on the content created by newsrooms while sharing none of the ad revenue those 
clicks generate. But let’s face it: these news sites get the lion’s share of their traffic from links 
posted to social platforms—and publishers know it. Facebook stopped promoting news content 
last year in a bid to tamp down on the amount of misinformation being spread over its platform, 
and it hit publishers hard. Also, take into account the fact that audiences in recent years have fled 
sites like Twitter and Facebook for less newsy social options such as Instagram and TikTok, so it’s 
gotten harder for news organizations to reach as many people as they did before. Now that social 
media platforms are getting out of the news business, digital news organizations are feeling the 
inevitable pinch.

I’m going to suggest that the end of our social media era of news isn’t necessarily a bad thing. 
Election cycles have proven that misinformation often trends higher than actual news, which 
means fake news can be monetized more easily than facts. Worse, it can also have more influence. 
And because gossip, mindless clickbait and reactive outrage copy get the most clicks on social 
media, these news sites contour their output to meet that demand. Which means we get more 
garbage content and the quality of our news suffers immeasurably. Now, with the advent of gen-
erative AI in newsrooms, you can expect information in the chatbot age to get even worse—if you 
can imagine that. Maybe it’s time for a restart.

In the meantime, I’d like to remind you that it’s 2023 and you’re reading about all this in a print 
magazine. 

 —  Jon Gingerich





8 MAY 2023    |     WWW.ODWYERPR.COM

REPORT

Good health is becoming increasingly 
out of reach for consumers, accord-
ing to a new report from Edelman, 

and businesses are seen as having a major 
opportunity to alleviate the situation.

Fewer than half (46 percent) of the 
13,000 respondents across 13 countries 
that participated in Edelman’s “Special Re-
port: Trust and Health” reported being in 
very good (or better) health. In addition, 
52 percent said that there is a significant 
gap between “how well I am taking care of 
my health vs. how well I should be”—a 14 
percent jump from last year’s survey.

The report, part of the agency’s 2023 Trust 
Barometer, found several major factors be-
hind that state of affairs. Inflation (cited by 
77 percent) and pandemic restrictions (75 
percent) were at the top of the list.

Not surprisingly, inflation’s effect seems 
to be hitting consumers at the lower end 
of the economic spectrum with the great-
est force. While 57 percent of high-income 

A report from Edelman suggests that businesses play a meaningful 
role in improving consumer health outcomes.

By Steve Barnes

Companies need to step up healthcare messaging

respondents said they were in very good 
health, that number drops sharply to 37 
percent for low-income respondents.

But several factors that should partic-
ularly interest communicators were high 
on the list as well. Two thirds of respon-
dents (67 percent) said that “lack of trust” 
negatively impacts their health, with “po-
larization” (66 percent), “burnout” and 
“misinformation” (both at 64 percent) just 
behind.

Another disturbing trend is the continu-
ing decline in the media’s status as a source 
of healthcare information. Globally, just 
half (50 percent) say that they trust the me-
dia to report accurate information about 
healthcare information, a slide of seven 
percent since 2019. That level is even low-
er in the US (46 percent, down 10 percent) 
and France (34 percent, down 15 percent).

Perhaps because of that more people 
are providing themselves with their own 
healthcare information. (A recent M Booth 

Health study uncovered a similar trend 
among Black consumers.) More than four 
in 10 (41 percent) of respondents to Edel-
man’s survey say they have been increas-
ingly likely to educate themselves about 
health issues since the beginning of the 
pandemic and 39 percent are taking more 
time to verirfy the truth of the healthcare 
information they see.

But consumers also think businesses 
have a responsibility to focus on consum-
er health. More than eight in 10 (83 per-
cent) said that think healthcare companies 
should “play a meaningful role in making 
sure I am as healthy as possible.” Those 
expectations are also high for brands in 
sectors including food and beverage (77 
percent), technology (74 percent), retail 
(64 percent) and financial services (60 per-
cent).

That can also have an effect at the cash 
register. Almost two-thirds of respondents 
(64 percent) said they consider the impact 
a brand, its products and its business prac-
tices have on consumer health when decid-
ing which brands to buy.

The Edelman study was conducted be-
tween March 2 and 13. 
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Consumers apathetic but still want woke brands
Apathy has increased among American consumers, yet they still expect brands to communicate with 
empathy and to engage publicly with key social issues, according to a recent report.

By Jon Gingerich

Brands operating in the modern world 
have learned that in order to achieve 
loyalty and success, they should take 

a public stand on topical—and often con-
troversial—social issues. But according to 
a survey conducted by PR and marketing 
agency Method Communications, those 
same rules apparently don’t apply to most 
American consumers.

Method’s report, which sought to under-
stand the role empathy plays in today’s soci-
ety as well as consumer-brand relationships, 
suggests that empathy among Americans 
has suffered a sharp decline.

Nearly two-thirds (62 percent) think em-
pathy in the United States has decreased in 
the past year. Only 27 percent think the av-
erage American is empathetic, down from 
54 percent in 2021. More than a third (35 
percent) admitted they’re disengaged from 
politics because they feel powerless to make 
a difference.

That said, Americans still want brands 
to speak with a degree of authenticity and 
reliability that connects with them on an 
emotional level. The report found that more 

than two-thirds (67 percent) of Americans 
say a brand’s stance on social issues affects 
their purchasing decisions, and 47 percent 
said they want to hear more human-centric 
stories in the news and from brands. Near-
ly half (42 percent) said they’ve stopped 
purchasing from a brand due to a stance 
it took on a social issue, while 32 percent 
said they’ve purchased something due to a 
brand’s stance.

More than a third (34 percent) said they 
actively pay attention to brands’ stances on 
social issues so that their spending aligns 
with their personal values, though more 
than a quarter (26 percent) of respondents 
admitted that they still purchase products 
from brands they disagree with and said 
they feel guilty about it.

Perhaps in response to this sentiment, 
three-quarters (76 percent) of those polled 
said they think society would be better off 
if people were more empathetic. More than 
half (59 percent) said they blame politicians 
for a decline in empathy in America, while 
48 percent blame social media and 44 per-
cent blame the news media.

Censorship becomes growing concern
It appears Americans have taken a cue 

from brands insofar as how they’re pub-
licly perceived, as the report suggests that 
the language we use in our day-to-day con-
versations has become a growing source of 
concern among many. 

Nearly half (47 percent) of those surveyed 
admitted they now worry about the words 
they use every day, and 42 percent said they 
often censor themselves so they don’t ac-
cidentally say something offensive or con-
troversial. Only 10 percent said they never 
worry about their word choices.

Oddly, this sentiment doesn’t seem to be 
evenly applied. Respondents said they were 
more likely to worry about what words they 
use in the company of strangers (58 per-
cent) or acquaintances in social situations 
(51 percent) than they were when around 
colleagues (43 percent).

Method’s report, “Watch your Language: 
Think Like A Brand, Speak Like A Person,” 
surveyed more than 2,000 Americans in 
November. Data was collected using mar-
ket research firm Dynata. 
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Generative AI and the future of work

In Arthur C. Clarke’s 1953 short story 
“The Nine Billion Names of God,” two 
engineers travel to a Tibetan lamasery to 

help a group of monks list every possible 
name of God. The monks believe this proj-
ect will take them 15,000 years. With the 
aid of a computer, however, they expect to 
complete the list in 100 days.

Humanity has spent the better part of 
a century philosophizing, dreaming and 
fearing the impact advanced technology 
will have on our lives. Today, it’s clear to 
even the most casual observer: Generative 
AI has already begun to change the world. 
ChatGPT stuns users by instantly generat-
ing copy on almost any subject, suggesting 
creative solutions to real-world problems 
and fixing errors buried deep within com-
plex source code. What does generative AI 
portend for the future of work? More to the 
point, will we soon wave goodbye to large 
portions of the workforce, their jobs forever 
automated into oblivion?

To answer these questions, we must first 
clarify terms.

The language of human cognition doesn’t 
apply neatly to generative AI, which neither 
“thinks” about problems nor “understands” 
subject matter. Tools like GPT string to-
gether a series of words, using a probabil-
ity model to predict the next word in the 
sequence. Think of your phone suggesting 
the next word in a text message or the auto-
complete function in a search-engine query.

To improve the AI’s predictive capabili-
ties, engineers train these systems on large 
datasets—think books, articles and web-
pages full of text—transforming them into 
Large Language Models. The larger the 
dataset, the better the LLM’s outputs. But 
what do we mean by better? More truthful? 
More accurate? In a word, neither. Training 
a probability model makes it more likely 
that the next word in any given output will 
fit logically with the rest of the sequence.

Similarly, the humanlike quality of textual 
outputs produced by generative AI doesn’t 
indicate that these outputs stem from hu-
manlike intelligence, nor do they imply that 
humanlike judgment played a role in their 
construction. Although AI may produce an 
answer that seems “thoughtful,” this impres-
sion is utterly misleading. The effect comes 
not from the expression of reason but from 
the calibrated application of randomness 
(labeled “temperature” by GPT). The more 
randomness applied, the less robotic-seem-
ing—but also, less logical—the output.

GPT is already transforming how agencies and clients operate. 
What does it mean for the future of the marketing industry?

By Yash Gad and Adam Schwartzman

 Yash Gad

 Adam 
Schwartzman

These clarifications help us distinguish 
between what generative AI is and what 
it’s not. Generative AI isn’t a rational being 
capable of forming ideas and opinions. It’s 
a powerful technology that can summon 
up text, images, code and more, which it 
accomplishes by replacing truth with logic 
and eloquence with calculated randomness.

How closely related are logic and truth? 
Logic is a process used to evaluate the truth 
value of any given proposition, but it’s not 
a suitable substitute for truth. A conclusion 
may be perfectly logical but false if built on 
faulty premises. Tools like GPT have an in-
nate and powerful ability to perform logi-
cal calculus, but they can’t determine truth 
from falsehood.

This point can’t be overstated: Because 
generative AI lacks an intrinsic understand-
ing of truth, its outputs must be verified by 
an external source. Another tool may arise 
to fill this need for automated truth assess-
ment—indeed, some startups are already 
working on this challenge—but until then, 
this responsibility will fall to the user. Woe 
to the hasty marketer who uses ChatGPT 
to generate a blog and skips the fact-check, 
only to discover too late that the AI has 
built its central thesis on a demonstrable 
falsehood or misconception.

A wiser content creator might take a piece-
meal approach, using one set of prompts to 
source and organize information (verified 
against external research, of course) and 
another to shape the blog’s structure, sub-
stance and style. Every element of content 
creation presents its own unique use case 
for generative AI—from initial brainstorm-
ing to formulating a CTA—each with a 
clear breakpoint at which a human must 
step in to validate. Especially when it comes 
to textual content generation, humans must 
be able to ascertain whether or not the gen-
erated output passes logical consistency, 
factual consistency and speaks with the ap-
propriate tone and voice.

Today’s use case for generative AI requires 
a human to do more than assess the quality 
and truth value of outputs. At a minimum, 
it necessitates a human-in-the-loop system 
in which users play a key role in model re-
finement. Particularly, when it comes to 
training LLMs for domain-specific purpos-
es like drug discovery and financial trading, 
humans must guide the AI by validating or 
negating its predictions.

Compare generative AI to another 
world-changing technology, GPS. GPS can 

help us tremendously along our journey, 
but it’s worthless without a driver who sets 
the destination and travels the route. The 
driver may also choose to deviate from the 
assigned path; perhaps they’ll follow the 
GPS for a complicated leg of their journey 
and switch it off when cruising the highway.

So too must generative AI  be leveraged 
by a user who sets the end goal, guides 
progress along the way and judges when—
and how successfully—they’ve arrived at 
their destination. The 
user will determine the 
ways in which AI can be 
helpful and the ways in 
which it may constrain 
or mislead. A writer 
may tap ChatGPT to 
suggest a compelling 
topic or witty headline 
and use these outputs as 
a starting point, rather 
than prompting the AI 
to fully conceptualize 
and generate a final de-
liverable.

You wouldn’t ask a 
GPS to pick your des-
tination for you. Nor 
should you look for 
such guidance, insight 
or judgment from gen-
erative AI. To risk a tau-
tology, human progress—the impetus for 
generative AI and exactly what it empow-
ers—will always come from humans.

We don’t believe tools like GPT will im-
minently eliminate or greatly reduce the 
need for a human workforce. As technol-
ogy advances, job functions and responsi-
bilities will evolve in kind. Already, a new 
role has emerged, prompt engineer, to train 
and harness the power of LLMs. Until gen-
erative AI can verify truth and validate its 
own outputs, humans will continue to fulfill 
these vital roles.

To paraphrase Clarke’s third law, gener-
ative AI is so technologically advanced as 
to seem magical. Just as the computer in 
his short story will aid the monks’ project, 
so too can generative AI speed us toward 
our goals. Both cases help us see the bot-
tom line: that technology can accelerate our 
progress but won’t replace the conditions 
that drive humanity. Clarke’s great rival 
Isaac Asimov foresaw this future: “It may be 
that machines will do the work that makes 
life possible and that human beings will do 
all the other things that make life pleasant 
and worthwhile.”

Yash Gad, Ph.D., is CEO and Founder of 
Ringer Sciences and Chief Data Scientist at 
The Next Practice. Adam Schwartzman is 
Head of Content at The Bliss Group. 





Despite the FDA indicating medication is 
safe via market approval, many biopharma 
companies that make products some might 
consider “controversial,” such as vaccines, 
stem-cell therapeutics and hormone thera-
py, could find themselves the target of law-
suits—now with a precedent of success.

Being fully informed of all factual aspects 
and risk factors will be crucial to ensuring 
that companies do not make any statements 
or movements that could be seen as dam-
aging with regulatory bodies and the media 
covering these developments.

Elevating stakeholder voices
Patient groups, medical associations and 

academics are recognized as advocating for 
access to new medicines. However, we’re 
now seeing major biopharma industry or-
ganizations join together with companies 
and key opinion leaders in unwavering sup-
port of the FDA’s authority. It seems there’s 
a first for everything.

The drug discovery community strongly 
believes in giving every patient a platform 
to voice their opinions. We can all agree 
that patients are instrumental in driving 
progress. Leveraging media channels to 
amplify the voices of stakeholders is con-
sidered a best practice that aids in under-
standing how a medication or therapy can 
enhance their health, well-being and overall 
quality of life.

As PR professionals, it’s our responsibil-
ity to advise clients on whom they should 
prioritize among their stakeholders, when 
to do so and which channels to use for am-
plification. While patient perspectives are 
essential, we must also consider voices such 
as public health experts, government rela-
tions employees, and members of legislative 
bodies. These stakeholders can play a cru-
cial role in engaging with state and federal 
representatives to advance policies and leg-
islation that benefit patients.

These stories can be used in multiple 
ways; we can use targeted op-eds in local or 
national outlets, visit Capitol Hill to foster 
positive relationships with Congresspeople, 
engage with relevant advocacy groups, and 
use the media to amplify key opinion lead-
ers’ voices and bring broad awareness to dif-
ferent audiences.

As PR professionals, we have a respon-
sibility to help our clients engage with all 
stakeholders who may be affected by this 
issue, which will likely play out in the Su-
preme Court. We must help our clients lift 
the voices of these unheard advocates.

Managing risk by scenario planning
Crisis and scenario planning tend to be 

time-consuming, meaning we need to drive 
home to clients why now is the time to think 
through key specifics so they feel ready to 
face any contingency the industry might 
experience. Identifying 
best and worst-case sce-
narios allows us to fully 
prepare for any eventu-
ality and leads to better 
business outcomes.

In recent years, our 
biopharma clients have 
faced mounting pressure 
to achieve more with 
limited resources. Given 
the swift pace at which 
the mifepristone case 
is advancing through 
the legal system, they 
must now analyze the 
situation and chart their 
next course of action. 
Yes, some clients may 
be anxious to act. That’s 
why we must help them 
evaluate the pitfalls asso-
ciated with impulsive communications and 
help them develop thoughtful crisis plans.

For the majority of clients, the best ap-
proach is to assess the situation thoroughly 
before making any moves. None of us can 
predict the future or anticipate the outcome 
of the high court’s ruling.

While the legal battle related to access to 
medical abortion continues to gain visibili-
ty, other related issues persist across the in-
dustry. For example, lobbying groups con-
tinue to bring lawsuits challenging various 
portions of federal health involvement—
such as questioning the legality of stem cell 
research and changing what patients have 
“access” to including cost barriers.

More notably, we’ve already seen these le-
gal challenges infect our system in another 
recent court ruling addressing the purview 
of the Preventive Care Task Force. This 
showcases just how embedded in our health 
system judges have become and the power 
they are wielding from the bench. These is-
sues aren’t going away. And it’s all happen-
ing at lightning speed.

Recently, we’ve seen a ping-pong of move-
ment faster than we’ve ever seen before in 
non-emergency situations. We must help 
our clients stay focused on the core purpose, 
mission and values, and we must continue 
to broadcast the good work they’re doing 
to help patients across the country and the 
world.

Carrie Jones is CEO and Stefanie Tuck is Vice 
President with JPA Health. 
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In an unprecedented move, judges are as-
suming a doctor’s responsibilities from 
the bench, even though they lack medical 

training or credentials. This development 
has raised serious concerns about the role 
the judicial system may have in shaping the 
government’s regulatory authority, particu-
larly regarding the drug and device approv-
al process.

The quickly shifting landscape has left 
the biopharma industry unsure of how to 
proceed and looking to PR professionals to 
evaluate their comfort level for speaking out 
and provide guidance on the rapidly chang-
ing dynamics across this political issue.

We believe as health communicators, it’s 
our duty to guide life-sciences companies 
with grounded and level-headed advice 
that embodies three foundational pillars: 
educating the decision-makers, elevating 
stakeholder voices and managing risk by 
scenario planning.

While many news stories are focusing on 
the conflicting federal court rulings on the 
abortion drug mifepristone and the ongo-
ing appeals process, biopharma companies 
are grappling with the implications of any 
judge having the power to change decisions 
made by the U.S. Food and Drug Admin-
istration, both good and bad. They’re also 
considering how best to insert themselves 
into this charged conversation.

With careful planning and execution, 
companies can overcome these hurdles 
while continuing to bring innovative treat-
ments and therapies to patients who need 
them.

Educating the decision-makers
Decision makers, both internally at 

biopharma companies and externally at 
medical associations and advocacy orga-
nizations, need succinct, factually-based 
information before diving into further stra-
tegic and tactical planning.

Whether the Texas federal court decision 
on mifepristone is ultimately upheld or not, 
the legal implications could have a detri-
mental impact on the country’s ability to 
evaluate all medications and treatments.

This is exactly why we must prepare 
top-level executives who regularly converse 
with their educated government relations 
team to better understand the situation, 
how it impacts the industry and what to ex-
pect next. This begins by listening to their 
audiences and translating what we hear into 
actionable information that executives can 
share internally and externally.

Guiding clients through FDA court battles
How PR leaders can help life-sciences clients navigate the murky 
waters of FDA court rulings.

By Carrie Jones and Stefanie Tuck

Carrie Jones

Stefanie Tuck 
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Too busy to listen? You may be too busy to succeed

The practice of public relations is large-
ly about the delivery of information. 
Whether through social platforms, 

traditional media or other means, we talk 
often about framing the narrative, shaping 
the message and sharing the content. All 
of this relates to the one-way dimension 
of communication—speaking to our target 
audiences. Where we too often miss an op-
portunity is when we fail to listen with pur-
pose, interest and empathy. 

As someone who studied counseling 
psychology in college and graduate school 
rather than public relations, I learned ear-
ly that listening had the potential to be the 
most critical contributor to a positive ther-
apeutic outcome. Counselors understand 
that careful listening engenders trust, builds 
an alliance for the achievement of a shared 
goal, and fosters a deeper understanding 
of what the individual is feeling—the emo-
tions behind their words.

Leaders in psychotherapy all emphasized 
the importance of listening. Sigmund Freud 
revolutionized psychotherapy simply by 
propounding the idea that mental problems 
could be solved by allowing the patient to 
talk about them and the therapist to listen. 
Alfred Adler, originally a colleague of Freud, 
parted ways to found what he called “Indi-
vidual Psychology” where even the physical 
setting in which patient and therapist inter-
acted was redesigned so both could speak 
and listen as equals. Erich Fromm, another 
Freud disciple, went so far as to develop six 
rules for listening which, Fromm argued, 
“… is an art  like the understanding of po-
etry.” 

To be sure, the general importance of lis-
tening is not lost on most effective commu-
nicators practicing today. They do their lis-
tening through surveys, media monitoring 
and analysis, social monitoring and assess-
ment, and more. Much of this is data col-
lection, statistical analysis and polling. All 
of these approaches have value, but not as 
much—as a counseling psychologist might 
argue—as engaging with an individual one 
on one. In the toolbox of communication, 
such interpersonal dialogue must never be-
come the missing link to a successful cam-
paign.

In the development of a solid campaign 
strategy, the value of interpersonal dia-
logue cannot be underestimated. The pro-
cess begins, in our approach to strategy, by 
listening to our clients. They tell us what is 

important to them, and they identify others 
they feel we may need to hear from. In fact, 
while we may have preliminary concepts or 
theories about how we will approach the cli-
ent’s challenge, the process of campaign de-
velopment doesn’t begin in earnest without 
these dialogues.

The word dialogue is intentionally cho-
sen. We develop a discussion guide, a list 
of questions or prompts intended to stimu-
late conversation. But these are never ques-
tionnaires that must be fully completed. 
We allow the conversation to evolve in the 
direction the individual wishes it to go. A 
few core ingredients, however, are always 
included:

• Besides communication itself, what are 
the “business” goals of the organization? 
How do you see communication enabling 
the achievement of these goals?

•  What is your definition of success for 
this campaign? What outcome would you 
most wish to realize?

• As someone who is deeply immersed in 
your industry/profession, what guidance do 
you have for us?

• What should we know as we begin stra-
tegic development?

• Who else do you advise us to speak with?
In counseling, such questions are central 

to what is called “Active Listening,” giving 
the individual the opportunity to say in their 
own words where they believe the challeng-
es and opportunities lie. Not only is this 
important information for communicators 
to learn and appreciate, it is an essential dy-
namic in the process of securing campaign 
buy-in. We reflect back in our strategic 
plans what we heard and understood from 
these discussions with key stakeholders. In-
dividuals can see their words and concepts 
acknowledged in the plan. In this way, they 
can feel respected and acknowledged. In 
psychology, this often is called “affirmation,” 
a demonstration that the individual was not 
just a box to be checked off, but someone 
who was genuinely heard.

An interesting dimension of such discus-
sions is the level of emotion that often ac-
companies personal dialogue. This would 
never come through in a survey or poll, but 
often emerges in conversation. Frustration, 
determination, even anger and uncertainty 
all have a safe space for expression when the 
discussion is held on a not-for-attribution 
basis and the individual is assured we have 
a real interest in hearing their perspectives. 

We do not challenge such feelings. We do 
not make judgements on their relevance or 
accuracy. But we do take this information 
into careful consideration as we formulate 
a plan of action. The factual information we 
gain in our discussions with stakeholders is 
essential. The emotional context and frame-
work in which that information is delivered 
is of equal, if not greater, 
importance. If we are 
to devise a strategy to 
deal with opposition to 
a particular position, it 
helps to first hear and 
understand how that 
opposition makes our 
client feel and, poten-
tially, react in emotional 
ways. Even if the lan-
guage of the client has, 
thus far, been temperate, the underlying 
emotion affects how it is delivered and re-
ceived. This shapes our thinking about ap-
proach, theme, and delivery method.

This last can be especially evident during 
periods of crisis. As an example, an electric 
utility company facing significant and pro-
longed service interruptions due to storms 
sought a communication plan to help it 
articulate what it was doing to improve 
service. The company’s leaders sought a 
communication plan characterized by cre-
ativity, innovation and expediency that 
would heighten customer awareness of their 
investments in reliability, and ameliorate 
customer antipathy. Many ideas were de-
bated. Multiple approaches were conceived. 
What wasn’t initially adopted was a pro-
cess for listening to customers. To be sure, 
customers were quoted in the media. And 
social platform commentary was nothing 
short of visceral. But the company’s leaders 
were not out in the community demonstrat-
ing real interest and empathy.

The strategy that ultimately enabled the 
company to find its footing began with do-
ing the somewhat unpleasant job of hearing 
angry people share their feelings. In town 
halls, focus groups, and direct dialogues 
with customers, a lot was heard and even 
more was learned. Among the lessons was 
that customer anger was not solely related 
to service interruptions. There were oth-
er areas in which customers wanted, and 
needed, the company to improve. So, while 
investments in reliability were important 
and necessary, improvements in daily oper-
ations were just as necessary. A telling re-
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Why effective listening can be a powerful addition to any PR pro’s 
toolbox.
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mark at one of the most vitriolic town halls 
was when a customer vented his anger and 
concluded with:

“I really hate your company, but at least 
you came out here and listened.” It was the 
affirmation needed to reorient and focus 

You’ve run your agency for twenty-two 
years and have witnessed consider-
able gains since the day you started. 

Your client list has grown as have your em-
ployees.

But as the years have passed, you’ve 
found yourself working harder because, 
ultimately, the buck stops with you. You’ve 
been forced to spend more time on admin-
istrative and back-office matters. You final-
ly protected your liquid assets by taking 
out professional liability insurance.

Experience has shown you how import-
ant it was to initiate non-compete agree-
ments with your account team. And you 
got through the COVID pandemic by get-
ting out of your expensive office lease and 
allowing your employees to work at home.

As if this wasn’t enough, you also got 
through your largest account, terminat-
ing a long-term relationship because new 
management had taken over and brought 
in its own preferred agency.

Whew! Time to catch your breath.
And suddenly, the clock has begun to 

spin so quickly that you’ve turned sixty and 
begun to hum that old Peggy Lee song: “is 
that all there is?”

You still have a long life ahead of you, 
and you begin to think about your future. 
Should you keep doing what you’re doing, 
or is there another option? Then you be-
gin to think about the article in O’Dwyer’s 
written by Art Stevens who wrote about the 
other option: getting your agency acquired.

You ponder your future. Should you hang 
in for another five years? Should you sell 
the agency to key employees? Should you 
hang on for another five years? Is selling 
the agency in your best interest? Let’s look 
at each of these three options.

Let’s start with hanging in for another 
five years. The pluses are still worth consid-
ering. You get to run your business your-
self with no interference from anyone. You 
can continue to grow your agency as you 

see fit. And in five years, you can begin to 
think of other options. But what if your 
workload continues to grow? And what if 
the economy tanks in five years, leaving 
you with decisions such as how best to 
downsize, terminate employees and adjust 
to being a smaller agency? And this means 
you’re now working even harder to bring 
in new clients, thus extending your work-
days. Plus, you’re spending less time with 
your grandkids, spending less time taking 
vacations and sacrificing other items on 
your bucket list. And in five years you’ll be 
sixty-five.

So, what about selling your agency to key 
employees, which would enable you to get 
to your bucket list a lot sooner? You’re for-
tunate that you have some highly capable 
number-two people and would definite-
ly entrust the future of the firm to them. 
But the downside of this option is that you 
would have to sell the firm at a far lower 
purchase price to employees than what 
you would receive in the PR agency mar-
ketplace. You discover this very quickly by 
doing the necessary research.

Another downside is the fact that not all 
key employees are cut out to be entrepre-
neurs. It’s a decided risk and additional re-
sponsibility to own and run an agency than 
being a senior executive at one. Consider 
yourself fortunate that you were willing to 
be an entrepreneur at a younger age than 
many agency executives are willing.

Which leads to the third option: selling 
your agency. But let’s start with the down-
sides. If you decide to sell your agency, you 
will have to report to someone at the buy-
er’s organization. And you haven’t report-
ed to anyone—other than your clients—in 
many years. You’re used to being your own 
boss, which is why you started your agency 
in the first place.

And because you understood that being 
in business allows you to run it profitably 
as its primary beneficiary. If you ran it well, 

you personally took home a lot of money 
which is the primary reward of running 
your own business. So, if you sell your busi-
ness you’d need to agree to a transaction 
that allows you to make even more money.

Another downside consideration is that 
you wouldn’t be able to just leave your 
agency on the day the deal closes. Most 
likely, you would have to agree to an earn-
out of two, three or four 
years.

But the advantages to 
selling are many. With 
the right buyer, your 
employees will have an 
even greater opportuni-
ty to grow. They would 
have security too, be-
cause your agency 
would now be guaran-
teed to have a long life. 
And if the cultural fit is right, they would 
become part of a collaborative culture with 
a great emphasis on quality of life.

Moreover, if you choose the right buyer, 
you will spend the rest of your career in a 
cultural fit that will make life more com-
fortable and motivating. The admin and 
back office drudgery would be taken off 
your plate, allowing you to spend more 
time on business development and quality 
of service.

Your key employees will be rewarded 
with incentives and greater career oppor-
tunities. And you’ll be able to see your 
grandkids more often. I know whereof I 
speak. Before I began to focus on helping 
PR agency founders and CEOs sell their 
agencies, I, too, founded and sold my agen-
cy. And since then, I’ve helped sell other 
agencies for some seventeen years.

Given my background and experience, I 
can honestly say that the best option of all 
for PR agency founders is to sell their agen-
cies to a willing buyer: other agencies, pri-
vate equity firms and other organizations 
that value the increasing value of public 
relations and the agencies who guide it.

Art Stevens is Managing Partner of The 
Stevens Group. 

Inside the mind of a sixty-year-old PR agency CEO
So, you’ve finally decided it’s time to sell your agency. Now what?

Art Stevens

By Art Stevens

Too busy to succeed 
_ Continued from page 14

ideas about communication in the interest 
of customer service.

The words and the act of communication 
have so much power, so much potential, so 
much importance in a world where seem-
ingly we have lost the ability to engage with 
one another. If we can demonstrate a seri-
ous commitment to listening, perhaps we 
can increase the opportunity for reasoned 

dialogue and productive discussion.
The simplest, most purposeful thing we 

can do as communicators is to listen. If we 
can do this actively, intentionally, and sin-
cerely, we increase our potential to deliver 
world-class communication that enables 
our organizations to succeed.

Peter V. Stanton is CEO of Stanton Com-
munications, Inc. 
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Gould + Partners pioneered the prac-
tice of benchmarking for the public 
relations industry in 1987. After more 

than 35 years of in-depth surveys and anal-
ysis, we’ve helped clients evolve their busi-
nesses to adapt to changing markets, im-
plement new business practices and apply 
benchmarking data to ultimately increase 
profitability and value to their firm. Our 
annual Financial Benchmarking Report, 
Billing and Utilization and Industry Growth 
Report should be an ongoing part of your 
management toolbox. 

If you aspire to create and manage a first-
class PR agency, one that not only generates 
significant profits, but that also creates ex-
ceptional firm value, these are the kinds of 
financial reports you must regularly pro-
duce and take into consideration when you 
make decisions.

Our clients in the PR, creative and digital 
industries all have a good grasp on running 
their businesses. Where the benchmarking 
reports add value is in discovering how their 
business compares to their competitors. It’s 
a powerful tool that provides actionable 
data companies can use to increase overall 
operational effectiveness.

Some key benchmarking benefits:
Strategic goal setting. Conducting 

benchmarking at regular intervals provides 
insight into how competitors perform cer-
tain aspects of their businesses successfully. 
With solid data on that performance, you 
can set measurable goals and implement 
strategies to meet objectives that will im-
prove your firm’s value. It’s a good way for 
firms to look at how other companies in 
their industry do business and then look 
in the mirror to make internal changes and 
shake things up.

Growth opportunities. Benchmarking is 
effective for spotting new trends and target-
ing business sectors that have the potential 
to generate business growth. Understanding 
where competitors are focusing their efforts 
to increase profitability and recognizing in-
dustry trends is how quality benchmarking 
and data analysis pays off. Results then steer 
plans to accelerate performance and posi-
tion a firm to take advantage of opportuni-
ties.

Spot trends in the marketplace. In the 
PR, creative and digital marketplace, trends 
in technology and new client services move 
extremely quickly.

Monitor progress of business goals. 

Once the initial benchmarking report is fin-
ished and a new strategic plan is in place, 
the process isn’t over. Benchmarking is a 
great tool to track company performance in 
specific areas to make sure any deficiencies 
are being remedied over time. If the gap isn’t 
closing a firm can pivot to a new strategy 
or dive deeper into discovering where the 
problem lies.

Create a culture of continuous improve-
ment. Benchmarking offers performance 
metrics for your employees all the way from 
entry-level positions to senior manage-
ment. It helps people get a better perspec-
tive on how their job performance stacks up 
against competitors and even inside your 
firm. Presenting this data in a positive way 
can incentivize employees to improve their 
performance to beat the industry averages.

The key to managing your PR agency to 
earn a 20 percent or higher operating profit 
is to set the correct benchmark for your key 
cost and expense categories.

How to target revenue/cost benchmarks
Net Revenue = 100 percent - Net Revenue 

is “Fees + Markups.”
Direct Labor =  55 percent or less of net 

revenue.
Operating Expenses = 25 percent or less 

of net revenue.
Operating Profit = 20 percent or more of 

net revenue.
While these benchmarks may not exactly 

describe your agency at present, and there 
may be structural reasons why you can nev-
er get your agency to operate at precisely 
these ratios in the future, you’ll neverthe-
less find it helpful to set and work toward 
a “target” net profit benchmark for your 
company. It’s also valuable to realize that if 
you reduce your firm’s labor or operating 
expenses, you will automatically—dollar for 
dollar—increase its operating profit.     

Setting a target benchmark is useful be-
cause it makes thinking about other finan-
cial metrics easier. For example, if you set a 
target operating profit benchmark of 20 per-
cent for your PR agency, it’s easy to remem-
ber that your costs-no-matter what- should 
never exceed 80 percent. The minute you let 
them climb higher than that, you’ve given 
up on your goal of netting out 20 percent of 
revenues.

A critical factor in managing and increas-
ing your PR agency’s profitability is how 
successfully you can control costs. You can’t 
do this at all unless you have a strong grasp 

of the essential performance numbers your 
agency is making, and you can’t establish 
and maintain that grasp unless you obtain 
reports on and then review your agency’s fi-
nancials each month, or more often.

Which labor benchmarks should you be 
managing?
Costs are critical in any business, and in 

the PR business, the single most import-
ant category is labor. 
To control and improve 
your agency’s profitabil-
ity, you absolutely must 
monitor and manage 
your agency’s labor costs 
more rigorously than 
any other line item.

The plain fact is that 
you may not have much 
day-to-day control over 
your agency’s equipment 
or office space expenses. But the substantial 
amount you spend on labor, to produce the 
PR counsel and the PR services you provide 
to your clients, is almost always within your 
direct and immediate control. At most im-
portant benchmark is revenue per full-time 
equivalent “professional.” This range should 
be between $200,000 and $240,000, de-
pending on the size, location and specialty 
of your firm.

In addition, a staff person’s available client 
hours and billable client hours is an equally 
critical benchmark. The benchmark for av-
erage available client hours is around 1,700. 
If a staffer has 1,700 available client hours 
and they have 1,500 billable hours their uti-
lization/productivity percent is 88.2 percent 
(1,500 ÷ 1,700).

With benchmarks like this understood 
and in place, a professional’s ability to com-
mand a higher billing rate from clients, or 
to bill more hours during the year, provides 
an automatic indication of how big a salary 
increase they may deserve. Similarly, when 
agency revenues fall, the benchmarks pro-
vide a clear recommendation of how much 
to cut from the agency’s total payroll, if you 
are to keep revenues and labor costs within 
the benchmark model ratio.

There are other key operating expenses to 
track, by the numbers. These include:

Administrative salaries: These should 
total no more than seven percent of your 
agency revenues.

Rent and utilities: Try to keep these ex-
penses to six percent or less of agency reve-
nues. If you must spend more, be very sure 
the reason is a compelling one.

New business: This is a vital function, but 

Benchmarking agency performance boosts profitability
Actionable data for tracking performance and managing your PR 
agency with operational efficiency.

Rick Gould

By Rick Gould

 _ Continued on next page 
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should consume no more than two percent 
of your agency’s net revenues. If it costs 
more than this to bring in new business, it’s 
time to look underneath these numbers to 
see if you’re approaching the right kind of 
prospects with the right kind of proposals.

Technology: Computers and software are 
essential for today’s successful PR agency. 
But too much emphasis on keeping up with 
the latest and greatest information technol-
ogy can easily allow these expenses to run 
out of control.

Our “model” PR agency keeps its IT ex-

Influencers have evolved significantly 
since they first entered our radar. Re-
member the early days when mommy 

bloggers led the way, sharing their content 
on tweet chats and starting the conversa-
tion on content monetization? That was 
more than a decade ago. Since that time, 
influencers have gone in and out of favor. 
Just a few years ago, trust in online influ-
encers was at an all-time low, as many were 
exposed for padding their follower counts 
with bots. This led to an initial backlash and 
some brands distanced themselves from in-
fluencer marketing.

But seemingly overnight, we encountered 
a surge in popularity again with the emer-
gence of micro-influencers. These authentic 
influencers not only have highly engaged 
followers, but they’re also less expensive 
than their celebrity counterparts and their 
content can be easily and effectively used as 
social media ads.

Here are a few strategies and tactics we 
use to ensure our clients are getting the 
most out of influencer relationships.

Always augment with paid. Influencer 
follower counts aren’t important. It’s much 
more important that their content and 
values align with your brand because you 
easily can utilize paid media to augment 
their reach. And social media platforms 
have ad units that allow you to seamlessly 
use influencer content as ads. You can use 
behavioral, geographic and demographic 
targeting to ensure the influencer’s con-
tent is reaching your exact audience. For 
instance, a Europe-based client of ours felt 
that a specific European influencer would 
create meaningful content that would help 
educate and inspire our U.S.-based target 
audience. Even though the European in-

fluencer had virtually no followers in the 
U.S., we worked with them and used paid 
to ensure the content reached our Ameri-
can audience. To this end, it’s also critical to 
ensure that paid usage is included in your 
contract with the influencer.

Focus on content quality. Since you can 
use paid to increase the reach of your con-
tent, it’s even more important that the in-
fluencer is creating high-quality, engaging 
content. Look at the interactions the influ-
encer is receiving. Ensure that they can cre-
ate content that will inspire your audience 
to take action. While TikTok and vertical 
video are enticing content types, don’t write 
off static images, which often outperform 
when the goal is to drive web traffic.

To maximize authenticity, it’s important 
to choose influencers you trust. Work with 
influencers to ensure content follows their 
aesthetic, yet still meets client objectives. 
There’s a risk of over-branding content, 
thereby losing what makes the content real 
and effective.

Pitch your influencer content. At first, 
this might sound like a wild concept: Media 
will cover content you’ve paid an influenc-
er to create? But it can work! When we’ve 
partnered with influencers to create inno-
vative recipes for clients, we’ve successfully 
pitched the recipes to media and generated 
meaningful earned hits in top-tier national 
lifestyle publications.

Think about other platforms. Sometimes 
we’ve seen clients get stuck relying on tried-
and-true ways to reach their audiences. 
Consumer program? Instagram. B2B pro-
gram? LinkedIn. This approach can cause 
you to miss out on emerging platforms. For 
instance, TikTok has a very active niche 
group of Excel tips and tricks influencers, 

which fits well with an accounting software 
company we were working with. Previ-
ously, that team had partnered only with 
LinkedIn influencers.

Develop an iron-clad influencer brief. 
Your influencer brief 
is the most import-
ant document you will 
create. It provides your 
influencers with key 
messaging—for them 
to put their own spin 
on!—brand guidelines, 
timelines and guidance 
for the type of content 
you’re seeking. Ensure 
you include guidelines 
for proper disclosure, including brand-
ed content tags, hashtags and verbiage. 
Schedule a meeting to walk them through 
the brief. This helps ensure everyone is on 
the same page before the influencer gets to 
work creating content.

Reuse and repurpose. Ensure that you 
post influencer content from your organi-
zation’s social media channels. This further 
aligns the influencers with your brand and 
extends the reach to your own following 
and beyond. We find that influencer con-
tent is often the highest-performing organ-
ic content that our clients post.

Test and learn. Look at what types of 
influencer content are performing best 
and utilize this to inform your programs 
moving forward. Consider which styles 
and messages excelled in the program and 
leverage this data to consistently measure 
and improve.

With these guidelines, your next influenc-
er program will not only be more effective, 
but it will be more financially efficient—a 
win-win.

Rosalie Morton is Senior Vice President, 
Consumer and Channels at Padilla. 

Strategies to ensure your influencer marketing relationships remain 
effective and financially efficient.

Social influencers are back and brands are benefitting

By Rosalie Morton

Rosalie Morton

Firm profitability
 _ Continued from page 16

penses to about two percent of net revues. 
There’s some room for flexibility here, but if 
this ratio stays too high for too long, man-
agement should look behind the numbers 
to see what’s really going on.

What gets measured gets done
Regular review of your firm’s performance 

numbers will accomplish two things:
First, it’s well known that whatever indi-

cators you monitor are the ones that im-
prove. What gets measured gets done. So, 
by monitoring your monthly performance 
and results, you increase the likelihood of 
improvement in these crucial areas.

Second, checking your firm’s monthly 
profit and performance on a regular basis 

gives you many opportunities to identify a 
threatening trend in its earliest stages, be-
fore it can take hold or get out of control.

The numbers in your P&L are vitally nec-
essary for monitoring your key business 
ratios and benchmarks. There’s a direct cor-
relation of agencies in which management 
does not regularly analyze operating per-
formance to agencies that are not success-
ful. Certainly, it’s possible to operate a PR 
agency successfully with less than full atten-
tion to the numbers. But it’s much less like-
ly, compared with agencies that attentively 
manage by the numbers.

Rick Gould is Managing Partner 
of Gould+Partners. 
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The collapse of Silicon Valley Bank was 
equal parts shocking, difficult and 
sobering for anyone impacted by the 

health of the American financial system. 
Which is to say, everyone.

Some public relations pros will offer anal-
yses of what may have gone wrong and what 
can be learned from a communications 
standpoint. I’ll leave that to them. For me, 
the SVB meltdown had a personal connec-
tion and serves as a prompt to reflect on the 
importance of humility and gratitude in this 
topsy-turvy business that is the PR world.

The maelstrom of 2023 was, unfortu-
nately, not my first financial crisis. Back in 
2008, I was barely ten years into my career 
with Sloane & Company and representing 
publicly-traded, multi-state Boston Private 
Bank & Trust as it navigated a monumen-
tal financial meltdown that felt like it might 
devour the entire global economy. At least 
that’s how it seemed to my inexperienced 
and anxious eyes.

Flash forward to 2021, long after we’d 
wrapped up our work on that business. That 
year, SVB acquired Boston Private, and it 
became SVB’s wealth management arm.

Boston Private has always had a special 
place in my heart because it was the first cli-
ent I’d ever identified and won largely on my 
own—identifying the opportunity, selling it 
in and leading the work. The company and 
its people had placed their trust in me and 
our firm to help Boston Private tell its sto-
ry and protect the organization. Little did 
I suspect that only a few years after getting 
started on a remit to raise Boston Private’s 
profile as it expanded around the country, 
we’d all be finding our way through an un-
precedented economic disaster, charged 
with communicating effectively and keep-
ing the business going.

For me—and many others connected to 
Boston Private—the surprise and sadness 
of the SVB failure was amplified by the fact 
that it had taken Boston Private—a 36-year-
old company that had survived the 2008-09 
crisis and seemed like it would be around 
forever—down along with it. And as I’ve 
reflected on this outcome as a PR and busi-
ness professional, I’ve been reminded of a 
few key things.

In the PR field, you often have the op-
portunity to be at least a small part of big 

corporate and historical flashpoints. For 
me, representing Boston Private during the 
financial crisis was one of those times.

I recall working with Boston Private lead-
ers as the company navigated the terrifying 
economic environment. None of it was easy, 
and I’m sure I didn’t fully appreciate the 
challenges looming over the decision-mak-
ers there. How to re-
sponsibly work through 
a crisis at a time when 
so many were panicking, 
and no one could foresee 
the outcome? The ques-
tion hung heavily in the 
air every day.

The experience was 
also a reminder of the 
fragility of the here and 
now, and why it’s so im-
portant to appreciate today. To wit: Boston 
Private was housed in a beautiful building 
in the middle of Boston’s financial district. 
It was the former home of the Federal Re-
serve branch in Boston, built in 1922 in a 
structure that will probably still be standing 
in 3022. 

We used to have meetings in the old bank 
vault, an underground chamber protected 
by a massive—now permanently open—
metal door, all of which had been refur-
bished to serve as a museum of the building’s 
past. Nothing could have felt more solid or 
stable. But in 2023, we were reminded that 
no amount of steel or brick can immunize 
a company from the whims of the market.

It was also a reminder that the market can 
be indiscriminate. Boston Private worked 
through the Great Financial Crisis and 
came out the other side. In addition to serv-
ing high-net-worth clients and business-
es, Boston Private also became one of the 
largest lenders in Boston working to issue 
mortgage loans in low-income areas as part 
of the Community Reinvestment Act.

When Boston Private was acquired by SVB 
in 2021, this important work continued, but 
the meltdown created great short-term un-
certainty. Fortunately, it now appears these 
efforts will keep going, but communities in 
need—which had nothing to do with SVB’s 
challenges, inflation or the macro interest 
rate environment—clearly dodged a bullet.

While I can take no credit for steering 
Boston Private through difficult times, I’m 
humbled for having had the chance to help 
out as it happened. And the aftermath of the 
SVB-Boston Private saga, as sad as it is, is a 
reminder to be grateful for a career in PR, 
where we get a chance to help clients when 
they need it the most.

John Hartz is President at Sloane & Com-
pany. 

The SVB meltdown is a reminder that no company is safe from the 
whims of the market.

Humbling and hopeful reflections on Silicon Valley Bank

John Hartz 

By John Hartz
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Like many others in the agency business, 
our growth is often predicated on re-
sponding to and converting RFPs and 

inquiries into paying clients. It’s not a quick 
or efficient process; sometimes the most 
complex requests come in cold—with a 
tight deadline for delivering a comprehen-
sive plan by e-mail—from an intern or low-
er-level corporate employee who may be 
communicating with dozens of PR firms. 
We don’t typically participate in those kinds 
of blind shootouts. They’re too time-con-
suming and we have a business to run.

The far better scenarios are when we’re 
asked to participate in getting-to-know-
you or “chemistry” meetings, provide sam-
ples of our work and discuss the prospect’s 
business and competitive environment. As 
the field gets whittled down, negotiations 
can get underway, references shared or we 
might be asked to develop a speculative 
plan or directional outline (though often at 
our expense and with no guarantee of being 
retained).

I share the above not as a complaint but as 
a window into a new business team’s chal-
lenges. However, there are some questions 
that emerge during the new business cycle 
that make my eyes roll into my head and 
my brain rattle. In the spirit of educating—
and hopefully not alienating—would-be 
clients, here are some of them and our typ-
ical responses.

Q:   Can you get our company into “fill 
in the blank”: TechCrunch, Wall Street 
Journal or the New York Times?

A:  Perhaps. But save your money in hir-
ing a PR firm if you have just one target 
you’re going after. You should think of a 
PR firm as your strategic partner in devel-
oping a communications strategy designed 
to support your business objectives and not 
just a handyman you call in to fix a gutter or 
paint a wall. It’s not how you get real value.

Q:   How many placements can you 
guarantee?

A:  While we’re at it, how about forecast-
ing the stock market or the weather with 
absolute certainty? Ethical public relations 
practitioners can’t predict which specific 
outlets will run a story or how many place-
ments a campaign can engender. What we 
can do is help you to assess the strength of 
your business story and the likelihood the 
media may find it newsworthy. A good PR 
firm should be able to provide you with 

many concepts for a campaign that will 
reach the individuals you are trying to in-
fluence. And if you’re putting out valuable, 
credible, engaging and/or actionable con-
tent, the results should speak for them-
selves.

If the question is not of absolute num-
bers but of accountability, that opens up a 
far more strategic discussion between an 
agency and the prospect. A client has every 
right to ensure that their agency’s efforts 
and expenditures are measured. In devel-
oping and finalizing PR plans for our pros-
pects, we work with our clients to set KPIs 
or goals for each activity that make it into 
the final plan—not just measuring media 
hits but speaking platforms and awards ap-
plied for—and later won—industry analyst 
briefings, trade show briefings, social me-
dia growth and more.

Q:  Instead of a retainer, can we just pay 
for successful placements?

A:  There are law firms that take cases on 
a contingency basis and yes, there are some 
PR firms that operate on a pay-for-perfor-
mance or success formula. In the PR indus-
try, these types of arrangements shift the 
focus from strategy and creativity to quan-
tity—not necessarily quality —and open up 
the opportunity for illicit payments to pro-
ducers or journalists.

As businesses, most PR firms are compen-
sated for their strategy, planning, execution 
and results. Focusing just on the results 
portion of our work puts a disproportionate 
focus on an outcome that may be adverse-
ly affected by client actions, competitive 
developments, other news and numerous 
other factors beyond an agency’s control. 
It also devalues our strategic efforts. If an 
agency fails to deliver agreed-upon results 
as part of its mandate, and the reason is 
their lack of effort, creativity or incompe-
tence, they should be terminated.

Q: Have you ever worked for a firm 
identical to our own?

A:  Perhaps, but the expertise of an exter-
nal communications team relies primarily 
in its knowledge of public relations and the 
full toolset available to help clients achieve 
their business objectives. Past experience 
and tactics from totally different industries 
can be extremely useful in relating to a cli-
ent challenge in a new industry. That’s not 
to say a company shouldn’t be looking for 
an agency with relevant experience—sector 

familiarity can be quite valuable to a client 
seeking agency representation and to avoid 
having to teach the basics.

Q: Can we test your team out for a few 
months before signing a more formal/
longer-term contract?

A:  PR campaigns, depending upon their 
nature, can easily take 
several months before 
results are visible and 
that doesn’t take into ac-
count the initial learning 
curve and infrastructure 
set-up. In addition, ask-
ing an agency to consent 
to a short-term starter 
relationship suggests 
the client isn’t sure about 
its selection process and 
may not be fully committed to the cam-
paign’s success. Better not to hire than to 
set an artificially short time frame that may 
ensure failure.

Q: Can you provide a list of reporters 
you know?

A:  This is one of my favorite pet peeves. 
It’s often asked to try and ensure that the 
agency knows the publications—and jour-
nalists—that may cover their company. But 
there are so many assumptions tied to this 
seemingly innocuous request that makes it 
virtually worthless.

First, every agency subscribes to a me-
dia database of some sort and can gener-
ate a list of reporters in any city or market 
niche. Secondly, knowing a reporter doesn’t 
guarantee coverage. Sure, journalists get to 
know PR practitioners who are reputable 
and deliver reliably. But that doesn’t guaran-
tee coverage, which typically is what a pros-
pect is seeking to learn. Thirdly, reporters 
change beats or organizations with increas-
ing frequency—the days of your “connec-
tion” at one publication for 20 years is an 
interesting historical artifact. And finally, 
what we believe is the key factor here—it’s 
the strength of the story and the storytell-
ing that rules the day—not which reporter 
ran a story on a prior client six months ago.

I provide these examples of common mis-
steps in the PR agency vetting process not 
as a gripe fest, but rather as an attempt to 
redirect prospective clients’ energies down 
a more positive and productive path. I’d 
love to hear your pet peeves and construc-
tive examples for improving the process. 
Forward them to me at henry@feintuchpr.
com and I’ll round up the most interesting 
in a follow-up column.

Henry Feintuch is President of tech PR firm 
Feintuch Communications. 

Shopping for a PR firm? Please read this!

Henry Feintuch

Some common missteps companies make when they begin the 
search for a public relations agency.

By Henry Feintuch
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Public trust in the U.S. government has 
been declining for several years. And 
the professionals who provide com-

munications counsel for the government 
think the government itself is partially to 
blame, according to a national government 
and public affairs study on trust in govern-
ment communications conducted by The 
Graduate School of Political Management at 
the George Washington University College 
of Professional Studies.

The national research project, which 
sought to examine the effectiveness of gov-
ernment and public affairs communica-
tions and the amount of perceived trust the 
public has in the government’s messaging 
capabilities, surveyed government commu-
nications practitioners as well as communi-
cators employed by government-associated 
private sector organizations.

The study found that more than a third 
(35 percent) of the practitioners think the 
government is ineffective when it comes to 
public messaging, while nearly two-thirds 
(65 percent) characterized the government’s 
communications capabilities as sufficient. 
Of all the respondents surveyed, 40 percent 
think the public distrusts the government’s 
messaging, while 59 percent believe the 
public trusts the information the govern-
ment provides them.

What’s causing this perceived lack of trust 
in government messaging? A majority cited 
external factors: namely, the recent rise in 
fake news and disinformation, as well as a 
prevailing view that the government’s ob-
jectives are politically motivated. More than 
two-thirds (68 percent) believe disinforma-
tion is harming public trust in government, 
while 58 percent said the government is 
viewed as being politically motivated. Ad-
ditionally, 59 percent think the recent hy-
perpolarization in politics, which can limit 
officials from being able to communicate 
fair and balanced information, is the reason 
for the current lack of trust in government.

But the government isn’t blameless in all 
this. In fact, the GW study suggests that the 
government’s current internal processes—
which include needless bureaucracy, gener-
al disorganization, a history of withholding 
information and poor social media capabil-
ities—have exacerbated its poor messaging 
performance, even if external factors are the 
root of the problem.

More than a third (36 percent) of com-

municators polled said the government 
has a bureaucratic and outdated approach 
to communications, which often prevents 
government agencies and entities as well as 
government-associated private-sector or-
ganizations from getting information out 
quickly. And 31 percent think government 
communications are too monolithic and 
utilize a “one-size-fits-all” approach that 
doesn’t account for regional, demographic 
and/or socioeconomic differences, which 
hinders the government’s ability to commu-
nicate effectively.

More than a quarter (26 percent) of all 
communicators polled also said they think 
the government is too slow to share infor-
mation, 23 percent believe the government’s 
approach is outdated and 19 percent said 
the government lacks the resources to ef-
fectively communicate. An additional 14 
percent believe the government has lied 
or provided inaccurate information in the 
past, eight percent said the government 
hasn’t effectively mastered the use of social 
media, eight percent think the person deliv-
ering the message isn’t trustworthy and four 
percent said they find the government to be 
deceptive.

“External factors at the root of the lack of 
public trust in government are both caused 
and exacerbated by internal communica-
tions challenges,” the study’s authors wrote, 
“specifically an inability to target different 
groups and excessive bureaucracy, which 
leads to inefficiency, disorganization, and a 
slow sharing of information.”

The study discovered a sizable disparity 
between the two groups surveyed in that 
communicators who are government em-
ployees widely see the government as being 
effective at communicating with the pub-
lic (77 percent), while the majority of pri-
vate-sector communicators working with 
government clients view the government 
as being ineffective (53 percent). And while 
most communicators surveyed admitted 
external factors such as the rise in disin-
formation are a primary contributor to the 
public’s lack of trust, government commu-
nicators are more likely to blame internal 
failures—such as slowness, an outdated 
approach and a lack of resources—for con-
tributing to this phenomenon, while pri-
vate-sector practitioners are more likely to 
cite public trust factors.

For example, 29 percent of government 

practitioners think the government is too 
slow to share information (compared to 22 
percent of private-sector communicators), 
28 percent think the government’s comms. 
approach is outdated (versus 15 percent of 
private-sector employees) and 28 percent 
believe the government currently lacks the 
resources to effectively communicate (com-
pared to only seven percent of private-sec-
tor employees).

On the other hand, 21 percent of pri-
vate-sector employees believe the govern-
ment has deliberately withheld information 
in the past (versus 17 percent of govern-
ment employees) and 24 of private-sector 
employees think the government has lied 
or provided inaccurate information (com-
pared to only seven percent of govern-
ment employees). A third (33 percent) of 
private-sector communicators blame the 
government’s “one-size-fits-all” comms. 
approach (compared to only 30 percent of 
government practitioners).

So, what steps can the U.S. government 
take to narrow the trust gap and improve 
outreach with its messaging? Practitioners 
suggested that government communi-
cations can be improved by ditching the 
monolithic approach, empowering com-
municators by bolstering education and 
training programs and examining their own 
internal processes so it can weed out disor-
ganization, inefficiency and bureaucracy.

More than half (55 percent) of respon-
dents suggested the government should 
refine its communications strategies and 
tactics to more effectively reach different 
groups of Americans. 51 percent said the 
government should either devote more 
resources and training for current staff or 
share information with the public quickly 
and more regularly. 47 percent highlighted 
the need to take a stronger stance against 
disinformation, 33 percent believe under-
taking reforms to enhance bipartisanship 
would improve trust and 26 percent advo-
cate eliminating bureaucratic challenges. 
Only 13 percent suggested improving the 
government’s social media usage and pres-
ence.

GW’s “Government Communications 
and Public Affairs Study” surveyed more 
than 200 communications professionals 
employed by the government or govern-
ment-affiliated private-sector organizations 
in November and December. 

Professionals who provide communications counsel for the U.S. government widely recognize a lack 
of public trust in the integrity and veracity of the government’s messaging but disagree on what factors 
are contributing to the problem, according to a study conducted by George Washington University.

Bureaucracy to blame for government’s poor messaging

By Jon Gingerich
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Firms that handle tech clients saw an 
upswing in revenues in 2022, rising 3.9 
percent to $818.6 million in tech-re-

lated fees, according to the 2023 O’Dwyer’s 
ranking of the top technology PR firms.

However, several of the 78 firms on our list 
saw not just double, but triple-digit increas-
es in net tech-related fees.  Padilla, which 
came in at #18, racked up $14.6 million, 
up 176.4 percent from 2021’s $5.7 million. 
Other big gainers included  Bliss Group, 
which was up 431.2 percent to $1.6 million 
and Wachsman, with an 81.8 percent jump 
in fees to $25.3 million.

Overall, 18 out of the top 20 firms saw 
jumps in fee income—and 16 of those were 
at least double-digit increases.

Most of those firms saw pretty healthy 
gains in terms of staffers as well. No.2 Hot-
wire  increased headcount by 46.7 percent, 
and No. 3 Finn Partners was up by 18.7 per-
cent.

Only nine firms reported dips in fee in-
come.

AI comes full circle at PAN
“PAN was an early agency representing AI 

brands,” said PAN Communications presi-
dent and CEO Philip Nardone. “While we 
saw it flatline a bit in past years, it has now 
come back full circle based on personaliza-
tion and the need to stay real-time conver-
sational.”

PAN’s fees were up 24.9 percent in 2022, 
hitting almost $25 million. While Nardone 
said that his agency’s “legacy in the space” 
has been a big contribution to those gains, 
the agency has also seen “a huge uplift in 
tech infrastructure (devops, security, cloud, 

data & analytics), and all 
things related to com-
merce (logistics, trans-
portation, supply chain).”

That combination led 
to 33 new clients in 2022, 
including such brands 
as Boston Consulting 
Group, Ware2Go, Au-
rora Solar, Brightside 
Health and Thales.

PAN did not open a new bricks-and-mor-
tar office in 2022, but its “virtual office” be-
came the fastest growing one at the agency, 
accounting for 75 staffers.

However, virtual isn’t the whole ball game. 
“While flexibility is paramount, having that 
time with our clients in person goes a long 
way in building rapport, trust and team 
chemistry. At the end of the day, those are 

the core tenets of a strong agency and client 
relationship,” Nardone said.

He also said that as the tech market de-
velops, the power of storytelling becomes 
increasingly important.  “Brand value mat-
ters more than ever before. PAN saw an 
opportunity to be that agency partner that 
helps tell a cohesive story across channels 
to support driving more qualified leads and 
creating an experience to drive demand.”

Highwire expands its presence
“Highwire  continues to expand its pres-

ence in the healthcare technology space,” 
said Highwire Principal Carol Carrubba.

Taking the #6 spot on our tech list, High-
wire brought in $34 million in net tech fees, 
for an overall jump of 16.3 percent. And a 
big part of that growth was due to health-
care. “The numbers speak for themselves.” 
Carrubba said, “In 2022, Highwire’s health-
care practice grew by 46 percent, gaining 
seven new clients.”

Highwire’s digital capabilities also played 
a big part in its success. The agency’s digital 
practice “drove 61 percent of the agency’s 
organic growth, grew 75 percent year-over-
year and is an instrumental pillar in nearly 
all of our new business wins.”

Carrubba said that 
prioritizing the agency’s 
people was also a major 
focus. Highwire joined 
the Diversity Action 
Alliance in 2022, and 
“continues to commit it-
self to its people, culture 
and DEI, seeing notable 
growth in diversity.”

With offices in San 
Francisco, New York, Boston and Chicago, 
Highwire expanded to include employees 
in 14 new states over the past year. To in-
tegrate its hybrid workforce thoughtfully 
and inclusively, it initiated a monthly “Stay 
Wired Office Opportunities Program,” aka 
SWOOP, when employees are encouraged 

to come into their nearest office for career, 
culture and client connections including 
team building, training, social events or 
in-person meetings.

In September, Highwire secured a strate-
gic investment from Shamrock Capital, a 
Los Angeles-based investment firm special-
izing in media, entertainment, communica-
tions and related sectors, which will enable 
the agency to expand its healthcare practice 
through strategic additions, as well as fur-
ther develop its digital marketing, data ana-
lytics, public affairs and corporate commu-
nications capabilities.

Clarity confronts a leaner environment
“2022 was the year in which we made a 

decisive move towards becoming a truly 
integrated agency,” said  Clarity  CEO Sami 
McCabe. “As marketing and communi-
cations budgets get leaner, our agility and 
ability to be more than just a comms part-
ner really enabled us to rise to the challenge 
that the current envi-
ronment presents.

Clarity, which came 
in at #14 with almost 
$17 million in net fees, 
saw the past year as an 
opportunity “to expand 
into some categories 
we historically haven’t 
focused on, including 
cleantech and Web3. We 
also doubled down on 
those sectors that have long been import-
ant for us, including fintech and consumer 
tech.”

The agency also launched Atrium, a ven-
ture studio dedicated to investing in and 
developing new technologies, and brought 
in such new clients as Fin Capital, Bullpen 
Capital, Exclaimer, and Red Hat.

Due to changes in the tech environment, 
McCabe said, “client engagements might 
start with a heavy focus on PR, but we’re 
seeing campaigns rapidly morph into a 
more integrated approach.”

For the coming year, McCabe said that 
“we see clients increasingly looking to con-
solidate their agency roster and centralize 
capabilities and geographic market exper-
tise with one agency partner—both for cost 
efficiency reasons, and because clients want 
truly joined-up execution across borders 
and across channels

Client sectors that Clarity is bullish on 
include fintech, media and entertainment, 
broader B2B tech, as well as emerging spac-
es such as sustainability, privacy, web3 and 
AI.

Tech firms saw 3.9% uptick in 2022
PR firms representing the tech sector saw revenues jump last year 
as retainers and budgets grew among new and existing clients.

Sami McCabe

Carol Carrubba

Philip Nardone

By Steve Barnes





RANKINGS OF FIRMS SPECIALIZING IN TECHNOLOGY

1. Edelman, New York, NY $224,795,000 
2. Hotwire, New York, NY 59,715,022 
3. Finn Partners, New York, NY 51,600,000 
4. ICR, New York, NY 37,723,092 

5. Zeno Group, New York, NY 37,587,559 

6. Highwire PR, San Francisco, CA 34,007,410 

7. Walker Sands, Chicago, IL 30,502,958 

8. Ruder Finn Inc., New York, NY 29,230,000 

9. Hoffman Agency, The, San Jose, CA 26,344,000 

10 Wachsman, New York, NY 25,371,403 
11. PAN Communications, Boston, MA 24,869,766 

12. APCO Worldwide, Washington, DC 23,600,000 

13. Inkhouse, Waltham, MA 17,487,677 
14. Clarity, New York, NY 16,972,073 

15. Bospar, San Francisco, CA 16,949,211 
16. 5W Public Relations, New York, NY 16,400,000 
17. MikeWorldWide, New York, NY 16,138,813 

18. Matter Communications, Boston, MA 16,137,000 

19. Padilla, Minneapolis, MN 15,874,093 

20. Merritt Group, McLean, VA 14,638,103 
21. Hunter, New York, NY 14,600,000 

22. Fahlgren Mortine (includes TURNER), Columbus, OH 10,075,150 
23. Racepoint Global, Boston, MA 8,785,000 

24. SourceCode Communications, New York, NY 8,475,000 
25. LaunchSquad, San Francisco, CA 8,230,000 
26. Gregory FCA, Ardmore, PA 7,494,261 

27. Crenshaw Communications, New York, NY 5,536,338 

28. V2 Communications, Boston, MA 5,371,178 
29. TruePoint Communications, Dallas, TX 4,724,825 

30. Idea Grove, Dallas, TX 3,824,623 

31. Treble PR, Austin, TX 3,586,231 
32. Alloy, Atlanta, GA 3,467,326 

33. Kiterocket, Phoenix, AZ 3,255,278 

34. Karbo Communications, San Francisco, CA 3,155,705 
35. Trevelino/Keller, Atlanta, GA 2,750,000 
36. Standing Partnership, St. Louis, MO 2,557,852 

37. Coyne PR, Parsippany, NJ 2,348,548 

38. Kivvit, Chicago, IL 2,244,061 
39. Pierpont Communications, Houston, TX 1,753,739 

40. Bliss Group, The, New York, NY $1,621,663 

41. Rally Point Public Relations, New York, NY 1,599,093 
42. Firecracker PR, Brea, CA 1,500,000 
43. CommCentric Solutions, Inc., Tampa, FL 1,416,120 

44. French | West | Vaughan, Raleigh, NC 1,350,075 

45. Landis Communications, San Francisco, CA 1,128,000 
46. Virgo PR, New York, NY 1,100,000 
47. 360PR+, Boston, MA 1,032,000 
48. Tier One Partners, Boston, MA 1,012,849 

49. Feintuch Communications, New York, NY 1,000,894 
50. Berk Communications, New York, NY 788,767 
51. Bellmont Partners, Minneapolis, MN 731,160 
52. Havas Formula, New York, NY 704,047 

53. Superior PR, Chicago, IL 688,265 

54. Jackson Spalding, Atlanta, GA 639,538 
55. Milk & Honey PR, New York, NY 569,866 

56. Stanton Communications, Washington, DC 475,850 

57. Otter PR, St. Petersburg, FL 431,591 
58. Pugh & Tiller PR, LLC, Annapolis, MD 394,191 
59. Comms. Strategy Group (CSG), Denver, CO 386,451 

60. BizCom Associates, Plano, TX 360,000 

61. Beehive Strategic Communication, St. Paul, MN 352,694 
62. Champion Management Group, Dallas, TX 285,978 

63. Rasky Partners, Inc., Boston, MA 282,500 
64. O’Malley Hansen Communications, Chicago, IL 260,780 

65. Red Thread PR, Philadelphia, PA 256,827 
66. Greentarget Global LLC, Chicago, IL 214,000 

67. Slide Nine Agency, Columbus, OH 211,762 
68. BoardroomPR, Fort Lauderdale, FL 200,000 
69. Hoyt Organization Inc., The, Torrance, CA 200,000 
70. BLAZE, Santa Monica, CA 155,749 

71. Fish Consulting, Fort Lauderdale, FL 141,000 

72. Buchanan Public Relations, Bryn Mawr, PA 118,820 
73. Zapwater Communications, Inc., Chicago, IL 82,150 
74. Marketing Maven Public Relations, Camarillo, CA 76,557 
75. MP&F Strategic Communications, Nashville, TN 60,629 
76. Lavidge, Phoenix, AZ 32,035 
77. Judge Public Relations, Tampa, FL 23,075 

78. Public Communications Inc., Chicago, IL 17,781 
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REPORT

O’Dwyer’s financial PR rankings, pg. 30

Nine of the top 10 firms ranked 
by  O’Dwyer’s  for financial PR and 
investor relations charted growth in 

finance-related fees last year. In total, the 
top 10 firms accounted for $377 million in 
net fees in 2022, an $86 million leap from 
their performance in 2021 and more than 
three times the $25 million in total gains 
the top ten firms charted between 2021 and 
2020. The numbers alone paint the picture 
of a communications landscape moving 
into uncharted territory.

Unfortunately, 2023 hasn’t kicked off 
without a few stumbling blocks. Stubborn 
inflation, never-ending stock-market woes 
and ongoing banking-sector turmoil in the 
wake of the First Republic Bank and Sili-
con Valley Bank collapses, which were the 
second- and third-largest bank failures in 
United States history—as well as the largest 
since the ’08 financial crisis—all threaten 
to derail financial PR firms’ momentum 
just as they were shifting into post-COVID 
plans for growth.

We asked executives at some of the top-
ranked firms meeting the communications 
needs of financially-focused companies 
what they attribute last year’s success to, 
and what trends, changes and challenges 
they see on the horizon, as we move into 
what’s shaping up to become an economi-
cally uncertain year.

Prosek picks up PE, special-situations 
business
One of the strongest gainers in  O’Dw-

yer’s  financial/IR rankings this year came 
from  Prosek Partners, which pulled in 
more than $76.8 million in finance-related 
net fees in 2022 to reveal earnings nearly $7 
million higher than 2021’s $70 million. The 
New York-based financial communications 
shop, which was founded in 1990, holds 
the number-three spot in O’Dwyer’s finan-
cial rankings.

Prosek’s performance in 2022 signaled 
a continued trajectory of growth for the 
firm, as the agency’s 2021 earnings boasted 
gargantuan 30 percent gains from the year 
prior.

Founder and Managing Partner Jen 
Prosek attributed the agency’s success to 
a financial services sector that remains 
healthy and dynamic as well as an ongo-
ing evolution in what she referred to as the 
“emerging market of marketing.”

“Private-markets firms within the finan-
cial services world now understand the 
power of brand and are investing in com-
munications, marketing, branding and dig-
ital like never before,” Prosek told  O’Dw-
yer’s.

Prosek said the special-situations work 
generated from these same firms and their 
portfolio companies has also increased.

Looking to the future, Prosek expects the 
finance sector will continue to invest in 
“offense” brand building, as leaders in the 
financial services sector now believe in—
and compete on—branding. And commu-
nications agencies servicing the financial 
services world stand to see budgets in-
crease as a result.

Prosek also believes fundraising for pri-
vate markets firms will grow increasingly 
competitive, and U.S. firms will find them-
selves competing for capital both inside 
and outside of the country. She also expects 
that large corporate financial institutions 
will likely experience 
layoffs and will require 
capable communica-
tions teams to handle 
these shakeups.

“Increased volatili-
ty in the economy will 
create more special sit-
uations work (e.g., re-
structuring, crisis com-
munications, etc.), so 
firms with strong stra-
tegic corporate comms., investor relations 
and special situations capabilities will ex-
perience growth,” Prosek said. “Employees, 
culture and talent will continue to be a top 
concern, and firms will continue to invest 
in these areas.

Vested benefits from unique value 
proposition
Financial services specialists Vested took 

in nearly $24 million in finance-related net 
fees last year, accounting for gains of more 
than $6 million from 2021’s $17.5 million. 
The firm, which is focused exclusively on 
the financial services industry, now takes 
the number-four spot 
in  O’Dwyer’s  financial 
rankings this year, up 
from number five last 
year.

Vested Group CEO 
Binna Kim attributed 
the firm’s impressive 
year to a continued 
signing of marquee fi-
nancial brands across 
asset management, 
banking, capital markets and fintech sec-
tors for whom the agency led strategic 
programs in areas such as corporate com-
munications, branding, advertising, digital 
marketing and content.

“Financial brands are increasingly de-
manding the specialist knowledge, inte-
grated expertise and creativity that Vested 
is uniquely positioned to provide,” Kim 
told  O’Dwyer’s.  “At a time when financial 
brands are navigating a difficult economy, 
this comprehensive value proposition has 
proven invaluable.”

Kim said the financial sector current-
ly finds itself under enormous economic 
pressure, and this has put PR and market-
ing activities under increased scrutiny as a 
result. Financial marcomms leaders are be-
ing asked to defend investments and strat-
egies and to use data to prove performance 
more than ever. This has placed increased 
pressure on communicators working in 
the finance world to provide performance 
marketing and integrated measurement. At 
the same time, however, financial brands 
are also striving to portray themselves as 
more human.

“The aftermath of Silicon Valley Bank 
and the banking crisis proves yet again that 
consumers distrust the financial system,” 
Kim said. “As such, several finance brands 
are undergoing or will be moving to de-
velop fresh brand narratives that simplify 
and humanize their stories. Finance needs 
to get more understandable and financial 
comms. professionals are already working 
to find new ways to articulate value propo-

Financial firms charted historic gains in ’22
O’Dwyer’s interviewed executives at some of the top-ranked PR agencies representing the financial 
services sector to find out what the future holds, as a series of recent bank failures that have rocked 
the finance world now threaten agencies’ post-COVID growth plans.

Binna Kim

By Jon Gingerich

Jen Prosek

 _ Continued on next page



Tom Faust

sitions in ways that engage and earn trust.”
Finn Partners fords new financial fron-
tiers
Finn Partners  accounted for $15.6 mil-

lion in finance-related net fees last year, an 
impressive jump from 2021’s $11.7 million. 
The independent PR giant now moves into 
the number-six spot in O’Dwyer’s financial 
rankings, up from number seven in 2022.

Global Financial Services Practice Lead-
er Ryan Barr told O’Dwyer’s that the agen-
cy last year was fortunate to be selected 
for several new client engagements while 
it continued to deepen its existing client 
relationships by expanding value-added 

communications solu-
tions beyond tradition-
al earned media and 
original content devel-
opment.

Finn Partners in 
2022 acquired Van-
couver, WA-based pur-
pose-driven shop AHA, 
which has allowed it to 
work closer with clients 
on internal communi-

cations and employee engagement issues, 
which in turn will better enable companies 

Financial roundup
 _ Continued from page 28

to connect with stakeholders internally 
and externally.

Given the collapse of SVB, Barr said 2023 
has already proven challenging for the fi-
nancial sector from a communications 
standpoint. But it has also underscored the 
need for quality financial communications 
counsel.

“All regional banks—the backbone of 
our financial system—had to act quickly 
to communicate with retail and commer-
cial clients to ensure misinformation and 
external perceptions did not create a gap 
with the reality of the actual health of these 
institutions … not an easy task. What it 
showed was financial communications 
experts at agencies and banks are some 
of the most resilient professionals in the 
industry,” Barr said. “The lessons learned 
from the past few months can and should 
be applied across other industries to en-
sure companies quickly counter misinfor-
mation in the market and ensure external 
perceptions do not become realities.”

Looking forward, Barr believes 2023 will 
be the year that the communications world 
is forced to confront the realities of AI.

“We’ve talked about the impact techno-
logical evolution has had on everyone’s life 
for decades, from work to personal usages. 
However, the new advancements in AI will 
change the way everyone works, commu-

nications professionals included. AI will 
never completely take over marketing and 
communications functions … but there 
will be areas where AI will speed up the 
process from initial research and analytics 
to creative ideation. Marketing and com-
munications agencies will need to embrace 
change just like any other industry … they 
just can’t surrender to the AI challenge as 
it can never be a substitute for human in-
teractions.”

Stanton diversifies financial client 
roster
Stanton  continued the strong momen-

tum the agency exhibited in 2021 with an-
other solid year in 2022, bringing in more 
than $10.4 million in finance-related net 
fees last year and tallying gains of nearly 
$2 million from 2021’s 
$8.5 million, which 
revealed a similar leap 
from the $7.6 million 
the agency charted in 
COVID 2020. Stan-
ton now assumes the 
number-nine spot 
in O’Dwyer’s financial/
IR rankings, up from 
10 last year.

Managing Director 
Tom Faust attributed the agency’s success 
to a series of partnerships with new and 
diverse financial clients, including mid-
dle-market private-investment firms, cred-
it managers, multi-billion asset managers, 
real estate investment firms and impact 
investors.

“We found that in 2022 many firms 
made the shift into post-COVID plans for 
growth, which extended to a renewed fo-
cus on communications,” Faust said. “We 
also saw financial clients having growing 
interest in our creative services such as 
marketing collateral creation, web design 
and strategic social media. That trend has 
continued in 2023.”

Faust said the recent spate of recent 
bank closures that have made headlines in 
2023 currently looms large across the fi-
nancial services landscape, particularly in 
the worlds of banking and private invest-
ment. This isn’t going away anytime soon, 
and Faust said these developments present 
both a challenge as well as opportunities 
for firms specializing in financial PR and 
investor relations.

“We’ll all be dealing with communica-
tions needs stemming from the fallout for 
a while, as financial organizations address 
new concerns from depositors, investors 
and regulators,” Faust said. “And in a world 
of higher interest rates and equity market 
challenges, there is renewed investor inter-
est in credit strategies.” 

Ryan Barr

WWW.ODWYERPR.COM      |     MAY 2023 29



RANKINGS OF FIRMS SPECIALIZING IN FINANCE

1. Edelman, New York, NY $115,744,000 

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

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

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

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

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

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

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

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

10. Dukas Linden Public Relations, New York, NY 9,380,205 

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

32. Pierpont Communications, Houston, TX 873,646 

33. rbb Communications, Miami, FL 553,196 

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

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

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

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

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

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

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

41. Jackson Spalding, Atlanta, GA 308,629 

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

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

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

45. Akrete, Evanston, IL 189,300 

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

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

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

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

50. Superior PR, Chicago, IL 91,610 

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

52. TruePoint Communications, Dallas, TX 74,793 

53. Stanton Communications, Washington, DC 35,000 

54. Marketing Maven Public Relations, Camarillo, CA 29,000 

55. Lavidge, Phoenix, AZ 2,000
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Health PR firms post 24.8% ’22 growth

Healthcare PR firms registered a robust 
24.8 percent jump in 2022 fee income 
to a combined $1.7 billion in 2022 as 

they counseled clients dealing with the after 
effects of the COVID-19 pandemic, accord-
ing to O’Dwyer’s rankings.

Seven of the Top Ten firms posted 
growth, powered by a 103.3 percent surge 
to $368 million at No. 2 Evoke Group and 
a 64.1 percent gain to $80.1 million at No. 
4 Spectrum.

The firms ranked seven through 10 posted 
declines in fee income. APCO Worldwide 
decreased 7.7 percent to $33.9 million, ICR 
dipped 13.7 percent to $31.9 million, imre 
fell 8.5 percent $31.2 million and Crosby 
dropped 11.4 percent to $25.2 million.

Finn Partners adds 42 new clients
Finn Partners’ healthcare unit posted 19.1 

percent growth to $52.6 million as the firm 
added 42 new clients and expanded into 
new markets via the acquisitions of SPAG 
(offices in India, Malaysia, Singapore and 
the Philippines) and Ireland’s Hyderus, 
which reaches into Europe, Africa and 
South America.

Gil Bashe, Global Health and Purpose 
Chair, said his unit tackled hot button is-
sues such as the fragmentation of the health 
ecosystem and its cost in squandered re-
sources and patient care.

He believes the firm is well positioned to 
guide clients successfully through this sys-
tem-wide maze.

In 2022, Finn partnered with Galen 
Growth and issued a series of reports on 
“The State of Digital Health,” tapping into 
some 300 million data points across 14,000 
global ventures.

Bashe said Finn Partners staffers world-
wide worked closely with Fern Lazar, Glob-
al Health Practice Lead.

“Fern led knowledge-sharing initiatives 
by leveraging our continued investment in 
secure cloud-based IT infrastructure,” said 
Bashe.

Working in a hybrid 
environment, Lazar 
and colleagues hosted 
numerous global pro-
fessional development 
summits in areas such 
as brand marketing, 
clinical trial patient re-
cruitment, investor re-
lations, integrated mar-
keting, social media, 

scientific support, and corporate thought 
leadership.

The healthcare group launched several 
pro bono initiatives, including “The Heart-
break of the Heartland,” rural health effort 
that was acknowledged by the White House 
Biden Cancer Moonshot.

Bashe said the health unit’s emphasis on 
values, collaboration, innovation and a 
desire to tackle societal needs will power 
growth in 2023 and beyond.

M Booth Health turns away potential 
clients
M Booth Health enjoyed a 33.9 percent 

hike in revenues to $21.9 million, though it 
turned away three quarters of new business 
opportunities, according to CEO Stacey 
Bernstein.

That means 82 percent of growth was or-
ganic, achieved by expanding the range of 
services offered in the PA, marketing com-
munications and social impact practices.

Bernstein, who joined the firm in January 
2022 after a dozen years at Weber Shand-
wick, led the year of transformation with 
new leadership taking the helm.

Peter Matheson Gay joined from DXTRA 
Health as Chief Impact Officer; Tayla Mah-
mud signed on as EVP, 
Health Equity and Mul-
ticultural Strategy from 
Havas Health & You; 
and Chaz Cox joined 
from Edelman as Man-
aging Director, Market-
ing Communications.

M Booth Health un-
derwent a rebrand in 
2022, with a new value 
proposition of Choose to 
Challenge—built to help organizations and 
brands challenge norms, drive results and 
improve the lives and health of those who 
need it most, according to Bernstein.

Amid the changes, Bernstein said M 
Booth Health’s culture continued to thrive, 

as demonstrated by its 95 percent voluntary 
retention rate among staff.

The Bliss Group builds on ’22 momentum
The Bliss Group’s Healthcare Practice 

posted growth of 58.6 percent to $6.8 mil-
lion with 68 million percent being organic 
and 32 percent via new clients.

Building on 2022 momentum, The Bliss 
Group and The Next Practices Group 
(NPG) launched NPG Health alongside its 
first firm, Bliss Bio Health (BBH).

The BBH offering is from “atom to ac-
cess,” including marketing communica-
tions programs in early science, R&D re-
search, medical education and advertising, 
commercialization, health programs and 
reimbursement.

It is led by Gloria Vanderham and Lisa 
Davidson as CEO and EVP, respectively.

“We have a responsibility to do better and 
offer unique approaches that promote clar-
ity, collaboration and collective healthcare 
ecosystem progress. We will attract team 
members, partners and clients who want to 
be a part of the solution,” said Davidson.

In February, NPG Health launched CTRx 
Pathways following its work with Johns 
Hopkins School of Medicine to complete 
enrollment in two COVID-19 clinical tri-
als.

CTRx Pathways is a platform that accel-
erates and diversifies clinical trial enroll-
ment by combining analytics; paid, earned, 
shared and owned (PESO) media; and tech-
nology.

The New England Journal of Medicine fea-
tured CTRx in which both Michael Roth, 
Chair, NPG Health Group, and Colin Fos-
ter, President, The Next Practice, were by-
lined alongside the Johns Hopkins team—
demonstrating the power of insights-driven 
marketing communications on patient out-
comes.

“The presence of healthcare marketing 
and communications teams who truly un-
derstand the science, 
patient experience and 
business of health—
equally—is paramount 
to the evolution of the 
industry,” said Roth. 
“When we combine 
expertise within our 
teams, we are on the 
right path to achieving 
better outcomes in care.”

The firms ranked by O’Dwyer’s for healthcare PR posted healthy gains in 2022 as healthcare agencies 
continue to add new clients and expanded into new markets.

REPORT

By Kevin McCauley

Stacey Bernstein

 _ Continued on page 34O’Dwyer’s healthcare PR rankings, pg. 36Gil Bashe

Michael Roth
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Ruder Finn pushes boundaries
Ruder Finn Healthcare grew by 24.4 per-

cent to $56 million in 2022, fueled by or-
ganic growth and expanding its roster of 

innovative biopharma 
companies and NGOs, 
including Iveric Bio, 
Sage Therapeutics, PTC 
Therapeutics and FNIH, 
according to Christie 
Anbar, Global Lead, 
Healthcare

“From redefining the 
pharma launch play-
book, designing new 
ways to leverage strate-

gic partnerships, and inserting brands into 
the mainstream cultural zeitgeist through 
influencer activations and new forms of 
edutainment, Ruder Finn is continuing to 
push boundaries to facilitate change that 
leads to better health outcomes,” she said.

Anbar said RF helped translate today’s 
communications trends into ROI-generat-
ing programs that “amplified the impact of 
our clients’ science and therapeutics.”

Healthcare roundup
 _ Continued from page 32

The firm helped advance awareness and 
uptake of multiple breakthrough cancer 
and immunology drugs, as well as sup-
ported patients and families navigating 
the emotional side of living with chronic 
or life-threatening disease.

It supported numerous biotechs pro-
gressing new therapeutic modalities with 
potential for first-of-its-kind patient ben-
efit in vision and hearing loss, sleep disor-
ders and other unmet needs.

“Our work crosses the full patient and 
therapeutic journey, from communicating 
around critical milestones, to digitally tar-
geted clinical trial recruitment, to commu-
nity-building in discreet patient segments, 
to high-impact awareness and education 
campaigns including celebrities, KOLs, 
influencers, and attention-grabbing cre-
ative content such as serial podcasts and 
producing films for major streaming plat-
forms,” said Anbar.

Crosby records solid year
Crosby Marketing reported a solid year 

with very strong client and staff retention 
in 2022, according to CEO Ray Crosby, 
though fee income slipped 11.4 percent to 
$25.2 million.

He said the No. 10 ranked healthcare 

firm drove record engagement for the 
Telehealth.HHS.gov website, strong mem-
bership growth for Blue Cross Blue Shield 
of Vermont, record online fundraising for 
Shriners Hospitals for Children, and gen-
erating more than $120 million in donated 
media for DAV (Disabled American Vet-
erans) through a PSA campaign.

“We also continued leading strategic 
communications for the U.S. Preventive 
Services Task Force, 
which puts us on the 
frontlines of promot-
ing evidence-based 
preventive care and 
more equitable health 
for all,” said Crosby.

He said the firm 
remains focused on 
delivering powerful 
performance market-
ing solutions in the 
health care space, and clients really value 
our ability to connect the dots between 
patients, providers, payors, policy makers 
and advocacy groups.

Crosby said his firm is off to a “flying 
start” in 2023 as he projects 20 growth for 
the year. 

Christie Anbar

Ray Crosby

Greg Mondshein

SourceCode grows in enterprise tech
At  SourceCode, which brought in 

$8.5 million in net fees (placing at #23), 
co-founder and managing partner Greg 
Mondshein “saw continued growth in en-
terprise technology platforms, with specific 
growth in HR, security, cloud infrastruc-
ture, financial services and fintech.”

The firm officially launched its strategy 
and analytics practice, which was “designed 
to support deeper data driven storytelling 
and provide deeper insights into the busi-
ness impact and general effectiveness of the 
PR campaigns we manage for our clients.”

It also signed such clients as Jenius Bank, 
Getty Images, Accredible, Appen, Data-
bank and Homebase.

While maintaining a 
focus on its core ser-
vices, SourceCode is 
also “focused heavily 
on expanding our ser-
vice offerings.” Some 
of those new offerings 
include executive brand 
management, internal 
comms, digital strategy, 
influencer strategies and 
a number of measure-

ment and analytics products.
The agency is ls also firmly committed 

to “ensuring we continue to build our cul-

Technology roundup
 _ Continued from page 24

ture in a hybrid working environment. This, 
in our opinion, is one of the biggest chal-
lenges our industry faces.”

Walker Sands does more with less
Cybersecurity, healthcare, cloud, and 

AI-enabled software and services all played 
a hand in powering #7 Walker Sands to a 7.1 
percent revenue bump to $30.5 million.

 “But perhaps the biggest category winner 
in 2022 was supply chain and logistics,” said 
agency President Andrew Cross.

“In terms of services,” he said, “we con-
tinue to have considerable momentum in 
video, motion graphics and social media, as 

well as data and insights.
Clients that the firm 

brought in last year Ben-
evity, Madison Logic, 
Honor Technology, Hir-
eRoad and Echo Global 
Logistics.

In January 2023, 
Walker Sands picked up 
KoMarketing, “which 
added depth to our ca-

pabilities in B2B demand generation, 
including paid digital advertising and SEO.”

A major hurdle facing the firm, Cross said, 
is the need to do more with less. Companies 
are “looking for agency partners to be flex-
ible, adaptable and strategic. In some cases, 
we saw technology clients who experienced 
multiple rounds of layoffs go out of their 
way to preserve agency budgets because 
they view our team as mission-critical.”

As regards the future of the tech sector it-
self, “we will likely see consolidation across 
a number of tech categories over the next 
year. Venture-backed companies that don’t 
raise a fresh round of financing will look for 
soft landings, so we expect our clients to be 
involved in M&A at a healthy pace.”

Bospar embodies all things digital
Bospar, our #15 firm, was a big growth sto-

ry in 2022, with fees up 49.9 percent to $16.9 
million. “We saw a lot of growth in sectors 
driven by the global shift to all-things-vir-
tual,” said Bospar Principal Curtis Sparrer. 
“from HR, education and health technology 
to data infrastructure and security.”

The agency also launched integrated 
marketing services, including digital asset 
development, podcast 
production and event 
management.

High-profile addi-
tions to Bospar’s client 
roster included Croa-
tian IT and telecom-
munications compa-
ny which the agency 
landed coverage on 
platforms as the Today 
Show, and REAL Mes-
senger, a social media app for real estate 
agents developed by a Bravo network alum.

Sparrrer sees “huge opportunity to grow 
in areas where we’re already strong, like 
health tech, and in emerging sectors like 
Web3.” 

Curtis Sparrer

Andrew Cross
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RANKINGS OF FIRMS SPECIALIZING IN HEALTHCARE

1. Real Chemistry, San Francisco, CA $555,000,000
2.  Evoke, Philadelphia, PA 368,000,000
3. Edelman, New York, NY 224,352,000
4. Spectrum, Washington, DC 80,174,000
5. Ruder Finn Inc., New York, NY 56,010,000
6. Finn Partners, New York, NY 52,600,000
7. APCO Worldwide, Washington, DC 33,900,000
8. ICR, New York, NY 33,194,813
9. imre, LLC, Baltimore, MD 31,879,000
10. Crosby, Annapolis, MD 25,213,010
11. M Booth Health, New York, NY 21,811,192
12. JPA Health, Washington, DC 19,965,000
13. Zeno Group, New York, NY 13,133,411
14. Coyne PR, Parsippany, NJ 13,017,928
15. MikeWorldWide, New York, NY 12,031,998
16. Sam Brown Inc., Wayne, PA 11,428,977
17. Matter Communications, Boston, MA 10,284,000
18. Padilla, Minneapolis, MN 8,388,077
19. Health+Commerce, Eagle, ID 8,023,637
20. Hunter, New York, NY 7,400,000
21. Bliss Group, The, New York, NY 6,844,663
22. PAN Communications, Boston, MA 6,616,441
23. 5W Public Relations, New York, NY 6,500,000
24. Kivvit, Chicago, IL 6,450,236
25. LaVoie Health Science, Boston, MA 5,752,399
26. Moore, Inc., Tallahassee, FL 5,022,468
27. MP&F Strategic Communications, Nashville, TN 4,281,400
28. MCS Healthcare PR, Bedminster, NJ 3,722,106
29. BRG Communications, Alexandria, VA 3,495,531
30. Jackson Spalding, Atlanta, GA 2,988,149
31. Fiona Hutton & Associates, Inc., Los Angeles, CA 2,609,362
32. rbb Communications, Miami, FL 2,488,396
33. Public Communications Inc., Chicago, IL 2,305,548
34. Inkhouse, Waltham, MA 2,154,774
35. LaunchSquad, San Francisco, CA 1,900,000
36. Tunheim, Minneapolis, MN 1,800,000
37. Singer Associates PR, Inc., San Francisco, CA 1,751,926
38. Trevelino/Keller, Atlanta, GA 1,650,000
39. V2 Communications, Boston, MA 1,641,007
40. Bospar, San Francisco, CA 1,251,828
41. Communications Strategy Group, Denver, CO 1,237,354
42. French | West | Vaughan, Raleigh, NC 1,177,522
43. Otter PR, St. Petersburg, FL 1,078,977

44. Red Thread PR, Philadelphia, PA $1,059,510
45. Beehive Strategic Communication, St. Paul, MN 1,030,244
46. Pierpont Communications, Houston, TX 1,001,535
47. Gregory FCA, Ardmore, PA 999,514
48. Bellmont Partners, Minneapolis, MN 983,746
49. G&S Business Communications, New York, NY 945,840
50. L.C. Williams & Associates, Chicago, IL 811,862
51. Merritt Group, McLean, VA 805,978
52. The TASC Group, New York, NY 740,000
53. IW Group, Inc., West Hollywood, CA 712,759
54. BLAZE, Santa Monica, CA 634,382
55. Tier One Partners, Boston, MA 564,718
56. Rasky Partners, Inc., Boston, MA 471,679
57. PSC (Princeton Strategic Comms.), Trenton, NJ 444,139
58. Marketing Maven PR, Camarillo, CA 443,471
59. Landis Communications, San Francisco, CA 427,000
60. Ehrhardt Group, The, New Orleans, LA 390,945
61. Racepoint Global, Boston, MA 375,000
62. Judge Public Relations, Tampa, FL 369,264
63. Havas Formula, New York, NY 367,435
64. Rosica Communications, Fair Lawn, NJ 361,385
65. Stanton Communications, Washington, DC 350,000
66. Franco, Detroit, MI 320,445
67. Slide Nine Agency, Columbus, OH 301,002
68. Milk & Honey PR, New York, NY 277,750
69. Standing Partnership, St. Louis, MO 275,405
70. Superior PR, Chicago, IL 269,856
71. Hoyt Organization Inc., The, Torrance, CA 250,000
72. Buchanan Public Relations, Bryn Mawr, PA 226,865
73. BizCom Associates, Plano, TX 216,000
74. 360PR+, Boston, MA 205,500
75. BoardroomPR, Fort Lauderdale, FL 200,000
76. WordWrite Communications LLC, Pittsburgh, PA 174,500
77. Lavidge, Phoenix, AZ 170,062
78. Greentarget Global LLC, Chicago, IL 139,000
79. Fish Consulting, Fort Lauderdale, FL 111,000
80. Pugh & Tiller PR, LLC, Annapolis, MD 65,891
81. Wordhampton PR, Inc., East Hampton, NY 31,500
82. O’Malley Hansen Communications, Chicago, IL 29,198
83. TruePoint Communications, Dallas, TX 23,495
84. Violet PR, Montclair, NJ 12,000
85. SPM Communications, Dallas, TX 6,946
86. Lawlor Media Group, New York, NY 6,000

 Firm  2022 Net Fees  Firm  2022 Net Fees
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On a regular basis, we see everyone 
from Hollywood celebrities to brand-
name consumer products like John-

son & Johnson’s now infamous baby powder 
dealing with the fallout from litigation and 
scandal.

Our Constitution affords everyone their 
day in court, but the instinct to protect your 
besmirched name must go beyond a jury 
of your peers and into the court of public 
opinion, where sometimes the sentence de-
livered is even harsher.

Famed litigator and civil rights activist 
William Kunstler knew that dance well. 
Kunstler was a legal legend who frequent-
ly commanded the headlines for defending 
the Freedom Riders and representing the 
likes of the ACLU, Chicago Seven and the 
American Indian Movement. He was even 
among those with the Reverend Martin Lu-
ther King on the day he died.

Journalists flocked to cover his cases be-
cause they knew he was a legal commen-
tator they could count on to give them a 
few great headlines and perfect soundbites. 
Famed legal writer Sidney Zion called Kun-
stler, “one of the few lawyers in town who 
knows how to talk to the press. His stories 
always check out and he’s not afraid to talk 
to you, and he’s got credibility.”

I had the opportunity to work with Kun-
stler when I was in my mid-20s at one of the 
big brand-name public relations firms. On a 
flight back to New York from a client media 
event in 1993, he turned to me and offered 
some wisdom: “As an attorney, I can win my 
case inside the courtroom, with the greatest 
of legal arguments, but I can also do so as 
effectively on the courthouse steps with the 
news media.”

As Kunstler explained to that much 
younger version of me, while some attor-
neys write their legal briefs in a perfectly 
fine and fundamentally well-researched 
manner, there was also another way to ef-
fectively help make a complicated legal 
narrative—sharing his much more com-
pelling side of the story to allow it to gain 
more traction when told on evening news 
broadcasts or by a columnist the following 
morning.

Fox chooses settlement vs. digging in
Nowhere in recent weeks has that been 

more apparent than in the Dominion Vot-
ing Systems election defamation lawsuit 
versus Fox News.

At the 11th hour, right before the litigants 

In litigation matters, an effective communications strategy can 
protect your name in the court of public opinion.

Letting the jury decide 

Thomas P. Butler

By Thomas Butler
were set to go on trial, Dominion came out 
on top with a settlement of $767.5 million. 
The conservative news network decided the 
stakes were too high to move forward with 
a legal process that likely would’ve con-
sumed years more worth of both legal and 
water-cooler debates. It was more reason-
able to come up with a financial solution in 
advance and cut future potential losses.

The short-term fallout still sent shock-
waves through the company. For Fox News 
shareholders, the value of their holdings 
dropped by 5 percent, as the company lost 
$800 million in valuation. For Fox News 
personality Tucker Carlson, one of the net-
work’s most popular, the settlement agree-
ment is the likely reason for losing his an-
chor position. For the cable news network 
to lock out a host with a nightly audience 
exceeding 3.4 million loyal viewers, is quite 
a statement. But the network weighed its 
options and decided to stop the long-term 
bleeding by withstanding some short-term 
pain.

Not every major bold-faced name makes 
the same calculation, for better or worse.

Around Labor Day last year, we were 
asked to conduct litigation support messag-
ing to propel a series of high-profile cases in 
the news that involved, among other things, 
an intellectual property dispute over book 
and film rights versus the rapper Drake, 
and NBA basketball legend Lebron James.

While the parties had tried unsuccessful-
ly for years to amicably negotiate in good 
faith, somehow it took the pressure and 
attention brought to bear by a geyser of 
international media attention we achieved 
to motivate the disparate parties. About a 
month ago, the parties were finally on the 
road towards amicably settling the dispute.

Madison Square Garden bans lawyers
The head of a respected litigation practice 

contacted us shortly before the tip-off of 
the NBA season to advise he was about to 
become the plaintiff in a unique case ver-
sus the New York Knicks and their owner, 
Madison Square Garden Entertainment.

A proud Knicks fan and season ticket 
holder for nearly 50 years, he found his 
subscription abruptly canceled and he and 
60 other attorneys at the firm were banned 
from entering The Garden, Radio City 
Music Hall, The Beacon Theatre and other 
MSG venues, simply for being an adverse 
party in an unrelated litigation vs MSG. 
This became the seminal case resulting in 

copycat suits from dozens of other law firms 
versus MSG bans.

Our team launched the strategic earned 
media campaign with a one-on-one sit 
down with the New York Times, for a front-
page feature, to be followed by a dramatic 
story on NBC News.

Our pitch was, how could the manage-
ment of MSG be so 
cold-hearted to ban one 
of its most loyal and lon-
gest season ticket hold-
ers? And from another 
perspective, isn’t ban-
ning lawyers for simply 
providing legal repre-
sentation an affront to 
our American justice 
system?

Our client simply 
wanted his season tickets back, which could 
have been an easy solution.

Instead, the sports and entertainment 
conglomerate dug in and soon acknowl-
edged its use—or rather, abuse—of artificial 
intelligence and facial recognition software 
to effectuate and widen the ban to more 
lawyers and firms. In the ensuing months, 
the floodgates opened, with thousands of 
earned media stories—in print, digital, 
blogs, radio and television—addressing the 
chilling “big brother” aspect of MSG’s ac-
tions.

This led to New York political leaders 
questioning the legality and renewal of tens 
of millions in annual tax abatements grant-
ed to MSG. It caused the State Attorney 
General to investigate the use of facial rec-
ognition in connection with state anti-dis-
crimination laws, while the NY State Liquor 
Authority questioned if MSG’s ban jeopar-
dized the company’s licenses to sell alcohol 
at its theaters, nightclubs and restaurants.

All this provoked MSG CEO James Dolan 
to defend himself and the company in an 
ill-conceived, live appearance on “Good 
Day New York,” where the Garden owner 
only added more fuel to the fire, at a time 
when diplomacy and lowering the volume 
should’ve been on the menu.

All of this is truly validation of the wis-
dom espoused by Kunstler 30 years earlier, 
and a punctuation point on the essential 
role professional services communications 
and public relations practitioners play. An 
effective and well-executed communica-
tions strategy can absolutely move the pub-
lic opinion needle, especially in litigation. 
Because sometimes it’s not the jury who will 
decide your fate.

Thomas P. Butler is President and Founder 
of Butler Associates, LLC. 
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 Firm  2022 Net Fees  Firm  2022 Net Fees

1. G&S Business Communications, New York, NY $14,045,589 
2. Edelman, New York, NY 7,294,000 
3. Ruder Finn Inc., New York, NY 3,400,000 
4. Padilla, Minneapolis, MN 2,544,627 
5. imre, LLC, Baltimore, MD 2,468,000 
6. Zeno Group, New York, NY 1,846,631 
7. French | West | Vaughan, Raleigh, NC 1,478,875 
8. Inspire PR Group, Westerville, OH 1,434,365 
9. Moore, Inc., Tallahassee, FL 998,465 
10. Standing Partnership, St. Louis, MO 641,870 
11. Bellmont Partners, Minneapolis, MN 255,863 
12. Slide Nine Agency, Columbus, OH 248,246 
13. Tunheim, Minneapolis, MN 111,000 
14. Rosica Communications, Fair Lawn, NJ 110,000 
15. Otter PR, St. Petersburg, FL 43,159 
16. Akrete, Evanston, IL 34,000 
17. MP&F Strategic Communications, Nashville, TN 16,790 
18. O’Malley Hansen Communications, Chicago, IL 7,000 

RANKINGS OF PR FIRMS SPECIALIZING IN AGRICULTURE

33. Otter PR, St. Petersburg, FL $129,477 
34. Slide Nine Agency, Columbus, OH 99,597 
35. Gregory FCA, Ardmore, PA 93,000 
36. Lawlor Media Group, New York, NY 62,900 
37. Inspire PR Group, Westerville, OH 44,128 

1. Finn Partners, New York, NY $23,500,000 
2. Edelman, New York, NY 22,669,000 
3. Zimmerman Agency, Tallahassee, FL 17,500,000 
4. J Public Relations, New York, NY 16,184,000 
5. Turner, a Fahlgren Mortine company, New York, NY 14,705,846 
6. MMGY NJF, New York, NY 9,510,162 
7. Lou Hammond Group, New York, NY 9,068,858 
8. Zeno Group, New York, NY 6,921,469 
9. Coyne PR, Parsippany, NJ 6,461,067 
10. French | West | Vaughan, Raleigh, NC 5,400,200 
11. Ruder Finn Inc., New York, NY 3,230,000 
12. Zapwater Communications, Inc., Chicago, IL 2,833,100 
13. 5W Public Relations, New York, NY 2,500,000 
14. rbb Communications, Miami, FL 1,982,596 
15. Kivvit, Chicago, IL 1,764,785 
16. Hemsworth Comms., Fort Lauderdale, FL 1,429,478 
17. Pineapple Public Relations, Chamblee, GA 1,382,009 
18. Violet PR, Montclair, NJ 1,011,230 
19. Berk Communications, New York, NY 901,933 
20. Bellmont Partners, Minneapolis, MN 592,851 
21. Fish Consulting, Fort Lauderdale, FL 440,000 
22. Tunheim, Minneapolis, MN 440,000 
23. Singer Associates PR, Inc., San Francisco, CA 402,026 
24. MP&F Strategic Communications, Nashville, TN 277,010 
25. Ehrhardt Group, The, New Orleans, LA 257,280 
26. Landis Communications, San Francisco, CA 248,000 
27. 360PR+, Boston, MA 230,000 
28. Jackson Spalding, Atlanta, GA 196,477 
29. PSC (Princeton Strategic Communications), Trenton, NJ 177,214 
30. Marketing Maven PR, Camarillo, CA 160,256 
31. TruePoint Communications, Dallas, TX 138,931 
32. Rasky Partners, Inc., Boston, MA 136,250 

RANKINGS OF PR FIRMS SPECIALIZING IN
TRAVEL & ECONOMIC DEVELOPMENT

  Travel & Economic Development cont.

1. Edelman, New York, NY $8,676,000 
2. Finn Partners, New York, NY 7,800,000 
3. APCO Worldwide, Washington, DC 5,700,000 
4. Kivvit, Chicago, IL 4,759,618 
5. Comms. Strategy Group (CSG), Denver, CO 3,165,132 
6. Lambert, Grand Rapids, MI 2,849,155 
7. Jackson Spalding, Atlanta, GA 2,166,812 
8. Moore, Inc., Tallahassee, FL 1,718,891 
9. Inkhouse, Waltham, MA 1,305,736 
10. Lee Andrews Group, Los Angeles, CA 1,173,123 
11. Ruder Finn Inc., New York, NY 1,030,000 
12. rbb Communications, Miami, FL 962,453 
13. Zeno Group, New York, NY 843,982 
14. Rosica Communications, Fair Lawn, NJ 706,212 
15. MP&F Strategic Communications, Nashville, TN 683,789 
16. LaunchSquad, San Francisco, CA 640,000 
17. Inspire PR Group, Westerville, OH 580,090 
18. French | West | Vaughan, Raleigh, NC 505,000 
19. Rasky Partners, Inc., Boston, MA 457,000 
20. Public Communications Inc., Chicago, IL 370,102 
21. PSC (Princeton Strategic Communications), Trenton, NJ 346,166 
22. Pierpont Communications, Houston, TX 332,397 
23. Gregory FCA, Ardmore, PA 298,000 
24. Franco, Detroit, MI 291,010 
25. Coyne PR, Parsippany, NJ 278,572 
26. Beehive Strategic Communication, St. Paul, MN 263,454 
27. Lavidge, Phoenix, AZ 239,833 
28. Sachs Media, Tallahassee, FL 238,480 
29. Tunheim, Minneapolis, MN 215,000 
30. Racepoint Global, Boston, MA 205,000 
31. Singer Associates PR, Inc., San Francisco, CA 165,010 
32. Milk & Honey PR, New York, NY 127,285 
33. Marketing Maven Public Relations, Camarillo, CA 125,750 
34. Slide Nine Agency, Columbus, OH 115,440 
35. Landis Communications, San Francisco, CA 107,000 
36. Hoyt Organization Inc., The, Torrance, CA 100,000 
37. Otter PR, St. Petersburg, FL 86,318 
38. BizCom Associates, Plano, TX 85,000 
39. BoardroomPR, Ft. Lauderdale, FL 75,000 
40. Red Thread PR, Philadelphia, PA 71,783 
41. Buchanan Public Relations, Bryn Mawr, PA 54,707 
42. TruePoint Communications, Dallas, TX 25,694 
43. Lawlor Media Group, New York, NY 4,000 

RANKINGS OF PR FIRMS SPECIALIZING IN EDUCATION
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 Firm  2022 Net Fees  Firm  2022 Net Fees

1. Edelman, New York, NY $56,049,000 
2. Ruder Finn Inc., New York, NY 14,810,000 
3. 5W Public Relations, New York, NY 10,600,000 
4. French | West | Vaughan, Raleigh, NC 8,366,221 
5. Coyne PR, Parsippany, NJ 4,642,140 
6. Turner, a Fahlgren Mortine company, New York, NY 3,474,749 
7. Zeno Group, New York, NY 2,575,601 
8. imre, LLC, Baltimore, MD 2,509,000 
9. Hunter, New York, NY 2,500,000 
10. LaunchSquad, San Francisco, CA 1,980,000 
11. Berk Communications, New York, NY 1,804,501 
12. Taylor, New York, NY 1,800,000 
13. AMP3 Public Relations, New York, NY 1,703,813 
14. Havas Formula, New York, NY 1,583,566 
15. Zapwater Communications, Inc., Chicago, IL 930,650 
16. J Public Relations, New York, NY 860,000 
17. O’Malley Hansen Communications, Chicago, IL 773,485 
18. Jackson Spalding, Atlanta, GA 602,504 
19. Fish Consulting, Fort Lauderdale, FL 600,000 
20. TruePoint Communications, Dallas, TX 487,153 
21. SPM Communications, Dallas, TX 404,336 
22. Trevelino/Keller, Atlanta, GA 400,000 
23. Otter PR, St. Petersburg, FL 388,432 
24. 360PR+, Boston, MA 370,000 
25. Inkhouse, Waltham, MA 233,483 
26. rbb Communications, Miami, FL 200,300 
27. Marketing Maven Public Relations, Camarillo, CA 122,645 
28. MP&F Strategic Communications, Nashville, TN 97,525 
29. Champion Management Group, Dallas, TX 52,805 
30. BLAZE, Santa Monica, CA 51,155 
31. Wordhampton PR, Inc., East Hampton, NY 31,063 
32. Red Thread PR, Philadelphia, PA 25,000 
33. Lavidge, Phoenix, AZ 22,000 
34. Lawlor Media Group, New York, NY 11,000  

RANKINGS OF PR FIRMS SPECIALIZING IN BEAUTY & FASHION

17. TruePoint Communications, Dallas, TX $101,975 
18. MP&F Strategic Communications, Nashville, TN 73,266 
19. O’Malley Hansen Communications, Chicago, IL 46,275 
20. Otter PR, St. Petersburg, FL 43,159 
21. Judge Public Relations, Tampa, FL 26,394 

1. Edelman, New York, NY $14,199,000 
2. Zeno Group, New York, NY 13,352,949 
3. G&S Business Communications, New York, NY 4,996,711 
4. L.C. Williams & Associates, Chicago, IL 3,833,286 
5. Hunter, New York, NY 3,500,000 
6. 360PR+, Boston, MA 3,120,500 
7. Coyne PR, Parsippany, NJ 2,777,978 
8. 5W Public Relations, New York, NY 2,500,000 
9. Pierpont Communications, Houston, TX 2,294,897 
10. Havas Formula, New York, NY 1,359,308 
11. Ruder Finn Inc., New York, NY 830,000 
12. Trevelino/Keller, Atlanta, GA 300,000 
13. IW Group, Inc., West Hollywood, CA 299,217 
14. SPM Communications, Dallas, TX 245,450 
15. Marketing Maven Public Relations, Camarillo, CA 205,393 
16. French | West | Vaughan, Raleigh, NC 180,331 

RANKINGS OF PR FIRMS SPECIALIZING IN 
HOME FURNISHINGS

  Home Furnishings cont.

1. Crosby, Annapolis, MD $6,702,967 
2. Jackson Spalding, Atlanta, GA 1,403,292 
3. Butler Associates, LLC, New York, NY 1,061,562 
4. Sachs Media, Tallahassee, FL 1,013,478 
5. MikeWorldWide, New York, NY 861,751 
6. Judge Public Relations, Tampa, FL 806,078 
7. Public Communications Inc., Chicago, IL 777,397 
8. Lambert, Grand Rapids, MI 771,800 
9. Pierpont Communications, Houston, TX 719,950 
10. Rasky Partners, Inc., Boston, MA 626,825 
11. Stanton Communications, Washington, DC 525,000 
12. PSC (Princeton Strategic Communications), Trenton, NJ 490,815 
13. Franco, Detroit, MI 483,476 
14. Singer Associates PR, Inc., San Francisco, CA 453,086 
15. Kivvit, Chicago, IL 427,539 
16. Rosica Communications, Fair Lawn, NJ 400,000 
17. LaunchSquad, San Francisco, CA 380,000 
18. rbb Communications, Miami, FL 342,775 
19. Tunheim, Minneapolis, MN 305,000 
20. MP&F Strategic Communications, Nashville, TN 259,364 
21. Slide Nine Agency, Columbus, OH 240,483 
22. Red Thread PR, Philadelphia, PA 239,500 
23. French | West | Vaughan, Raleigh, NC 225,114 
24. Violet PR, Montclair, NJ 200,579 
25. BoardroomPR, Ft. Lauderdale, FL 200,000 
26. Lavidge, Phoenix, AZ 181,765 
27. Inspire PR Group, Westerville, OH 174,290 
28. Lawlor Media Group, New York, NY 149,100 
29. Bellmont Partners, Minneapolis, MN 143,911 
30. Standing Partnership, St. Louis, MO 140,673 
31. Trevelino/Keller, Atlanta, GA 140,000 
32. WordWrite Communications LLC, Pittsburgh, PA 129,600 
33. Coyne PR, Parsippany, NJ 110,500 
34. Hoyt Organization Inc., The, Torrance, CA 100,000 
35. Ehrhardt Group, The, New Orleans, LA 90,000 
36. Otter PR, St. Petersburg, FL 86,318 
37. Landis Communications, San Francisco, CA 83,000 
38. Inkhouse, Waltham, MA 82,832 
39. Buchanan Public Relations, Bryn Mawr, PA 64,495 
40. Beehive Strategic Communication, St. Paul, MN 61,609 
41. Marketing Maven Public Relations, Camarillo, CA 60,925 
42. Wordhampton PR, Inc., East Hampton, NY 57,545 
43. TruePoint Communications, Dallas, TX 27,193 
44. SPM Communications, Dallas, TX 10,612 
45. IW Group, Inc., West Hollywood, CA 5,725 

RANKINGS OF PR FIRMS SPECIALIZING IN NON-PROFITS

,

 Firm  2022 Net Fees  Firm  2022 Net Fees

1. G&S Business Communications, New York, NY $14,045,589 
2. Edelman, New York, NY 7,294,000 
3. Ruder Finn Inc., New York, NY 3,400,000 
4. Padilla, Minneapolis, MN 2,544,627 
5. imre, LLC, Baltimore, MD 2,468,000 
6. Zeno Group, New York, NY 1,846,631 
7. French | West | Vaughan, Raleigh, NC 1,478,875 
8. Inspire PR Group, Westerville, OH 1,434,365 
9. Moore, Inc., Tallahassee, FL 998,465 
10. Standing Partnership, St. Louis, MO 641,870 
11. Bellmont Partners, Minneapolis, MN 255,863 
12. Slide Nine Agency, Columbus, OH 248,246 
13. Tunheim, Minneapolis, MN 111,000 
14. Rosica Communications, Fair Lawn, NJ 110,000 
15. Otter PR, St. Petersburg, FL 43,159 
16. Akrete, Evanston, IL 34,000 
17. MP&F Strategic Communications, Nashville, TN 16,790 
18. O’Malley Hansen Communications, Chicago, IL 7,000 

RANKINGS OF PR FIRMS SPECIALIZING IN AGRICULTURE

33. Otter PR, St. Petersburg, FL $129,477 
34. Slide Nine Agency, Columbus, OH 99,597 
35. Gregory FCA, Ardmore, PA 93,000 
36. Lawlor Media Group, New York, NY 62,900 
37. Inspire PR Group, Westerville, OH 44,128 

1. Finn Partners, New York, NY $23,500,000 
2. Edelman, New York, NY 22,669,000 
3. Zimmerman Agency, Tallahassee, FL 17,500,000 
4. J Public Relations, New York, NY 16,184,000 
5. Turner, a Fahlgren Mortine company, New York, NY 14,705,846 
6. MMGY NJF, New York, NY 9,510,162 
7. Lou Hammond Group, New York, NY 9,068,858 
8. Zeno Group, New York, NY 6,921,469 
9. Coyne PR, Parsippany, NJ 6,461,067 
10. French | West | Vaughan, Raleigh, NC 5,400,200 
11. Ruder Finn Inc., New York, NY 3,230,000 
12. Zapwater Communications, Inc., Chicago, IL 2,833,100 
13. 5W Public Relations, New York, NY 2,500,000 
14. rbb Communications, Miami, FL 1,982,596 
15. Kivvit, Chicago, IL 1,764,785 
16. Hemsworth Comms., Fort Lauderdale, FL 1,429,478 
17. Pineapple Public Relations, Chamblee, GA 1,382,009 
18. Violet PR, Montclair, NJ 1,011,230 
19. Berk Communications, New York, NY 901,933 
20. Bellmont Partners, Minneapolis, MN 592,851 
21. Fish Consulting, Fort Lauderdale, FL 440,000 
22. Tunheim, Minneapolis, MN 440,000 
23. Singer Associates PR, Inc., San Francisco, CA 402,026 
24. MP&F Strategic Communications, Nashville, TN 277,010 
25. Ehrhardt Group, The, New Orleans, LA 257,280 
26. Landis Communications, San Francisco, CA 248,000 
27. 360PR+, Boston, MA 230,000 
28. Jackson Spalding, Atlanta, GA 196,477 
29. PSC (Princeton Strategic Communications), Trenton, NJ 177,214 
30. Marketing Maven PR, Camarillo, CA 160,256 
31. TruePoint Communications, Dallas, TX 138,931 
32. Rasky Partners, Inc., Boston, MA 136,250 

RANKINGS OF PR FIRMS SPECIALIZING IN
TRAVEL & ECONOMIC DEVELOPMENT

  Travel & Economic Development cont.

1. Edelman, New York, NY $8,676,000 
2. Finn Partners, New York, NY 7,800,000 
3. APCO Worldwide, Washington, DC 5,700,000 
4. Kivvit, Chicago, IL 4,759,618 
5. Comms. Strategy Group (CSG), Denver, CO 3,165,132 
6. Lambert, Grand Rapids, MI 2,849,155 
7. Jackson Spalding, Atlanta, GA 2,166,812 
8. Moore, Inc., Tallahassee, FL 1,718,891 
9. Inkhouse, Waltham, MA 1,305,736 
10. Lee Andrews Group, Los Angeles, CA 1,173,123 
11. Ruder Finn Inc., New York, NY 1,030,000 
12. rbb Communications, Miami, FL 962,453 
13. Zeno Group, New York, NY 843,982 
14. Rosica Communications, Fair Lawn, NJ 706,212 
15. MP&F Strategic Communications, Nashville, TN 683,789 
16. LaunchSquad, San Francisco, CA 640,000 
17. Inspire PR Group, Westerville, OH 580,090 
18. French | West | Vaughan, Raleigh, NC 505,000 
19. Rasky Partners, Inc., Boston, MA 457,000 
20. Public Communications Inc., Chicago, IL 370,102 
21. PSC (Princeton Strategic Communications), Trenton, NJ 346,166 
22. Pierpont Communications, Houston, TX 332,397 
23. Gregory FCA, Ardmore, PA 298,000 
24. Franco, Detroit, MI 291,010 
25. Coyne PR, Parsippany, NJ 278,572 
26. Beehive Strategic Communication, St. Paul, MN 263,454 
27. Lavidge, Phoenix, AZ 239,833 
28. Sachs Media, Tallahassee, FL 238,480 
29. Tunheim, Minneapolis, MN 215,000 
30. Racepoint Global, Boston, MA 205,000 
31. Singer Associates PR, Inc., San Francisco, CA 165,010 
32. Milk & Honey PR, New York, NY 127,285 
33. Marketing Maven Public Relations, Camarillo, CA 125,750 
34. Slide Nine Agency, Columbus, OH 115,440 
35. Landis Communications, San Francisco, CA 107,000 
36. Hoyt Organization Inc., The, Torrance, CA 100,000 
37. Otter PR, St. Petersburg, FL 86,318 
38. BizCom Associates, Plano, TX 85,000 
39. BoardroomPR, Ft. Lauderdale, FL 75,000 
40. Red Thread PR, Philadelphia, PA 71,783 
41. Buchanan Public Relations, Bryn Mawr, PA 54,707 
42. TruePoint Communications, Dallas, TX 25,694 
43. Lawlor Media Group, New York, NY 4,000 

RANKINGS OF PR FIRMS SPECIALIZING IN EDUCATION
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 Firm  2022 Net Fees  Firm  2022 Net Fees

1. Finn Partners, New York, NY $11,300,000 
2. APCO Worldwide, Washington, DC 8,400,000 
3. Kivvit, Chicago, IL 6,138,289 
4. Taylor, New York, NY 4,100,000 
5. Ruder Finn Inc., New York, NY 3,360,000 
6. Zeno Group, New York, NY 2,525,641 
7. The TASC Group, New York, NY 860,000 
8. MP&F Strategic Communications, Nashville, TN 268,040 
9. BRG Communications, Alexandria, VA 212,500 
10. French | West | Vaughan, Raleigh, NC 160,000 
11. Berk Communications, New York, NY 150,000 
12. Beehive Strategic Communication, St. Paul, MN 120,448 
13. Rosica Communications, Fair Lawn, NJ 93,225 
14. Rasky Partners, Inc., Boston, MA 61,800 
15. Lavidge, Phoenix, AZ 50,236 
16. Otter PR, St. Petersburg, FL 43,159 
17. O’Malley Hansen Communications, Chicago, IL 24,648

RANKINGS OF PR FIRMS SPECIALIZING IN PURPOSE/CSR

1. Taylor, New York, NY 10,200,000 
2. MikeWorldWide, New York, NY 4,992,946 
3. Berk Communications, New York, NY 2,966,393 
4. Havas Formula, New York, NY 2,686,412 
5. French | West | Vaughan, Raleigh, NC 2,635,035 
6. Edelman, New York, NY 2,444,000 
7. Finn Partners, New York, NY 1,500,000 
8. imre, LLC, Baltimore, MD 1,482,000 
9. Zeno Group, New York, NY 1,329,637 
10. Coyne PR, Parsippany, NJ 813,612 
11. Lambert, Grand Rapids, MI 782,600 
12. Prosek Partners, New York, NY 775,000 
13. 360PR+, Boston, MA 500,000 
14. Kivvit, Chicago, IL 297,125 
15. Trevelino/Keller, Atlanta, GA 225,000 
16. Red Thread PR, Philadelphia, PA 200,851 
17. Jackson Spalding, Atlanta, GA 141,617 
18. Public Communications Inc., Chicago, IL 90,040 
19. Otter PR, St. Petersburg, FL 86,318 
20. PSC (Princeton Strategic Communications), Trenton, NJ 85,000 
21. Champion Management Group, Dallas, TX 84,956 
22. BLAZE, Santa Monica, CA 50,200 
23. Buchanan Public Relations, Bryn Mawr, PA 43,376 
24. Ehrhardt Group, The, New Orleans, LA 36,200 
25. TruePoint Communications, Dallas, TX 23,385 
26. Judge Public Relations, Tampa, FL 21,000 
27. Lawlor Media Group, New York, NY 14,500 
28. MP&F Strategic Communications, Nashville, TN 3,000 

RANKINGS OF PR FIRMS SPECIALIZING IN SPORTS & LEISURE

1. Edelman, New York, NY $24,438,000 
2. Finn Partners, New York, NY 11,200,000 
3. French | West | Vaughan, Raleigh, NC 6,341,515 
4. Taylor, New York, NY 2,100,000 
5. LaunchSquad, San Francisco, CA 1,670,000 
6. Zeno Group, New York, NY 1,626,333 
7. IW Group, Inc., West Hollywood, CA 1,515,544 
8. Ruder Finn Inc., New York, NY 990,000 
9. 360PR+, Boston, MA 632,000 
10. Berk Communications, New York, NY 612,700 
11. Havas Formula, New York, NY 484,552 
12. rbb Communications, Miami, FL 457,836 
13. Public Communications Inc., Chicago, IL 424,493 
14. Zapwater Communications, Inc., Chicago, IL 354,040 
15. Stanton Communications, Washington, DC 341,600 
16. Red Thread PR, Philadelphia, PA 262,221 
17. Rasky Partners, Inc., Boston, MA 212,600 
18. Ehrhardt Group, The, New Orleans, LA 211,000 
19. Jackson Spalding, Atlanta, GA 176,499 
20. PSC (Princeton Strategic Communications), Trenton, NJ 156,000 
21. Singer Associates PR, Inc., San Francisco, CA 131,982 
22. Trevelino/Keller, Atlanta, GA 125,000 
23. Lawlor Media Group, New York, NY 97,000 
24. Otter PR, St. Petersburg, FL 86,318 
25. BLAZE, Santa Monica, CA 60,000 
26. Milk & Honey PR, New York, NY 56,100 
27. Marketing Maven Public Relations, Camarillo, CA 50,250 
28. MP&F Strategic Communications, Nashville, TN 22,962 
29. Buchanan Public Relations, Bryn Mawr, PA 18,868 
30. O’Malley Hansen Communications, Chicago, IL 8,529 
31. Judge Public Relations, Tampa, FL 4,250 

RANKINGS OF PR FIRMS SPECIALIZING IN ENTERTAINMENT

1. Edelman, New York, NY $6,842,000 
2. ICR, New York, NY 3,846,141 
3. Akrete, Evanston, IL 2,164,686 
4. Singer Associates PR, Inc., San Francisco, CA 1,694,326 
5. Gregory FCA, Ardmore, PA 1,557,705 
6. rbb Communications, Miami, FL 1,492,835 
7. BoardroomPR, Ft. Lauderdale, FL 1,300,000 
8. Kivvit, Chicago, IL 1,211,717 
9. Inkhouse, Waltham, MA 875,571 
10. LaunchSquad, San Francisco, CA 840,000 
11. Ruder Finn Inc., New York, NY 810,000 
12. Havas Formula, New York, NY 787,000 
13. French | West | Vaughan, Raleigh, NC 626,880 
14. Hoyt Organization Inc., The, Torrance, CA 550,000 
15. Tunheim, Minneapolis, MN 486,000 
16. Franco, Detroit, MI 435,335 
17. Rasky Partners, Inc., Boston, MA 389,420 
18. MP&F Strategic Communications, Nashville, TN 377,174 
19. Lavidge, Phoenix, AZ 322,235 
20. Davies Public Affairs, Santa Barbara, CA 300,000 
21. Butler Associates, LLC, New York, NY 293,400 
22. Lee Andrews Group, Los Angeles, CA 289,421 
23. Beehive Strategic Communication, St. Paul, MN 241,467 
24. Jackson Spalding, Atlanta, GA 234,204 
25. BLAZE, Santa Monica, CA 224,506 
26. Violet PR, Montclair, NJ 181,255 
27. Ehrhardt Group, The, New Orleans, LA 141,500 
28. Otter PR, St. Petersburg, FL 129,477 
29. Pugh & Tiller PR, LLC, Annapolis, MD 116,760 
30. Red Thread PR, Philadelphia, PA 94,549 
31. J Public Relations, New York, NY 68,000 
32. TruePoint Communications, Dallas, TX 66,520 
33. Zapwater Communications, Inc., Chicago, IL 60,500 
34. Inspire PR Group, Westerville, OH 47,491 
35. Zeno Group, New York, NY 47,069 
36. Wordhampton PR, Inc., East Hampton, NY 41,613 
37. Bianchi Public Relations, Troy, MI 10,189 
38. Judge Public Relations, Tampa, FL 9,075 
39. Stanton Communications, Washington, DC 9,000 
40. Champion Management Group, Dallas, TX 2,500 
41. Lawlor Media Group, New York, NY 2,500 

RANKINGS OF PR FIRMS SPECIALIZING IN 
REAL ESTATE/FINANCIAL DEVELOPMENT
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 Firm  2022 Net Fees  Firm  2022 Net Fees

1. Finn Partners, New York, NY $11,300,000 
2. APCO Worldwide, Washington, DC 8,400,000 
3. Kivvit, Chicago, IL 6,138,289 
4. Taylor, New York, NY 4,100,000 
5. Ruder Finn Inc., New York, NY 3,360,000 
6. Zeno Group, New York, NY 2,525,641 
7. The TASC Group, New York, NY 860,000 
8. MP&F Strategic Communications, Nashville, TN 268,040 
9. BRG Communications, Alexandria, VA 212,500 
10. French | West | Vaughan, Raleigh, NC 160,000 
11. Berk Communications, New York, NY 150,000 
12. Beehive Strategic Communication, St. Paul, MN 120,448 
13. Rosica Communications, Fair Lawn, NJ 93,225 
14. Rasky Partners, Inc., Boston, MA 61,800 
15. Lavidge, Phoenix, AZ 50,236 
16. Otter PR, St. Petersburg, FL 43,159 
17. O’Malley Hansen Communications, Chicago, IL 24,648

RANKINGS OF PR FIRMS SPECIALIZING IN PURPOSE/CSR

1. Taylor, New York, NY 10,200,000 
2. MikeWorldWide, New York, NY 4,992,946 
3. Berk Communications, New York, NY 2,966,393 
4. Havas Formula, New York, NY 2,686,412 
5. French | West | Vaughan, Raleigh, NC 2,635,035 
6. Edelman, New York, NY 2,444,000 
7. Finn Partners, New York, NY 1,500,000 
8. imre, LLC, Baltimore, MD 1,482,000 
9. Zeno Group, New York, NY 1,329,637 
10. Coyne PR, Parsippany, NJ 813,612 
11. Lambert, Grand Rapids, MI 782,600 
12. Prosek Partners, New York, NY 775,000 
13. 360PR+, Boston, MA 500,000 
14. Kivvit, Chicago, IL 297,125 
15. Trevelino/Keller, Atlanta, GA 225,000 
16. Red Thread PR, Philadelphia, PA 200,851 
17. Jackson Spalding, Atlanta, GA 141,617 
18. Public Communications Inc., Chicago, IL 90,040 
19. Otter PR, St. Petersburg, FL 86,318 
20. PSC (Princeton Strategic Communications), Trenton, NJ 85,000 
21. Champion Management Group, Dallas, TX 84,956 
22. BLAZE, Santa Monica, CA 50,200 
23. Buchanan Public Relations, Bryn Mawr, PA 43,376 
24. Ehrhardt Group, The, New Orleans, LA 36,200 
25. TruePoint Communications, Dallas, TX 23,385 
26. Judge Public Relations, Tampa, FL 21,000 
27. Lawlor Media Group, New York, NY 14,500 
28. MP&F Strategic Communications, Nashville, TN 3,000 

RANKINGS OF PR FIRMS SPECIALIZING IN SPORTS & LEISURE

1. Edelman, New York, NY $24,438,000 
2. Finn Partners, New York, NY 11,200,000 
3. French | West | Vaughan, Raleigh, NC 6,341,515 
4. Taylor, New York, NY 2,100,000 
5. LaunchSquad, San Francisco, CA 1,670,000 
6. Zeno Group, New York, NY 1,626,333 
7. IW Group, Inc., West Hollywood, CA 1,515,544 
8. Ruder Finn Inc., New York, NY 990,000 
9. 360PR+, Boston, MA 632,000 
10. Berk Communications, New York, NY 612,700 
11. Havas Formula, New York, NY 484,552 
12. rbb Communications, Miami, FL 457,836 
13. Public Communications Inc., Chicago, IL 424,493 
14. Zapwater Communications, Inc., Chicago, IL 354,040 
15. Stanton Communications, Washington, DC 341,600 
16. Red Thread PR, Philadelphia, PA 262,221 
17. Rasky Partners, Inc., Boston, MA 212,600 
18. Ehrhardt Group, The, New Orleans, LA 211,000 
19. Jackson Spalding, Atlanta, GA 176,499 
20. PSC (Princeton Strategic Communications), Trenton, NJ 156,000 
21. Singer Associates PR, Inc., San Francisco, CA 131,982 
22. Trevelino/Keller, Atlanta, GA 125,000 
23. Lawlor Media Group, New York, NY 97,000 
24. Otter PR, St. Petersburg, FL 86,318 
25. BLAZE, Santa Monica, CA 60,000 
26. Milk & Honey PR, New York, NY 56,100 
27. Marketing Maven Public Relations, Camarillo, CA 50,250 
28. MP&F Strategic Communications, Nashville, TN 22,962 
29. Buchanan Public Relations, Bryn Mawr, PA 18,868 
30. O’Malley Hansen Communications, Chicago, IL 8,529 
31. Judge Public Relations, Tampa, FL 4,250 

RANKINGS OF PR FIRMS SPECIALIZING IN ENTERTAINMENT

1. Edelman, New York, NY $6,842,000 
2. ICR, New York, NY 3,846,141 
3. Akrete, Evanston, IL 2,164,686 
4. Singer Associates PR, Inc., San Francisco, CA 1,694,326 
5. Gregory FCA, Ardmore, PA 1,557,705 
6. rbb Communications, Miami, FL 1,492,835 
7. BoardroomPR, Ft. Lauderdale, FL 1,300,000 
8. Kivvit, Chicago, IL 1,211,717 
9. Inkhouse, Waltham, MA 875,571 
10. LaunchSquad, San Francisco, CA 840,000 
11. Ruder Finn Inc., New York, NY 810,000 
12. Havas Formula, New York, NY 787,000 
13. French | West | Vaughan, Raleigh, NC 626,880 
14. Hoyt Organization Inc., The, Torrance, CA 550,000 
15. Tunheim, Minneapolis, MN 486,000 
16. Franco, Detroit, MI 435,335 
17. Rasky Partners, Inc., Boston, MA 389,420 
18. MP&F Strategic Communications, Nashville, TN 377,174 
19. Lavidge, Phoenix, AZ 322,235 
20. Davies Public Affairs, Santa Barbara, CA 300,000 
21. Butler Associates, LLC, New York, NY 293,400 
22. Lee Andrews Group, Los Angeles, CA 289,421 
23. Beehive Strategic Communication, St. Paul, MN 241,467 
24. Jackson Spalding, Atlanta, GA 234,204 
25. BLAZE, Santa Monica, CA 224,506 
26. Violet PR, Montclair, NJ 181,255 
27. Ehrhardt Group, The, New Orleans, LA 141,500 
28. Otter PR, St. Petersburg, FL 129,477 
29. Pugh & Tiller PR, LLC, Annapolis, MD 116,760 
30. Red Thread PR, Philadelphia, PA 94,549 
31. J Public Relations, New York, NY 68,000 
32. TruePoint Communications, Dallas, TX 66,520 
33. Zapwater Communications, Inc., Chicago, IL 60,500 
34. Inspire PR Group, Westerville, OH 47,491 
35. Zeno Group, New York, NY 47,069 
36. Wordhampton PR, Inc., East Hampton, NY 41,613 
37. Bianchi Public Relations, Troy, MI 10,189 
38. Judge Public Relations, Tampa, FL 9,075 
39. Stanton Communications, Washington, DC 9,000 
40. Champion Management Group, Dallas, TX 2,500 
41. Lawlor Media Group, New York, NY 2,500 

RANKINGS OF PR FIRMS SPECIALIZING IN 
REAL ESTATE/FINANCIAL DEVELOPMENT

 

 Firm  2022 Net Fees  Firm  2022 Net Fees

1. Edelman, New York, NY $25,265,000 
2. APCO Worldwide, Washington, DC 15,000,000 
3. Ruder Finn Inc., New York, NY 6,030,000 
4. Coyne PR, Parsippany, NJ 3,873,537 
5. Lambert, Grand Rapids, MI 3,581,074 
6. Zeno Group, New York, NY 3,547,011 
7. Jackson Spalding, Atlanta, GA 2,565,142 
8. Lee Andrews Group, Los Angeles, CA 2,362,953 
9. Havas Formula, New York, NY 1,576,996 
10. Franco, Detroit, MI 1,264,275 
11. Bianchi Public Relations, Troy, MI 1,097,158 
12. imre, LLC, Baltimore, MD 1,053,000 
13. Kivvit, Chicago, IL 882,525 
14. French | West | Vaughan, Raleigh, NC 833,050 
15. Racepoint Global, Boston, MA 530,000 
16. 360PR+, Boston, MA 433,000 
17. Trevelino/Keller, Atlanta, GA 400,000 
18. Zapwater Communications, Inc., Chicago, IL 307,210 
19. Violet PR, Montclair, NJ 124,335 
20. BoardroomPR, Ft. Lauderdale, FL 100,000 
21. Rasky Partners, Inc., Boston, MA 95,000 
22. MP&F Strategic Communications, Nashville, TN 90,993 
23. Ehrhardt Group, The, New Orleans, LA 90,000 
24. Otter PR, St. Petersburg, FL 86,318 
25. Champion Management Group, Dallas, TX 52,614 
26. Judge Public Relations, Tampa, FL 16,860 
27. BLAZE, Santa Monica, CA 15,000 
28. Red Thread PR, Philadelphia, PA 8,000 
29. TruePoint Communications, Dallas, TX 7,487 

1. Edelman, New York, NY $43,285,000 
2. APCO Worldwide, Washington, DC 11,300,000 
3. Kivvit, Chicago, IL 7,791,324 
4. Davies Public Affairs, Santa Barbara, CA 5,500,000 
5. G&S Business Communications, New York, NY 4,218,312 
6. rbb Communications, Miami, FL 2,853,433 
7. Pierpont Communications, Houston, TX 1,507,856 
8. Singer Associates PR, Inc., San Francisco, CA 1,372,241 
9. Fiona Hutton & Associates, Inc., Los Angeles, CA 1,287,279 
10. Rasky Partners, Inc., Boston, MA 942,284 
11. Jackson Spalding, Atlanta, GA 854,774 
12. V2 Communications, Boston, MA 794,657 
13. French | West | Vaughan, Raleigh, NC 765,527 
14. Ehrhardt Group, The, New Orleans, LA 755,449 
15. Slide Nine Agency, Columbus, OH 572,356 
16. Inspire PR Group, Westerville, OH 405,582 
17. MP&F Strategic Communications, Nashville, TN 378,405 
18. Franco, Detroit, MI 306,239 
19. Stanton Communications, Washington, DC 193,900 
20. Standing Partnership, St. Louis, MO 146,501 
21. Beehive Strategic Communication, St. Paul, MN 127,000 
22. Otter PR, St. Petersburg, FL 86,318 
23. Tunheim, Minneapolis, MN 86,000 
24. BLAZE, Santa Monica, CA 66,385 
25. Milk & Honey PR, New York, NY 60,237 
26. Inkhouse, Waltham, MA 30,594 
27. Lavidge, Phoenix, AZ 14,400 

RANKINGS OF PR FIRMS SPECIALIZING IN ENERGY

1. Edelman, New York, NY $47,525,000 
2. Zeno Group, New York, NY 13,678,964 
3. Ruder Finn Inc., New York, NY 5,450,000 
4. MP&F Strategic Communications, Nashville, TN 4,229,414 
5. Finn Partners, New York, NY 2,600,000 
6. imre, LLC, Baltimore, MD 1,938,000 
7. Havas Formula, New York, NY 1,865,481 
8. Jackson Spalding, Atlanta, GA 1,322,256 
9. Racepoint Global, Boston, MA 1,064,000 
10. Pierpont Communications, Houston, TX 996,584 
11. Standing Partnership, St. Louis, MO 874,281 
12. Stanton Communications, Washington, DC 630,000 
13. Slide Nine Agency, Columbus, OH 469,443 
14. Trevelino/Keller, Atlanta, GA 320,000 
15. French | West | Vaughan, Raleigh, NC 275,600 
16. Kivvit, Chicago, IL 228,138 
17. Bellmont Partners, Minneapolis, MN 192,320 
18. O’Malley Hansen Communications, Chicago, IL 176,824 
19. Tunheim, Minneapolis, MN 168,000 
20. Ehrhardt Group, The, New Orleans, LA 147,177 
21. WordWrite Communications LLC, Pittsburgh, PA 142,900 
22. Otter PR, St. Petersburg, FL 129,477 
23. Franco, Detroit, MI 66,000 
24. Lavidge, Phoenix, AZ 14,400 
25. Tier One Partners, Boston, MA 6,442 

RANKINGS OF PR FIRMS SPECIALIZING IN INDUSTRIAL

1. APCO Worldwide, Washington, DC $53,900,000 
2. Finn Partners, New York, NY 8,100,000 
3. Edelman, New York, NY 6,246,000 
4. Sachs Media, Tallahassee, FL 4,502,290 
5. Kivvit, Chicago, IL 4,428,208 
6. Moore, Inc., Tallahassee, FL 4,106,344 
7. Fiona Hutton & Associates, Inc., Los Angeles, CA 3,771,986 
8. Perry Communications Group, Inc., Sacramento, CA 2,674,124 
9. Kiterocket, Phoenix, AZ 2,228,242 
10. Lee Andrews Group, Los Angeles, CA 2,026,476 
11. LaunchSquad, San Francisco, CA 1,870,000 
12. Prosek Partners, New York, NY 1,500,000 
13. Davies Public Affairs, Santa Barbara, CA 1,500,000 
14. French | West | Vaughan, Raleigh, NC 810,623 
15. Public Communications Inc., Chicago, IL 807,235 
16. Zeno Group, New York, NY 742,692 
17. IW Group, Inc., West Hollywood, CA 719,921 
18. Tunheim, Minneapolis, MN 662,000 
19. Gregory FCA, Ardmore, PA 576,900 
20. Communications Strategy Group (CSG), Denver, CO 487,522 
21. Butler Associates, LLC, New York, NY 458,261 
22. Inkhouse, Waltham, MA 341,004 
23. 360PR+, Boston, MA 300,000 
24. The TASC Group, New York, NY 280,000 
25. Standing Partnership, St. Louis, MO 257,393 
26. Milk & Honey PR, New York, NY 217,900 
27. Singer Associates PR, Inc., San Francisco, CA 214,266 
28. Inspire PR Group, Westerville, OH 192,978 
29. Trevelino/Keller, Atlanta, GA 175,000 
30. Beehive Strategic Communication, St. Paul, MN 168,175 
31. Ehrhardt Group, The, New Orleans, LA 147,500 
32. Buchanan Public Relations, Bryn Mawr, PA 147,036 
33. Tier One Partners, Boston, MA 69,811 
34. Otter PR, St. Petersburg, FL 43,159 
35. Rasky Partners, Inc., Boston, MA 40,000 
36. MP&F Strategic Communications, Nashville, TN 1,263 

RANKINGS OF PR FIRMS SPECIALIZING IN
 ENVIRONMENT, SUSTAINABILITY & GREENTECH

RANKINGS OF PR FIRMS SPECIALIZING IN
AUTOMOTIVE/TRANSPORTATION
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RANKINGS OF FIRMS SPECIALIZING IN PROFESSIONAL SERVICES

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

30. LaunchSquad, San Francisco, CA 593,895 

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

32. Gregory FCA, Ardmore, PA 540,720 

33. Bellmont Partners, Minneapolis, MN 504,674 

34. Marketing Maven Public Relations, Camarillo, CA 486,245 

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

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

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

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

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

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

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

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

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

44. Franco, Detroit, MI 188,125 

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

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

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

48. Tunheim, Minneapolis, MN 152,000 

49. BLAZE, Santa Monica, CA 151,990 

50. Violet PR, Montclair, NJ 140,088 

51. Lavidge, Phoenix, AZ 139,045 

52. TruePoint Communications, Dallas, TX 120,202 

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

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

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

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

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

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

59. Racepoint Global, Boston, MA 11,000 

60. SPM Communications, Dallas, TX 2,640 

 Firm  2022 Net Fees  Firm  2022 Net Fees
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RANKINGS OF FIRMS SPECIALIZING IN PROFESSIONAL SERVICES

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

30. LaunchSquad, San Francisco, CA 593,895 

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

32. Gregory FCA, Ardmore, PA 540,720 

33. Bellmont Partners, Minneapolis, MN 504,674 

34. Marketing Maven Public Relations, Camarillo, CA 486,245 

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

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

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

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

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

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

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

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

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

44. Franco, Detroit, MI 188,125 

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

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

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

48. Tunheim, Minneapolis, MN 152,000 

49. BLAZE, Santa Monica, CA 151,990 

50. Violet PR, Montclair, NJ 140,088 

51. Lavidge, Phoenix, AZ 139,045 

52. TruePoint Communications, Dallas, TX 120,202 

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

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

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

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

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

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

59. Racepoint Global, Boston, MA 11,000 

60. SPM Communications, Dallas, TX 2,640 

 Firm  2022 Net Fees  Firm  2022 Net Fees

RANKINGS OF FIRMS SPECIALIZING IN FOOD & BEVERAGE

RANKINGS OF FIRMS SPECIALIZING IN RESTAURANTS

1. Edelman, New York, NY $129,019,000 

2. Hunter, New York, NY 23,200,000 

3. Zeno Group, New York, NY 22,013,269 

4. Havas Formula, New York, NY 16,680,876 

5. Padilla, Minneapolis, MN 15,753,827 

6. Ruder Finn Inc., New York, NY 12,380,000 

7. MikeWorldWide, New York, NY 12,170,275 

8. APCO Worldwide, Washington, DC 11,300,000 

9. Finn Partners, New York, NY 8,500,000 

10. Taylor, New York, NY 7,200,000 

11. 5W Public Relations, New York, NY 6,300,000 

12. Coyne PR, Parsippany, NJ 4,770,999 

13. 360PR+, Boston, MA 3,700,000 

14. French | West | Vaughan, Raleigh, NC 3,635,906 

15. BLAZE, Santa Monica, CA 3,290,632 

16. Lambert, Grand Rapids, MI 3,204,400 

17. Fish Consulting, Fort Lauderdale, FL 2,860,000 

18. SPM Communications, Dallas, TX 2,365,757 

19. Jackson Spalding, Atlanta, GA 2,130,537 

20. Berk Communications, New York, NY 1,428,628 

21. Zimmerman Agency, Tallahassee, FL 1,400,000 

22. rbb Communications, Miami, FL 1,170,590 

23. Stuntman PR, New York, NY 1,092,137 

24. LaunchSquad, San Francisco, CA 730,000 

25. Inkhouse, Waltham, MA $507,374 

26. Slide Nine Agency, Columbus, OH 393,338 

27. Buchanan Public Relations, Bryn Mawr, PA 375,623 

28. Tunheim, Minneapolis, MN 375,000 

29. BizCom Associates, Plano, TX 353,000 

30. O’Malley Hansen Communications, Chicago, IL 269,951 

31. MP&F Strategic Communications, Nashville, TN 248,007 

32. Rasky Partners, Inc., Boston, MA 210,200 

33. L.C. Williams & Associates, Chicago, IL 207,447 

34. Hemsworth Communications, Fort Lauderdale, FL 178,050 

35. Trevelino/Keller, Atlanta, GA 160,000 

36. Franco, Detroit, MI 159,365 

37. Marketing Maven Public Relations, Camarillo, CA 147,100 

38. Beehive Strategic Communication, St. Paul, MN 128,500 

39. Lawlor Media Group, New York, NY 111,600 

40. Otter PR, St. Petersburg, FL 86,318 

41. Singer Associates PR, Inc., San Francisco, CA 84,771 

42. Ehrhardt Group, The, New Orleans, LA 80,173 

43. Racepoint Global, Boston, MA 60,000 

44. IW Group, Inc., West Hollywood, CA 46,668 

45. Tier One Partners, Boston, MA 38,690 

46. Judge Public Relations, Tampa, FL 9,750 

47. Zapwater Communications, Inc., Chicago, IL 8,000 

48. Kivvit, Chicago, IL 1,853

1. Jackson Spalding, Atlanta, GA $7,516,247 

2. Champion Management Group, Dallas, TX 5,274,124 

3. Zeno Group, New York, NY 3,093,967 

4. IW Group, Inc., West Hollywood, CA 2,109,518 

5. Havas Formula, New York, NY 1,513,687 

6. Edelman, New York, NY 1,305,000 

7. Wordhampton PR, Inc., East Hampton, NY $397,355 

8. Trevelino/Keller, Atlanta, GA 360,000 

9. Inspire PR Group, Westerville, OH 348,659 

10. French | West | Vaughan, Raleigh, NC 200,125 

11. Ehrhardt Group, The, New Orleans, LA 90,933 

12. Otter PR, St. Petersburg, FL 86,318 

 Firm  2021 Net Fees  Firm  2021 Net Fees

WWW.ODWYERPR.COM      |   MAY 2023 45© Copyright 2023, J.R. O’Dwyer Co., Inc.







48 MAY 2023    |     WWW.ODWYERPR.COM

Independent PR firms posted an 18.2 per-
cent rise in fee income to $4.6 billion in 
2022, according to the 2023 O’Dwyer’s 

rankings.
That increase lagged behind the 29.7 

percent growth recorded in 2021 as firms 
sharply rebounded from the hard-pressed 
2020 pandemic year.

Full-time employment jumped eight per-
cent in 2022 vs. a 28.1 percent rise in 2021.

Sixty-eight of the 148 ranked firms 
chalked up 2022 gains of at least 20 percent.

Wachsman led the pack among the Top 50 
firms as fee income surged 81.8 percent to 
$25.4 million.

Spectrum (+64.1 percent to $80.2 mil-
lion), Bospar (+46.7 percent to $18.2 mil-
lion), Marathon Strategies (+41.6 percent to 
$19.9 million) and J Public Relations (+41.2 
percent to $17.1 million) ranked as the next 
biggest gainers.

Edelman shatters the $1 billion mark
Edelman recorded 9.6 percent growth to 

$1.08 billion in 2022 to become the first PR 
firm to crack the $1 billion in annual fee in-
come mark.

The firm fell a tad short of the billion in 
2021 as revenues clocked in at $985 million.

Richard Edelman’s shop recorded growth 
in all regions. The U.S. was up 13.8 percent, 
EMEA grew 11.9 percent, Canada rose 7.2 
percent, Latin America advanced 41.5 per-
cent and APAC inched ahead by 4.8 percent.

The firm made some notable hires during 
2022, which was Edelman’s 70th anniversa-
ry year.

It added Warren Fernandez as CEO Edel-
man Asia Pacific; Soni Basi, Chief People 
Officer; Radina Russell, Atlanta General 
Manager; and Everett Eissenstat, North 
America Chair and Global Trade Lead for 
Edelman Global Advisory.

Edelman views his firm’s commitment 
and investment in Trust to be the shop’s dif-
ferentiator, greatest asset and highest value 
proposition.

The Edelman Trust Institute launched 
10 reports/analyses on 
trust in the workplace, 
climate change, racial 
justice and brand trust 
during the past year.

It also probed new ar-
eas such as the role of 
business in tackling geo-
politics, healthcare equi-
ty, and technology and 
innovation.

Real Chemistry crosses half-billion mark
San Francisco-based Real Chemistry re-

corded 17 percent growth to $555 million 
in fee income, which marked its 21st con-
secutive year of double-digital revenues.

Shankar Narayanan, CEO, said crossing 
the half-billion-dollar threshold is a signif-
icant milestone for the company but added 
that more than revenue growth drives the 
firm.

“It’s the spirit of unparalleled innova-
tion which gives us insights and integrat-
ed capabilities across the entire spectrum 
of services needed by our clients,” said 
Narayanan. “With the power to continue 
to innovate at scale and serve as the lead-
ing partner of choice for our clients, we are 
well positioned to drive our next decade of 
growth.”

During 2022, Real Chemistry experi-
enced as much as 50 percent growth in cat-
egories that reflect emerging client needs 
and the company’s expanded mix of fran-
chises: data and AI products and services, 
market access, medical affairs and influenc-
er and celebrity.

“Our continued fo-
cus on and investment 
in data and AI-driven 
products and services 
ensure we can deliver 
impact and value to our 
clients as they navigate 
an increasingly com-
plex and evolving eco-
nomic environment,” 
added Narayanan. 
“Our focus, investment and growth in these 
areas will continue to bear fruit in 2023 and 
beyond.”

Purpose drives Finn Partners
CEO Peter Finn said when he founded 

Finn Partners more than a decade ago, his 
vision was to build “a world-class, best-
place-to-work agency with a heart and con-
science.”

He credits that sense of purpose for fuel-

ing growth, attracting top talent and acqui-
sitions and winning new clients.

In 2022, Finn Partners achieved dou-
ble-digit growth, hitting $196.8 million in 
revenues, a 21.5 percent increase, with 1,400 
people across 33 offices on three continents.

It grew organically by 13 percent with the 
additional 8.5 percent coming from four 
strategic acquisitions (SPAG, AHA, Rachel 
Kay PR and Winston Agency).

Finn Partners’ collaborative engagements 
accelerated with 50 percent of clients work-
ing with two or more practice groups or of-
fices, and strategic relationships deepened, 
with 27 clients whose 2022 fees exceeded $1 
million.

The shop launched two new practic-
es during 2022.The brand innovation 
and transformation practice helps clients 
navigate rising complexity, rapid digital 
transformation and need for omnichannel 
marketing solutions. The global employ-
ee engagement practice counsels clients as 
they grapple with the 
fundamental changes to 
the employer-employee 
relationship.

Finn said the firm in 
2022 deepened its com-
mitment to tackling 
systemic inequities in 
healthcare—from de-
centralized clinical tri-
als to improving access 
and outcomes in under-
served black communities, and taking on 
global public health conversations in rural 
America and developing nations.

Wall Street woes hit ICR
Financial communications firm ICR suf-

fered a 17.4 percent drop in fee income to 
$161 million due to Wall Street’s wobbly 
performance.

CEO Tom Ryan said ICR’s revenues 
surged nearly 90 percent in 2021, driven by 
retainer fee growth but also from one-time 
fees associated with transactions, mainly 
IPOs and SPACs.

“In 2022, the historic drought in trans-
actions meant that ICR could not re-create 
those one-time fees, despite the fact that 
retainers grew by approximately 20 per-
cent,” said Ryan.

The combination of these factors led to 
year-over-year results falling for only the 
second time in the firm’s 25-year history.

Ryan did see progress in 2022, including 
the full integration of more than 150 peo-

The top independent PR firms participating in O’Dwyer’s annual rankings posted record-setting gains 
in 2022, with one agency shattering the billion-dollar mark. Almost half of the 148 firms ranked this year 
pounded out gains of at least 20 percent. By Kevin McCauley

Richard Edelman
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Tom Ryan

ple added in the previ-
ous year, expansion of 
its ESG team and the 
launch of the investor 
access and event man-
agement business.

ICR made important 
senior hires in its spe-
cial situations group, 
strengthened global 
relationships including 
on the ground in India, 

and improved its ability to leverage data 
and intelligence to better serve clients.

“With a record backlog of IPO and other 
transaction candidates in the pipeline, ICR 
is incredibly well positioned to reaccelerate 
its top line in 2023 and 2024 as capital mar-
kets activity normalizes,” said Ryan.

RF’s momentum carries into 75th year
Ruder Finn is celebrating its 75th anni-

versary this year following a robust perfor-
mance in 2022 as fee income soared 42.7 
percent to $160 million.

CEO Kathy Bloomgarden’s “what’s next” 
in communications strategy—focused on 
technology & innovation, health & well-
ness, leadership & workplace, and consum-
er connections—has enabled the firm to 
double in size since 2019.

The New York-based shop expanded its 
capabilities via its RF TechLab, creative stu-
dios and digital integration group.

On the international front, Bloomgarden 
is exploring promising markets in the Mid-
dle East and boosting its 15-office network 
in Asia.

RF in 2022 acquired 
Peppercomm, which 
added a humor-based 
communications ele-
ment to the firm; RF 
Comunicad, multicul-
tural shop with strong 
roots in the Hispan-
ic community; and 
Touchdown, a technol-
ogy shop with a robust 
presence in Austin and 

key European markets.
G&S simplifies complex stories
G&S Business Communications enjoyed 

a 15.4 percent boost in revenues to $28.6 
million.

Luke Lambert, President and CEO, 
attributes the strong performance in 
2022 to impressive organic growth from 
long-standing clients and a number of new 
business wins in the advanced manufac-
turing, professional services and home and 
building markets.

He also said the continued build-out of 
the agency’s full-service offering and its in-
tegration into client programs was a cata-
lyst for growth.

“Clients are looking for a partner with 
a deep understanding of their business 
and the ability to be a seamless extension 
of both their marketing and communica-
tions teams,” said Lambert. “Many com-
panies are tackling big 
issues and want to work 
with professionals they 
trust to bring them a 
forward-looking view. 
Add to this our ability 
to seamlessly execute 
across all of their key 
channels and media 
outlets to make their 
strategies a reality, and 
you have something 
powerful.”

G&S realized the first full year of its new 
paid media buying service, which quickly 
ramped up to generate four percent of the 
shop’s fees in 2022.

It expanded its digital offering to include 
new analytics capabilities geared toward 
the key B2B segments it serves.

Lambert said the firm’s knack of helping 
to simplify complex stories to get clients 
noticed paid off in 2022.

Fully remote Bospar grows 46.7%
Bospar countered the downturn in the 

tech sector by growing 46.7 percent to 
$18.2 million in 2022.

CEO Curtis Sparrer has forged a path that 
has evolved Bospar from its tech PR foun-
dation into a full-service 
marketing and com-
munications shop with 
about 100 clients.

As PR shops em-
braced remote work 
during the pandemic, 
Bospar is an old veteran 
at the away-from-the-
office strategy.

“Bospar delivers PR 
and marketing expertise 
across sectors by elim-
inating geographic barriers—we’ve been 
a fully remote agency since our launch in 
2015,” said Sparrer. “Without sinking mon-
ey into buildings, we can invest in the best 
people the market offers.”

Sparrer said the firm is deeply committed 

to providing employees a supportive envi-
ronment where they can feel valued and 
reach their maximum professional poten-
tial.

“In 2022, we extended our guardrails 
against overwork and created development 
opportunities, extending paid holidays and 
summer Fridays year-round and launching 
a formal management training and perfor-
mance management program,” he said.

Bospar also chalked up numerous social 
justice awards in 2022 for championing 
women’s rights and the LGBTQIA+ com-
munity.

F|W|V celebrates quarter century
French|West|Vaughan, which is based in 

Raleigh, celebrated its 25th anniversary in 
2022 by recording its 25th consecutive year 
of annual growth.

The firm posted a two percent increase in 
fee income to $37.5 million, which excludes 
revenue from its New York-based affiliate 
AMP3 PR, which reports to O’Dwyer’s sep-
arately.

Major account wins across F|W|V’s agen-
cy network include the American Pet Prod-
ucts Association, Woolmark, outdoor re-
tailer Moosejaw, BOA Nutrition, basketball 
superstar Steph Curry’s Underrated Golf 
Tour, Hyer Boots, TFS HealthScience, and 
Samsung.

“2022 was a year of managed growth 
across the F|W|V network,” said CEO Rick 
French. “High expenses to on-board new 
team members began to outpace revenue 
gains, so we decided to slow down and fo-
cus our resources on associates and exist-
ing clients, while mapping an aggressive 
growth strategy for 2023.”

French added that he and agency prin-
cipals David Gwyn and Natalie Best also 
elected to celebrate the agency’s quar-
ter-century milestone by providing more 
than $250,000 in cash and an equal amount 
in pro-bono support to non-profit organi-
zations supported by its associates.

Those organizations include Teen Can-
cer America, Make-A-
Wish, the UCLA Health 
Foundation, the Ride 
for Mental Health and 
several hunger relief or-
ganizations.

F|W|V closed out 
2022 with the Decem-
ber 30 acquisition of 
The Millerschin Group, 
a metro-Detroit area PR 
firm specializing in the 
global mobility, electrification and manu-
facturing sectors and serving clients such as 
Mitsubishi Electric, Eaton Corporation, LG 
Electronics and Hercules Electric Mobility.

Luke Lambert
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Coyne PR achieves milestones
Tom Coyne said his Parsippanny, NJ-

based shop achieved record-setting mile-
stones in 2022 from revenue to retention to 
recognition.

Coyne PR grew nine percent to clock in at 
$39 million in fee income for the year.

Retention rate hit a robust 86 percent due 
to the roll-out of the “Better 2Gether,” a new 
hybrid work model that combines the best 
parts of working together and remotely.

“Anything is possible when you care about 
your team as people,” said Coyne. “We fo-
cused on what employees wanted as well as 
what they needed.”

The firm also captured accolades from the 
trade press, lauding it among the best work-
places in the business.

“We believe this will al-
ways be a people busi-
ness, so we always put 
our people, clients, and 
employees first,” said 
Coyne.

During the year, 
Coyne College was ex-
panded to include a 
five-week training boot 
camp for junior em-
ployees, virtual library 
of training videos, and 

mentorship program.
Coyne PR also implemented AI-driven 

solutions to streamline processes and im-
prove outcomes with media monitoring, 
target list development, writing/editing ma-
terials, developing social content, and pro-
viding analytics on content performance.

Zeno works toward something better
Zeno Group registered 18.4 percent 

growth in revenues to $138.4 million, 
sparked by upswings in demand for em-
ployee engagement, purpose + impact, and 
analytics services.

CEO Barby Siegel secured more than 
40 major client wins, such as Kraft-Heinz, 
Peloton, U.S. Olympic Paralympic Commit-
tee, Bristol Myers Squibb, CDC Founda-
tion, and ALDI grocery chain.

Her effort to position the firm at the in-
tersection of ambition and humanity to 
achieve something better for humankind 
and each other, led to the release of the in-
augural ESG report, “Toward Something 
Better.”

Zeno conducted an environmental foot-
print audit to inform its global sustainabil-
ity strategy launching in 2023 and created 
Eco Crews in 11 cities worldwide to help 
reduce environmental impact.

The firm made a strategic investment in 

Tom Coyne

O’Dwyer’s rankings
 _ Continued from page 49

minority owned EGAMI Group, which 
helped it double its headcount and revenues.

The partnership with EGAMI enriched 
Zeno’s understanding of the complex mul-
ticultural communications landscape and 
what it takes to run and grow a Black-owned 

business.
Zeno also bolstered 

its commitment to its 
“Be Kind to Your Mind” 
effort to help staffers 
openly advocate and 
care for their mental 
health.

After adding World 
Mental Health Day as 
a paid holiday, Zeno is 
building a global net-

work of certified Mental Health First Aiders 
trained to conduct supportive, non-judg-
mental conversations.

Siegel is proud of the firm’s record 13 years 
of double-digit growth but says, “We will 
grow, but never lose our soul.”

5WPR posts 25.9% growth
5WPR celebrated its 20th year in business 

with a 25.9 percent increase in fee income 
to $62.9 million in 2022.

On the new business front, 5WPR added 
Boomerang, G-SHOCK, Cirrus Nexus, and 
Lenox to its roster which includes marquee 
brands SMEG and Samsung SmartThings.

Co-CEOs Dara Busch and Matt Caiola led 
the firm to be named to Inc. magazine’s an-
nual Best Workplaces list and launched the 
5W Impact Team, a new employee-driven 
initiative to offer pro bono services and 
promote volunteerism for staff-nominated 
causes.

“The idea for the program originated at 
the staff level and is already generating a ton 
of excitement and interest across the board. 
It’s inspiring to see how passionate our team 
is about helping others,” said Caiola.

5W Cares, an extension of the impact 
team, organizes staff across all agency de-
partments to support local non-profit orga-
nizations via other channels and methods.

The firm expanded its leadership team, el-
evating five executive VPs to the new role of 
managing partner, where they will oversee 
the agency’s core business units.

It added multiple c-suite and executive 

hires, including chief people officer Erica 
Kirwin from BBH USA, and executive VPs 
Paul Miser from Icreon and Elizabeth Min-
ton, who returned from Clarity.

Racepoint drives flexibility-first culture
Racepoint Global’s 2022 fee income ad-

vanced six percent to $11 million as the tech 
firm experienced strong performances in the 
areas of talent and culture, new business and 
organic growth.

 “RPG’s investments in our flexibility-first 
culture resulted in industry-leading re-
tention and high employee Net Promoter 
Scores,” said President Bob Osmond.

The firm’s average cli-
ent tenure is five years 
and organic growth ac-
counted for 35 percent 
of new revenue during 
2022.

Osmond said RPG at-
tracts a diverse portfolio 
of tech-forward clients 
through its human-cen-
tered storytelling that 
influences, engages and 
reaches buyers wherever they are.

The firm added Analog Devices, Hum-
mingbird, Intelsat and SiFive to its roster in 
2022.

The firm is celebrating its 20th anniversary 
this year. “We will continue to support our 
clients as they communicate accountability 
related to purpose and ESG, focus on em-
ployee communications and embrace ex-
ecutive thought leadership,” said Osmond. 
“We are ready to shape conversations that 
matter for tech-forward brands for decades 
to come.”

Stanton registers record year
Stanton, the New York-based financial PR 

firm, reached the highest revenue level in its 
history, moved into expanded new offices 
and continued to add senior, experienced 
talent to the team during 2022.

It posted a 23.4 percent hike in revenues to 
$10.5 million.

Alex Stanton said 
exceptional client ser-
vice—informed, strate-
gic counsel combined 
with expert tactical exe-
cution—is the mainstay 
of firm’s success and core 
to the firm’s value prop-
osition.

“Our track record, ex-
perience and team in 
financial and investor communications, pri-
vate capital, and alternative asset manage-
ment is unparalleled and continues to fuel 
our business,” he said.

He said the shop’s opportunity “continues 
to be working with clients who want sea-

Bob Osmond

Barby Siegel

Dara Busch and Matt Caiola

Alex Stanton



soned, senior level communications profes-
sionals working on their business day-to-
day and thinking strategically about how to 
help move them forward every day.”

The firm is also executing more digital, 
design and marketing work across its cli-
ent base as the firm is in a prime position 
to create a unified, seamless, client-centric 
experience across channels and activities.

Hoffman agency rethinks PR
The Hoffman Agency chalked up 30.7 

percent growth in 2022 to $26.3 million.
Lou Hoffman credits some of that suc-

cess to the pandemic year of 2020 when the 
shop redefined what it means to be a glob-
al communications consultancy in today’s 
world.

During 2022, LHA doubled down on 
giving staff a voice in shaping the shop’s 
“employee experience;” established a global 
talent marketing, acquisition, and branding 
practice; revamped its website to showcase 
the ability to solve specific pain points as 
well as accentuate differentiation; and dis-
tilled culture to “Geeks @ Heart,” kicking 
off a campaign to both cultivate staff pride 
and amplify the firm’s expertise in tech.

The promotion of Caroline Hsu into the 
newly created role of chief global officer 
formally framed the firm’s ethos of ONE 
team (regardless of geography).

“This is about more than a single global 
P/L; it’s a mentality embraced by the con-
sultancy’s senior leaders and staff who rec-

ognize that global success lifts everyone,” 
said Hoffman. “The tangible payoff came 
in the form of new-business wins, retaining 
global accounts and extending current cli-
ents into new markets.”

Major client wins in 2022 included Ora-
cle, Visa, Dropbox, Trel-
lix, Bosch and Slack.

LHA also advocated 
for PR in colleges serv-
ing diverse communi-
ties. It zeroed in on the 
California community 
college system (1.8 mil-
lion students; 70 percent 
from BIPOC commu-
nities) to evangelize the 

benefits of a career in communications.
The Bliss Group makes move to new HQ
The Bliss Group posted 25.7 percent 

growth to $20.8 million, a performance 
that includes the acquisition of NextTech-
Communications.

It moved from 500 Fifth Ave. after a 25-
year run to the historic Helmsley Building 
at 230 Park Ave. under a 10-year lease. The 
expanded HQ features a swath of on-site 
capabilities that give teams and clients a 
collaborative space to innovate and make 
an impact on the firm’s clients and the com-
munities they serve.

During 2022, TBG launched a work-
place specialty group to help clients reach 
C-suite, HR managers, employee benefits 

decision makers and benefits brokers at the 
intersection of the future of work and em-
ployee experience.

Bliss Impact, which launched in Fall 2021 
to provide counsel, campaign management 
and collaboration to clients seeking to align 
strategic priorities and sustainable pro-
grams with societal change, experienced 
significant momentum in 2022, expanding 
its client roster and ramping up growth.

Working closely with the Johns Hopkins 
School of Medicine and Department of De-
fense as part of Operation Warp Speed, TBG 
and The Next Practices 
Group launched “CTRx 
Pathways” to repair, ac-
celerate, and diversify 
clinical trial enrollment 
through a mathemati-
cal, PESO media, and 
marketing standpoint.

TBG kicked off 2023 
by naming Cortney Sta-
pleton as its new CEO, 
while Bob Pearson, who was the firm’s 
CEO, was appointed Chair.

“I am thankful to our team at Bliss and 
our clients, who make it possible for us to 
create value and build relationships that 
are long-lasting,” said Stapleton. “With 100 
team members and growing, it is more im-
portant than ever for our focus to center on 
how to build meaningful careers, as well as 
practices.” 

Lou Hoffman
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O’DWYER’S RANKINGS OF PR FIRMS WITH MAJOR U.S. OPERATIONS
 Firm  2022 Net Fees FT Employees % Change from 2021
1. Edelman, New York, NY $1,079,738,000  6,376 12.8
2. Real Chemistry, San Francisco, CA 555,000,000  2,000 17
3. Evoke, Philadelphia, PA 368,000,000  1,432 16.5
4. Finn Partners, New York, NY 196,800,000  1,225 21
5. APCO Worldwide, Washington, DC 180,400,000  1,049 4.6
6. ICR, New York, NY 160,924,727  363 -17.4
7. Ruder Finn Inc., New York, NY 160,100,000  296 42.7
8. Zeno Group, New York, NY 138,429,580  797 18.4
9. Prosek Partners, New York, NY 91,650,000  335 14.5
10. Spectrum, Washington, DC 80,174,000  303 64.1
11. 5W Public Relations, New York, NY 62,922,235  278 25.9
12. Hotwire, New York, NY 59,715,022  430 24
13. MikeWorldWide, New York, NY 53,093,000  227 17
14. Hunter, New York, NY 51,200,000  247 21
15. Padilla, Minneapolis, MN 50,774,739  229 1.6
16. imre, LLC, Baltimore, MD 43,121,000  200 -4.3
17. Fahlgren Mortine (includes TURNER), Columbus, OH 39,538,203  229 31.6
18. Kivvit, Chicago, IL 39,537,491  145 even
19. Matter Communications, Boston, MA 39,525,000  275 31.2
20. Coyne PR, Parsippany, NJ 39,094,881  189 9
21. French | West | Vaughan, Raleigh, NC 37,461,997  134 2
22. Citizen Relations, Los Angeles, CA 35,110,000  235 21
23. Havas Formula, New York, NY 34,449,153  118 28.9
24. Highwire PR, San Francisco, CA 34,007,410  132 16.3
25. PAN Communications, Boston, MA 31,486,207  192 18
26. Walker Sands, Chicago, IL 30,502,958  175 7.1
27. Crosby, Annapolis, MD 30,383,072  110 3.3
28. G&S Business Communications, New York, NY 28,618,303  160 15.4
29. Jackson Spalding, Atlanta, GA 28,010,653  147 16.5
30. Inkhouse, Waltham, MA 27,258,870  149 10
31. Taylor, New York, NY 26,518,857  103 20
32. Hoffman Agency, The, San Jose, CA 26,344,000  55 30.7
33. Wachsman, New York, NY 25,371,403  155 81.8
34. Vested, New York, NY 23,811,000  84 35.7
35. M Booth Health, New York, NY 21,811,192  65 30
36. Bliss Group, The, New York, NY 20,832,618  95 25.7
37. Lambert, Grand Rapids, MI 20,233,000  92 21.4
38. LaunchSquad, San Francisco, CA 20,143,895  124 9.9
39. Gregory FCA, Ardmore, PA 20,072,978  120 23.2
40. Regan Communications Group, Boston, MA 20,057,341  118 4.8
41. JPA Health, Washington, DC 19,965,000  91 38.8
42. Marathon Strategies, New York, NY 19,835,713  64 41.6
43. Zimmerman Agency, Tallahassee, FL 18,900,000  52 17
44. Bospar, San Francisco, CA 18,201,039  98 46.7
45. J Public Relations, New York, NY 17,112,000  100 41.2
46. Clarity, New York, NY 16,972,073  19 10.5
47. Merritt Group, McLean, VA 15,444,080  70 16.8
48. rbb Communications, Miami, FL 14,296,371  78 2.5
49. Cognito, New York, NY 13,120,158  84 15.8
50. Moore, Inc., Tallahassee, FL 11,847,168  54 11.4
51. MP&F Strategic Communications, Nashville, TN 11,754,884  65 6.4
52. Davies, Santa Barbara, CA 11,750,000  35 5
53. Sam Brown Inc., Wayne, PA 11,428,977  22 17.6
54. Pierpont Communications, Houston, TX 11,068,363  33 50
55. Racepoint Global, Boston, MA 11,030,000  51 6
56. 360PR+, Boston, MA 11,008,832  59 9.5
57. Stanton, New York, NY 10,476,397  38 23.4
58. Greentarget Global LLC, Chicago, IL 9,945,600  46 9
59. MMGY NJF, New York, NY 9,510,162  46 5.7
60. Dukas Linden Public Relations, New York, NY 9,380,205  31 10.2
61. Lou Hammond Group, New York, NY 9,068,858  45 6
62. Berk Communications, New York, NY 9,000,422  34 6
63. SourceCode Communications, New York, NY 8,831,000  39 4.2
64. Infinite Global, New York, NY 8,523,266  40 16.4
65. Health+Commerce, Eagle, ID 8,023,637  31 10.6
66. V2 Communications, Boston, MA 7,806,842  34 4.3
67. Raffetto Herman Strategic Communications, Seattle, WA 7,755,001  41 24.8
68. Trevelino/Keller, Atlanta, GA 7,722,554  33 8.6
69. Fiona Hutton & Associates, Inc., Los Angeles, CA 7,668,627  24 27.3
70. IW Group, Inc., West Hollywood, CA 7,247,762  14 82
71. Sachs Media, Tallahassee, FL 7,126,561  36 7.7
72. Singer Associates Public Relations, Inc., San Francisco, CA 6,714,990  19 40.7
73. Communications Strategy Group (CSG), Denver, CO 6,573,186  43 23.2
74. TruePoint Communications, Dallas, TX 6,227,337  29 18.7
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O’DWYER’S RANKINGS OF PR FIRMS WITH MAJOR U.S. OPERATIONS
 Firm  2022 Net Fees FT Employees % Change from 2021
75. Caliber Corporate Advisers, New York, NY $6,215,314  37 47.1
76. Champion Management Group, Dallas, TX 5,908,956  43 26
77. Lee Andrews Group, Los Angeles, CA 5,851,973  28 50.5
78. LaVoie Health Science, Boston, MA 5,752,399  17 0.4
79. BackBay Communications, Boston, MA 5,750,365  36 28.6
80. Standing Partnership, St. Louis, MO 5,680,586  25 28.4
81. Crenshaw Communications, New York, NY 5,536,338  22 50.1
82. Kiterocket, Phoenix, AZ 5,483,520  34 17.7
83. Fish Consulting, Fort Lauderdale, FL 5,443,000  23 8
84. Rasky Partners, Inc., Boston, MA 5,305,038  25 11.3
85. L.C. Williams & Associates, Chicago, IL 4,861,977  22 5.4
86. Tunheim, Minneapolis, MN 4,800,000  20 4.2
87. Public Communications Inc., Chicago, IL 4,792,596  33 2.5
88. Zapwater Communications, Inc., Chicago, IL 4,575,450  36 42.9
89. Forefront Communications, New York, NY 4,560,667  11 37.2
90. BLAZE, Santa Monica, CA 4,500,000  12 21.6
91. CashmanKatz, Glastonbury, CT 4,365,000  26 12.4
92. Otter PR, St. Petersburg, FL 4,315,911  40 82.5
93. The Sway Effect, New York, NY 4,200,000  15 25
94. Inspire PR Group, Westerville, OH 4,126,000  18 25.8
95. Franco, Detroit, MI 3,827,609  30 17
96. Idea Grove, Dallas, TX 3,824,623  39 1.6
97. MCS Healthcare Public Relations, Bedminster, NJ 3,722,106  15 3.8
98. BRG Communications, Alexandria, VA 3,708,055  18 9.8
99. Tier One Partners, Boston, MA 3,665,811  25 1.1
100. BoardroomPR, Ft. Lauderdale, FL 3,600,000  18 6
101. Treble PR, Austin, TX 3,586,231  18 63.2
102. Red Thread PR, Philadelphia, PA 3,516,958  18 14
103. Alloy, Atlanta, GA 3,467,326  27 5.3
104. Bellmont Partners, Minneapolis, MN 3,404,528  17 48.5
105. Beehive Strategic Communication, St. Paul, MN 3,343,251  14 11.4
106. Slide Nine Agency, Columbus, OH 3,264,357  21 21
107. Karbo Communications, San Francisco, CA 3,155,705  34 27
108. Ehrhardt Group, The, New Orleans, LA 3,142,543  19 3
109. SPM Communications, Dallas, TX 3,035,741  19 1.6
110. The TASC Group, New York, NY 3,003,153  22 21.4
111. Gatesman, Pittsburgh, PA 2,910,482  32 27.9
112. Perry Communications Group, Inc., Sacramento, CA 2,674,124  11 5.4
113. Hewes Communications, New York, NY 2,640,744  6 -4.5
114. Ripp Media/Public Relations, Inc., New York, NY 2,600,000  7 30
115. Stanton Communications, Washington, DC 2,560,426  12 24.9
116. Akrete, Evanston, IL 2,387,986  7 46.1
117. Victorious PR, Las Vegas, NV 2,274,229  6 even
118. Virgo PR, New York, NY 2,200,000  9 120
119. Rally Point Public Relations, New York, NY 2,132,124  10 37.7
120. Lavidge, Phoenix, AZ 2,070,705  65 -5.2
121. Landis Communications, San Francisco, CA 1,993,000  6 14.5
122. PSC (Princeton Strategic Communications), Trenton, NJ 1,933,703  13 33.2
123. Marketing Maven Public Relations, Camarillo, CA 1,907,592  13 40.3
124. Firecracker PR, Brea, CA 1,898,000  10 27.9
125. O’Malley Hansen Communications, Chicago, IL 1,773,516  7 -2.1
126. BizCom Associates, Plano, TX 1,752,668  22 37.6
127. Milk & Honey PR, New York, NY 1,738,922  6 286.7
128. AMP3 Public Relations, New York, NY 1,703,813  12 6.1
129. Rosica Communications, Fair Lawn, NJ 1,670,000  7 57.3
130. Violet PR, Montclair, NJ 1,651,925  10 58.8
131. Lowe Group, Wauwatosa, WI 1,611,227  7 18.5
132. Hemsworth Communications, Fort Lauderdale, FL 1,607,528  20 48.8
133. Butler Associates, LLC, New York, NY 1,496,931  6 12.3
134. Buttonwood Communications Group, New York, NY 1,484,579  7 33.9
135. CommCentric Solutions, Inc., Tampa, Fl 1,416,120  8 50.7
136. Buchanan Public Relations, Bryn Mawr, PA 1,405,061  8 15.5
137. Pineapple Public Relations, Chamblee, GA 1,382,009  12 39.9
138. Judge Public Relations, Tampa, FL 1,347,264  5 19.4
139. Hoyt Organization Inc., The, Torrance, CA 1,200,000  7 29.7
140. WordWrite Communications LLC, Pittsburgh, PA 1,139,925  8 -11.6
141. Bianchi Public Relations, Troy, MI 1,107,347  4 34.7
142. Stuntman PR, New York, NY 1,092,137  9 35.3
143. Superior PR, Chicago, IL 1,049,731  5 -3
144. Feintuch Communications, New York, NY 1,000,894  3 41
145. Lawlor Media Group, New York, NY 643,582  6 -9.2
146. Pugh & Tiller PR, LLC, Annapolis, MD 600,741  3 27.9
147. Wordhampton Public Relations, Inc., East Hampton, NY 582,194  4 2.2
148. Press Record Communications, New York, NY 574,804  1 7.3
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FEATURE

Philanthropic ventures have always 
been essential in addressing pressing 
issues. From climate change to social 

justice to expanding opportunity for his-
torically underserved populations, when 
government and businesses have been 
slow to act, there has always been a place 
for philanthropists and their organizations. 
Today, corporate leaders have become in-
creasingly reticent to speak out about social 
issues in the face of modern political divi-
siveness. As a result, nonprofits and philan-
thropists have a unique opportunity—and 
indeed, a responsibility—to take ownership 
of critical societal conversations.

Threading the corporate responsibility 
needle
Understanding why corporate leaders 

have become wary when tackling press-
ing social issues is important. The political 
landscape is increasingly polarized, with 
issues such as climate change, inequality, 
and immigration becoming highly tribal in 
response. Corporate leaders may fear that 
taking a stand on these issues might alien-
ate a significant portion of their customer 
base, and they wish to avoid the backlash 
that might result at all costs. Additional-
ly, corporate leaders are under pressure to 
maximize shareholder value and need a de-
fensible position on ESG commitments and 
outcomes. 

However, these concerns should be bal-
anced against businesses’ broader responsi-
bilities to society. Consider that companies 
significantly impact the communities in 
which they operate, and they have the pow-
er and resources to effect positive change 
that other pillars of society might lack. 
One company alone cannot solve for these 
complicated environmental and social is-
sues, and corporate action catalyzes social 
investments from more businesses. But the 
fact is that communications on socially re-
sponsible investments are a crucial piece of 
the puzzle, and even if corporations are tak-
ing action if they’re not speaking about it 
out of fear or complacency, they won’t reap 
the benefits.

Purpose can’t become only an internal 
narrative. 

The role of philanthropic ventures
This is where philanthropic ventures 

come in. Unlike companies, philanthropic 
ventures do not have to worry about alien-
ating customers or maximizing shareholder 
value. Yes, they’re beholden to boards, but 

their reason for existence is to create a pos-
itive social impact. Philanthropic ventures 
can work collaboratively with companies, 
governments, and civil organizations to 
activate innovative solutions to social chal-
lenges across the entire spectrum of society.

Moreover, philanthropic ventures are of-
ten more flexible and agile than companies, 
able to pivot quickly to address emerging is-
sues and respond to changing circumstanc-
es. This makes them well-suited to tackling 
the pressing social issues facing our society. 
Even those associated with major com-
panies might be able to tread ground that 
might not fit with the sister corporation’s 
ethos. Consider the Gates Foundation, 
which focuses on improving global health 
and reducing poverty. It’s naturally associ-
ated with Microsoft via the founders, Bill 
and Melinda. Still, through partnerships 
with governments, NGOs and other stake-
holders, the foundation has made signifi-
cant progress in eradicating polio, reducing 
maternal and child mortality and improv-
ing access to education entirely separate 
from Microsoft itself.

However, philanthropic ventures—par-
ticularly truly independent ones—face their 
challenges. For one thing, from a funding 
standpoint, they are often under-resourced 
and lack the institutional support that com-
panies enjoy. They also must navigate a 
complex landscape of regulatory and legal 
requirements, making gaining traction in a 
crowded activist ecosystem difficult.

Nevertheless, philanthropic ventures have 
a unique opportunity to take ownership of 
solving social issues and to fill the conversa-
tion void left by reticent corporate leaders. 
There are a few strategies to consider:

Collaboration and partnership. One of 
the most effective ways philanthropic ven-
tures can address pressing social issues is by 
highlighting collaboration with other orga-
nizations, including companies. By work-
ing together, they can pool their resources 
and expertise, achieving a more significant 
impact than they could on their own. Sup-
pose companies are hesitant to take credit 
for the effort. In that case, nonprofits can 
step up and drive the impact narrative—
building awareness to spur funding and 
building credibility for the corporate part-
ner investing in the programs.

Advocacy and policy change. Another 
way philanthropic ventures can take own-
ership of solving social issues is by engag-

ing in advocacy work and promoting policy 
change. While companies may be reticent 
about taking a stance on controversial is-
sues, philanthropic ventures can speak 
out and unapologetically advocate for the 
change they’re on the frontlines creating.

Direct action. Finally, philanthropic ven-
tures can directly address pressing social is-
sues in innovative ways—and communicate 
about both successes and programmatic 
challenges. Nonprofits as social incubators 
can lead the debate over what’s—working 
and what’s not—and 
transparently why.

For example, a phil-
anthropic venture fo-
cused on addressing 
homelessness could 
provide shelter and sup-
port services to those in 
need while liaising with 
local and state govern-
ments to help alleviate 
the homelessness crisis 
through new legislation or regulations.

Ultimately, the world needs differ-
ence-makers, no matter where they come 
from. The realm of philanthropy is a fa-
miliar frontier in the fight for a more just, 
equitable and sustainable world. Still, it’s in 
a position now, with increased political po-
larization and other factors, to take center 
stage.

Philanthropic ventures can be bold and 
creative and can take risks in a way that 
corporations either can’t or won’t, and with 
the size and scope of the problems we face, 
that’s precisely what’s needed.

Amy Terpeluk is Managing Partner at Finn 
Partners. 

Nonprofits and philanthropists have a unique opportunity to take 
ownership of conversations surrounding pressing social issues.

By Amy Terpeluk

Philanthropic ventures take center stage

Amy Terpeluk 

PR  brief
C Street walks David’s Bridal 
down chapter 11 aisle

C Street Advisory Group handles David’s Bridal as 
the wedding dress retailer files for its second bank-
ruptcy in five years and fires more than 9,200 workers.

David’s Bridal, which boasts of being the “only om-
ni-channel bridal retailer of scale in the U.S.” plans to 
keep its stores open as its searches for a buyer that 
can operate the business going forward.

The company blames inflation, increased online 
competition and the shift to more casual weddings 
among reasons for its latest financial downfall.

CEO James Marcum said David’s Bridal “has suc-
cessfully modernized our marketing and customer 
interaction processes and driven our retail service 
levels to best in class.”

The company is determined to focus on the future 
because it believes it plays “an important role in en-
suring that every bride, no matter her budget, can 
have her perfect dress.”

One in four of U.S. brides buys her gown at David’s 
Bridal.



LEADING GAINERS AMONG PR FIRMS

Firms in the top 25 (representing fees from $31.5M to $1.08B)

 Firm  2022 Net Fees  FT Employees % Change from 2021

1. Milk & Honey PR, New York, NY $1,738,922  6 +286.7
2. Virgo PR, New York, NY 2,200,000  9 +120
3. Treble PR, Austin, TX 3,586,231  18 +63.2
4. Violet PR, Montclair, NJ 1,651,925  10 +58.8
5. Rosica Communications, Fair Lawn, NJ 1,670,000  7 +57.3
6. CommCentric Solutions, Inc., Tampa, FL 1,416,120  8 +50.7
7. Hemsworth Communications, Fort Lauderdale, FL 1,607,528  20 +48.8
8. Bellmont Partners, Minneapolis, MN 3,404,528  17 +48.5
9. Akrete, Evanston, IL 2,387,986  7 +46.1
10. Feintuch Communications, New York, NY 1,000,894  3 +41

1. Spectrum, Washington, DC $80,174,000  303 +64.1
2. Ruder Finn Inc., New York, NY 160,100,000  1,140 +42.7
3. Fahlgren Mortine (includes TURNER), Columbus, OH 39,538,203  229 +31.6
4. Matter Communications, Boston, MA 39,525,000  275 +31.2
5. Havas Formula, New York, NY 34,449,153  118 +28.9
6. 5W Public Relations, New York, NY 62,922,235  278 +25.9
7. Hotwire, New York, NY 59,715,022  430 +24
8. Finn Partners, New York, NY 196,800,000  1,225 +21
9. Hunter, New York, NY 51,200,000  247 +21
10. Citizen Relations, Los Angeles, CA 35,110,000  235 +21

Firms ranked 26 through 50 (representing fees from $11.8M to $30.5M)

1. Wachsman, New York, NY $25,371,403  155 +81.8
2. Bospar, San Francisco, CA 18,201,039  98 +46.7
3. Marathon Strategies, New York, NY 19,835,713  64 +41.6
4. J Public Relations, New York, NY 17,112,000  100 +41.2
5. JPA Health, Washington, DC 19,965,000  91 +38.8
6. Vested, New York, NY 23,811,000  84 +35.7
7. Hoffman Agency, The, San Jose, CA 26,344,000  55 +30.7
8. M Booth Health, New York, NY 21,811,192  65 +30
9. Bliss Group, The, New York, NY 20,832,618  95 +25.7
10. Gregory FCA, Ardmore, PA 20,072,978  120 +23.2

Firms ranked 51 through 100 (representing fees from $3.6M to $11.8M)

1. Otter PR, St. Petersburg, FL $4,315,911  40 +82.5
2. IW Group, Inc., West Hollywood, CA 7,247,762  14 +82
3. Lee Andrews Group, Los Angeles, CA 5,851,973  28 +50.5
4. Crenshaw Communications, New York, NY 5,536,338  22 +50.1
5. Pierpont Communications, Houston, TX 11,068,363  33 +50
6. Caliber Corporate Advisers, New York, NY 6,215,314  37 +47.1
7. Zapwater Communications, Inc., Chicago, IL 4,575,450  36 +42.9
8. Singer Associates PR, Inc., San Francisco, CA 6,714,990  19 +40.7
9. Forefront Communications, New York, NY 4,560,667  11 +37.2
10. BackBay Communications, Boston, MA 5,750,365  36 +28.6

Firms ranked 101 through 148 (representing fees from $575K to $3.6M)
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RANKINGS OF PR FIRMS BY CITY/GEOGRAPHY.
 Firm  2022 Net Fees FT Empl. Firm  2022 Net Fees FT Empl.

ATLANTA
1. Jackson Spalding $28,010,653  147
2. Edelman 21,129,000  121
3. Trevelino/Keller 7,722,554  33
4. Alloy 3,467,326  27 
  

CONNECTICUT
1. ICR, Norwalk, CT $35,096,064  69
2. CashmanKatz, Glastonbury, CT 4,365,000  26 
   

CHICAGO
1. Edelman $109,550,000  579
2. Walker Sands 30,502,958  175
3. Finn Partners (includes Detroit) 17,400,000  84
4. Kivvit 13,138,743  41
5. Greentarget Global LLC 9,945,600  46
6. APCO Worldwide 8,300,000  30
7. G&S Business Communications 6,712,871  37
8. L.C. Williams & Associates 4,861,977  22
9. Public Communications Inc.  4,792,596  33
10. Zapwater Communications, Inc. 4,575,450  36
11. Highwire PR 3,943,909  15
12. Akrete 2,387,986  7
13. O'Malley Hansen Communications 1,773,516  7
14. Tier One Partners  1,456,901  15
15. Superior PR  1,049,731  5
16. Infinite Global  213,082  1 
  

FLORIDA
1. Zimmerman Agency, Tallahassee, FL $18,900,000  52
2. rbb Communications, Miami, FL 14,296,371  78
3. Moore, Inc., Tallahassee, FL 11,847,168  54
4. Sachs Media, Tallahassee, FL 7,126,561  36
5. Fish Consulting, Ft. Lauderdale, FL 5,443,000  23
6. Edelman, Orlando, FL 4,493,000  15
7. Otter PR, St. Petersburg, FL 4,315,911  40
8. BoardroomPR, Ft. Lauderdale, FL 3,600,000  18
9. Zapwater Communications, Miami, FL 1,837,200  9
10. Hemsworth Comms., Ft. Lauderdale, FL 1,607,528  20
11. CommCentric Solutions, Inc., Tampa, FL 1,416,120  8
12. Judge Public Relations, Tampa, FL 1,347,264  5
13. Kivvit, Miami, FL 696,755  7 
  

MIAMI
1. rbb Communications $14,296,371  78
2. Edelman 6,789,000  35
3. Zapwater Communications 1,837,200  9
4. Kivvit 696,755  7

 BOSTON
1. PAN Communications $31,486,207  192
2. Inkhouse, Waltham, MA 27,258,870  149 
3. Matter Communications 25,318,000  180 
4. Regan Communications Group 20,057,341  118 
5. Racepoint Global 11,030,000  51 
6. 360PR+  11,008,832  59 
7. V2 Communications 7,806,842  34 
8. Finn Partners 6,700,000  28 
9. LaVoie Health Science 5,752,399  17 
10. BackBay Communications 5,750,365  36 
11. Rasky Partners, Inc.  5,305,038  25 
12. Highwire PR 5,158,740  17 
13. Tier One Partners 2,208,910  11 
   

WASHINGTON, D.C.
1. Edelman $103,982,000  369
2. Spectrum 80,174,000  303
3. APCO Worldwide 47,000,000  205
4. imre, LLC, Baltimore, MD 43,121,000  200

5. Crosby, Annapolis, MD $30,383,072  110
6. JPA Health 19,965,000  91
7. Merritt Group, McLean, VA 15,444,080  70 
8. Finn Partners 13,800,000  50
9. Marathon Strategies 9,322,785  24
10. ICR, Baltimore, MD 6,505,312  16
11. Kivvit 5,975,721  28
12. BRG Communications, Alexandria, VA 3,708,055  18
13. Stanton Communications 2,560,426  12
14. Pugh & Tiller PR, LLC, Annapolis, MD 600,741  3
15. Infinite Global 426,163  21

NEW YORK & NEW JERSEY
1. Edelman (includes Rochester) $272,388,000  1,168
2. Finn Partners 65,100,000  346
3. 5W Public Relations 62,922,235  278
4. ICR 56,771,934  116
5. MikeWorldWide 53,093,000  227
6. Hunter  51,200,000  247
7. Coyne PR, Parsippany, NJ 39,094,881  189
8. Taylor  26,518,857  103
9. Vested  23,811,000  84
10. M Booth Health  21,811,192  65
11. Bliss Group, The  20,832,618  95
12. Kivvit  19,726,273  69
13. J Public Relations 17,112,000  100
14. APCO Worldwide 15,600,000  86
15. Marathon Strategies 10,512,927  27
16. Stanton 10,476,397  38
17. MMGY NJF 9,510,162  46
18. Dukas Linden Public Relations  9,380,205  31
19. Highwire PR  9,278,661  36
20. Lou Hammond Group 9,068,858  45
21. Berk Communications 9,000,422  34
22. SourceCode Communications 8,831,000  39
23. Clarity 7,577,808  19
24. G&S Business Communications 6,755,642  36
25. Caliber Corporate Advisers 6,215,314  37
26. Crenshaw Communications 5,536,338  22
27. Infinite Global 5,327,041  25
28. Forefront Communications 4,560,667  11
29. The Sway Effect 4,200,000  15
30. MCS Healthcare PR, Bedminster, NJ 3,722,106  15
31. The TASC Group 3,003,153  22
32. Hewes Communications 2,640,744  6
33. Ripp Media/Public Relations, Inc. 2,600,000  7
34. Virgo PR 2,200,000  9
35. Rally Point Public Relations  2,132,124  10
36. PSC (Princeton Strategic Comms.), Trenton, NJ 1,933,703  13
37. Milk & Honey PR  1,738,922  6
38. AMP3 Public Relations 1,703,813  12
39. Rosica Communications, Fair Lawn, NJ 1,670,000  7
40. Violet PR, Montclair, NJ 1,651,925  10
41. Butler Associates, LLC 1,496,931  6
42. Buttonwood Communications Group 1,484,579  7
43. Stuntman PR 1,092,137  9
44. Feintuch Communications 1,000,894  3
45. Lawlor Media Group 643,582  6
46. Wordhampton PR, Inc., East Hampton, NY 582,194  4
47. Press Record Communications 574,804  1
   

PENNSYLVANIA
1. Gregory FCA, Ardmore, PA $20,072,978  120
2. Sam Brown Inc., Wayne, PA 11,428,977  22
3. Red Thread PR, Philadelphia, PA 3,516,958  18
4. Gatesman, Pittsburgh, PA 2,910,482  32
5. Buchanan Public Relations, Bryn Mawr, PA 1,405,061  8
6. WordWrite Comms. LLC, Pittsburgh, PA 1,139,925  8
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RANKINGS OF PR FIRMS BY CITY/GEOGRAPHY.
 Firm  2022 Net Fees FT Empl. Firm  2022 Net Fees FT Empl.

ATLANTA
1. Jackson Spalding $28,010,653  147
2. Edelman 21,129,000  121
3. Trevelino/Keller 7,722,554  33
4. Alloy 3,467,326  27 
  

CONNECTICUT
1. ICR, Norwalk, CT $35,096,064  69
2. CashmanKatz, Glastonbury, CT 4,365,000  26 
   

CHICAGO
1. Edelman $109,550,000  579
2. Walker Sands 30,502,958  175
3. Finn Partners (includes Detroit) 17,400,000  84
4. Kivvit 13,138,743  41
5. Greentarget Global LLC 9,945,600  46
6. APCO Worldwide 8,300,000  30
7. G&S Business Communications 6,712,871  37
8. L.C. Williams & Associates 4,861,977  22
9. Public Communications Inc.  4,792,596  33
10. Zapwater Communications, Inc. 4,575,450  36
11. Highwire PR 3,943,909  15
12. Akrete 2,387,986  7
13. O'Malley Hansen Communications 1,773,516  7
14. Tier One Partners  1,456,901  15
15. Superior PR  1,049,731  5
16. Infinite Global  213,082  1 
  

FLORIDA
1. Zimmerman Agency, Tallahassee, FL $18,900,000  52
2. rbb Communications, Miami, FL 14,296,371  78
3. Moore, Inc., Tallahassee, FL 11,847,168  54
4. Sachs Media, Tallahassee, FL 7,126,561  36
5. Fish Consulting, Ft. Lauderdale, FL 5,443,000  23
6. Edelman, Orlando, FL 4,493,000  15
7. Otter PR, St. Petersburg, FL 4,315,911  40
8. BoardroomPR, Ft. Lauderdale, FL 3,600,000  18
9. Zapwater Communications, Miami, FL 1,837,200  9
10. Hemsworth Comms., Ft. Lauderdale, FL 1,607,528  20
11. CommCentric Solutions, Inc., Tampa, FL 1,416,120  8
12. Judge Public Relations, Tampa, FL 1,347,264  5
13. Kivvit, Miami, FL 696,755  7 
  

MIAMI
1. rbb Communications $14,296,371  78
2. Edelman 6,789,000  35
3. Zapwater Communications 1,837,200  9
4. Kivvit 696,755  7

 BOSTON
1. PAN Communications $31,486,207  192
2. Inkhouse, Waltham, MA 27,258,870  149 
3. Matter Communications 25,318,000  180 
4. Regan Communications Group 20,057,341  118 
5. Racepoint Global 11,030,000  51 
6. 360PR+  11,008,832  59 
7. V2 Communications 7,806,842  34 
8. Finn Partners 6,700,000  28 
9. LaVoie Health Science 5,752,399  17 
10. BackBay Communications 5,750,365  36 
11. Rasky Partners, Inc.  5,305,038  25 
12. Highwire PR 5,158,740  17 
13. Tier One Partners 2,208,910  11 
   

WASHINGTON, D.C.
1. Edelman $103,982,000  369
2. Spectrum 80,174,000  303
3. APCO Worldwide 47,000,000  205
4. imre, LLC, Baltimore, MD 43,121,000  200

5. Crosby, Annapolis, MD $30,383,072  110
6. JPA Health 19,965,000  91
7. Merritt Group, McLean, VA 15,444,080  70 
8. Finn Partners 13,800,000  50
9. Marathon Strategies 9,322,785  24
10. ICR, Baltimore, MD 6,505,312  16
11. Kivvit 5,975,721  28
12. BRG Communications, Alexandria, VA 3,708,055  18
13. Stanton Communications 2,560,426  12
14. Pugh & Tiller PR, LLC, Annapolis, MD 600,741  3
15. Infinite Global 426,163  21

NEW YORK & NEW JERSEY
1. Edelman (includes Rochester) $272,388,000  1,168
2. Finn Partners 65,100,000  346
3. 5W Public Relations 62,922,235  278
4. ICR 56,771,934  116
5. MikeWorldWide 53,093,000  227
6. Hunter  51,200,000  247
7. Coyne PR, Parsippany, NJ 39,094,881  189
8. Taylor  26,518,857  103
9. Vested  23,811,000  84
10. M Booth Health  21,811,192  65
11. Bliss Group, The  20,832,618  95
12. Kivvit  19,726,273  69
13. J Public Relations 17,112,000  100
14. APCO Worldwide 15,600,000  86
15. Marathon Strategies 10,512,927  27
16. Stanton 10,476,397  38
17. MMGY NJF 9,510,162  46
18. Dukas Linden Public Relations  9,380,205  31
19. Highwire PR  9,278,661  36
20. Lou Hammond Group 9,068,858  45
21. Berk Communications 9,000,422  34
22. SourceCode Communications 8,831,000  39
23. Clarity 7,577,808  19
24. G&S Business Communications 6,755,642  36
25. Caliber Corporate Advisers 6,215,314  37
26. Crenshaw Communications 5,536,338  22
27. Infinite Global 5,327,041  25
28. Forefront Communications 4,560,667  11
29. The Sway Effect 4,200,000  15
30. MCS Healthcare PR, Bedminster, NJ 3,722,106  15
31. The TASC Group 3,003,153  22
32. Hewes Communications 2,640,744  6
33. Ripp Media/Public Relations, Inc. 2,600,000  7
34. Virgo PR 2,200,000  9
35. Rally Point Public Relations  2,132,124  10
36. PSC (Princeton Strategic Comms.), Trenton, NJ 1,933,703  13
37. Milk & Honey PR  1,738,922  6
38. AMP3 Public Relations 1,703,813  12
39. Rosica Communications, Fair Lawn, NJ 1,670,000  7
40. Violet PR, Montclair, NJ 1,651,925  10
41. Butler Associates, LLC 1,496,931  6
42. Buttonwood Communications Group 1,484,579  7
43. Stuntman PR 1,092,137  9
44. Feintuch Communications 1,000,894  3
45. Lawlor Media Group 643,582  6
46. Wordhampton PR, Inc., East Hampton, NY 582,194  4
47. Press Record Communications 574,804  1
   

PENNSYLVANIA
1. Gregory FCA, Ardmore, PA $20,072,978  120
2. Sam Brown Inc., Wayne, PA 11,428,977  22
3. Red Thread PR, Philadelphia, PA 3,516,958  18
4. Gatesman, Pittsburgh, PA 2,910,482  32
5. Buchanan Public Relations, Bryn Mawr, PA 1,405,061  8
6. WordWrite Comms. LLC, Pittsburgh, PA 1,139,925  8

RANKINGS OF PR FIRMS BY CITY/GEOGRAPHY
 Firm  2022 Net Fees FT Empl. Firm  2022 Net Fees FT Empl.

MIDWEST CITIES
1. Edelman, Chicago, IL $109,550,000  579
2. Fahlgren Mortine (includes TURNER), Columbus, OH 39,538,203  229
3. Walker Sands, Chicago, IL 30,502,958  175
4. Lambert, Grand Rapids, MI 20,233,000  92
5. Finn Partners (includes Detroit), Chicago, IL 17,400,000  84
6. Kivvit, Chicago, IL 13,138,743  41
7. Greentarget Global LLC, Chicago, IL 9,945,600  46
8. APCO Worldwide, Chicago, IL 8,300,000  30
9. G&S Business Communications, Chicago, IL 6,712,871  37
10. Standing Partnership, St. Louis, MO 5,680,586  25
11. L.C. Williams & Associates, Chicago, IL 4,861,977  22
12. Tunheim, Minneapolis, MN 4,800,000  20
13. Public Communications Inc., Chicago, IL 4,792,596  33
14. Inspire PR Group, Westerville, OH 4,126,000  18
15. Highwire PR, Chicago, IL 3,943,909  15
16. Franco, Detroit, MI 3,827,609  30
17. Bellmont Partners, Minneapolis, MN 3,404,528  17
18. Beehive Strategic Comm., St. Paul, MN 3,343,251  14
19. Slide Nine Agency, Columbus, OH 3,264,357  21
20. Akrete, Evanston, IL 2,387,986  7
21. Zapwater Comms., Inc., Chicago, IL 2,029,305  23
22. O'Malley Hansen Comms., Chicago, IL 1,773,516  7
23. Lowe Group, Wauwatosa, WI 1,611,227  7
24. Bianchi Public Relations, Troy, MI 1,107,347  4
25. Superior PR, Chicago, IL 1,049,731  5
26. Infinite Global, Chicago, IL 213,082  11

TEXAS
1. Edelman (includes Dallas & Houston) Austin, TX $31,142,000  130
2. Pierpont Communications, Houston, TX 11,068,363  33
3. TruePoint Communications, Dallas, TX 6,227,337  29
4. Champion Management Group, Dallas, TX 5,908,956  43
5. Idea Grove, Dallas, TX 3,824,623  39
6. Treble PR, Austin, TX 3,586,231  18
7. SPM Communications, Dallas, TX 3,035,741  19
8. BizCom Associates, Plano, TX 1,752,668  22 
   

SOUTHEAST
1. French | West | Vaughan, Raleigh, NC $37,461,997  134
2. Jackson Spalding, Atlanta, GA 28,010,653  147
3. Finn Partners (incl. Atlanta & Florida), Nashville, TN 24,400,000  114
4. Edelman, Atlanta, GA 21,129,000  121
5. Zimmerman Agency, Tallahassee, FL 18,900,000  52
6. G&S Business Comms., Raleigh, NC 15,149,790  87
7. rbb Communications, Miami, FL 14,296,371  78
8. Moore, Inc., Tallahassee, FL 11,847,168  54
9. MP&F Strategic Comms., Nashville, TN 11,754,884  65
10. APCO Worldwide, Raleigh, NC 11,000,000  47
11. Trevelino/Keller, Atlanta, GA 7,722,554  33
12. Sachs Media, Tallahassee, FL 7,126,561  36
13. Edelman, Miami, FL 6,789,000  35
14. Edelman, Orlando, FL 4,493,000  15
15. Otter PR, St. Petersburg, FL 4,315,911  40
16. BoardroomPR, Ft. Lauderdale, FL 3,600,000  18
17. Alloy, Atlanta, GA 3,467,326  27
18. Ehrhardt Group, The, New Orleans, LA 3,142,543  19
19. Zapwater Communications, Miami, FL 1,837,200  9
20. Hemsworth Comms., Ft. Lauderdale, FL 1,607,528  20
21. CommCentric Solutions, Inc., Tampa, FL 1,416,120  8
22. Pineapple Public Relations, Chamblee, GA 1,382,009  12
23. Judge Public Relations, Tampa, FL 1,347,264  5
24. Kivvit, Miami, FL 696,755  7

HAWAII
1. Finn Partners, Honolulu, HI $11,500,000  86

LOS ANGELES
1. Edelman (includes Beverly Hills) $59,316,000  253
2. Citizen Relations 35,110,000  235
3. Davies, Santa Barbara, CA 11,750,000  35
4. Fiona Hutton & Associates, Inc. 7,668,627  24
5. IW Group, Inc., West Hollywood, CA 7,247,762  14
6. Lee Andrews Group 5,851,973  28
7. BLAZE, Santa Monica, CA 4,500,000  12
8. Highwire PR 3,637,109  17
9. Finn Partners 3,400,000  25
10. Marketing Maven PR, Camarillo, CA 1,907,592  13
11. Firecracker PR, Brea, CA 1,898,000  10
12. Hoyt Organization Inc., The, Torrance, CA 1,200,000  7
13. Zapwater Communications 964,995  4

SAN FRANCISCO & NORTH CALIFORNIA
1. Edelman $43,679,000  170
2. Highwire PR 34,007,410  132
3. Hoffman Agency, The, San Jose, CA 26,344,000  55
4. LaunchSquad 20,143,895  124
5. Bospar 18,201,039  98
6. Singer Associates Public Relations, Inc. 6,714,990  19
7. Finn Partners  5,600,000  27
8. Edelman, Sacramento, CA 4,468,000  16
9. Karbo Communications  3,155,705  34
10. Perry Comms. Group, Inc., Sacramento, CA 2,674,124  11
11. Landis Communications 1,993,000  6
12. Infinite Global 1,917,735  9  
   

WESTERN CITIES
1. Edelman (includes Beverly Hills) Los Angeles, CA $59,316,000  253
2. Edelman, San Francisco, CA 43,679,000  170
3. Edelman, Seattle, WA 36,251,000  163
4. Citizen Relations, Los Angeles, CA 35,110,000  235
5. Hoffman Agency, The, San Jose, CA 26,344,000  55
6. LaunchSquad, San Francisco, CA 20,143,895  124
7. Bospar, San Francisco, CA 18,201,039  98
8. Finn Partners, Portland, OR 12,600,000  63
9. Davies, Santa Barbara, CA 11,750,000  35
10. Edelman, Portland, OR 10,190,000  45
11. Health+Commerce, Eagle, ID 8,023,637  31
12. Raffetto Herman Strategic Comms., Seattle, WA 7,755,001  41
13. Highwire PR, San Francisco, CA 7,369,932  32
14. IW Group, Inc., West Hollywood, CA 7,247,762  14
15. Singer Associates PR, Inc., San Francisco, CA 6,714,990  19
16. Comms. Strategy Group (CSG), Denver, CO 6,573,186  43
17. Lee Andrews Group, Los Angeles, CA 5,851,973  28
18. Finn Partners, San Francisco, CA 5,600,000  27
19. APCO Worldwide (includes employee  
 presence from CA to CO) Seattle, WA 5,500,000  32
20. Kiterocket, Phoenix, AZ 5,483,520  34
21. BLAZE, Santa Monica, CA 4,500,000  12
22. Edelman, Sacramento, CA 4,468,000  16
23. Highwire PR, Los Angeles, CA 3,637,109  17
24. Finn Partners, San Diego, CA 3,400,000  9
25. Finn Partners, Los Angeles, CA 3,400,000  25
26. Karbo Communications, San Francisco, CA 3,155,705  34
27. Perry Comms. Group, Inc., Sacramento, CA 2,674,124  11
28. Finn Partners, Seattle, WA 2,300,000  5
29. Victorious PR, Las Vegas, NV 2,274,229  6
30. Lavidge, Phoenix, AZ 2,070,705  65
31. Landis Communications, San Francisco, CA 1,993,000  6
32. Infinite Global, San Francisco, CA 1,917,735  9
33. Marketing Maven PR, Camarillo, CA 1,907,592  13
34. Firecracker PR, Brea, CA 1,898,000  10
35. Hoyt Organization Inc., The, Torrance, CA 1,200,000  7
36. Zapwater Communications, Los Angeles, CA 964,995  4
37. Finn Partners, Denver, CO 800,000  8
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The U.S. Supreme Court’s 2018 tax de-
cision in South Dakota v. Wayfair, Inc. 
greatly impacted the public relations, 

advertising, and media industries, as it re-
quired states to impose sales and use tax 
collection and remittance obligations on 
remote sellers, based solely on their eco-
nomic activity in a state. The Court’s deci-
sion in Wayfair affected both remote sellers 
of goods as well as businesses that provide 
services. 

In general, states are constitutionally re-
quired to have a minimal connection to im-
pose their taxes on an out-of-state taxpayer. 
Economic nexus laws establish this mini-
mum link via a revenue threshold which, if 
exceeded, is deemed enough of a connec-
tion with a jurisdiction to create a tax obli-
gation for the out-of-state taxpayer.

Currently, all 45 sales taxing states have 
mandated some level of a “factor presence” 
threshold for purposes of establishing sales 
tax nexus. Additionally, about a dozen of 
those states also utilize a receipts threshold 
test for corporate income taxes (e.g., New 
York), and/or other tax compliance, such 
as partnership filings and excise taxes (e.g., 
California and Washington). Accordingly, 
determining how receipts are sourced to 
a state becomes critical in light of the po-
tential for increased income tax exposure 
under economic nexus. This is particular-
ly important for service providers due to 
the shift in state sourcing rules from the 
cost-of-performance methodology to the 
increasingly popular market-based sourc-
ing approach.

With service providers now required to 
consider the impact of economic nexus, 
public relations, advertising and media 
should consider the following:

State sourcing of service revenue
The two primary models that states use 

to source service revenue for income tax 
purposes are: one, cost of performance and 
two, market-based sourcing.

Under the cost-of-performance approach, 
service revenue is sourced to the location 
from which the services are rendered, or 
more specifically, the place where the costs 
to perform the services are incurred. When 
services are performed in multiple juris-
dictions, some states require that either 
the majority or greatest proportion of the 
services need to be performed in the state, 
in order to source any revenue there—in 

essence, an all-or-nothing test. Other states 
divide the revenue proportionally based on 
the percentage of service rendered in the 
state compared to the overall whole of the 
service rendering.

For market-based sourcing, revenues are 
sourced to the location of the customer, or 
more specifically, the location where the 
benefit of the service is received. State reg-
ulations contain various criteria for deter-
mining the jurisdiction where the benefit 
is received, such as the customer’s billing 
address, the service delivery location, the 
order from location or even a reasonable 
approximation based on the particular cir-
cumstances at hand.

Market-based sourcing leading to eco-
nomic nexus
As the vast majority of states now use 

market-based sourcing for corporate tax 
purposes, with many of them using this 
methodology for partnership filings as well, 
the interplay between the market-based 
sourcing concept and triggering economic 
nexus must be understood for the poten-
tially significant impact on one’s state taxes.

How may this affect public relations, ad-
vertising and media firms? To illustrate, 
take the following example: Corporation A 
renders $750,000 of services from its office 
in New York to a client located in Califor-
nia, a market-based state. Assume Califor-
nia has also adopted a $500,000 income tax 
economic nexus threshold. Since Corpora-
tion A’s service receipts are sourced to Cali-
fornia under market-based sourcing, it will 
have exceeded California’s economic nexus 
threshold, thereby requiring Corporation A 
to file an income tax return in the state. Had 
California been a cost of performance ju-
risdiction, Corporation A would not have a 

state filing requirement because no receipts 
would be sourced to California given that 
none of the services were rendered there. 
Thus, Corporation A 
wouldn’t exceed Cali-
fornia’s economic nexus 
threshold.

Conclusion
Each year more and 

more states make the 
switch to market-based 
sourcing for service 
revenue to better re-
flect—and of course, 
tax—the ever-expanding 
service-based economy. By layering in an 
economic nexus threshold, states stand to 
cast a wider net, sweeping up new taxpay-
ers. While the above example was simple, 
in practice, service providers, such as pub-
lic relations, advertising and media firms, 
can be operating in dozens of states while 
rendering services for clients in many oth-
ers. This sharply increases the complexi-
ty of applying these rules and the need to 
have an in-depth understanding of the 
revenue-sourcing methodologies and how 
they intersect with the economic nexus. It’s 
important for public relations, advertising 
and media firms to consult with their trust-
ed advisor as they consider the state sourc-
ing for their service revenue and how the 
economic nexus will impact their firm’s tax 
obligations.

For more information, contact Michael 
Belfer at Michael.Belfer@anchin.com.

Michael Belfer is Partner and Chair of An-
chin’s Public Relations, Advertising & Media 
Group. 

Changes in the way that states impose tax on service providers pose serious concerns for how public 
relations, advertising and media firms may be exposed to new tax obligations in our ever-expanding 
service-based economy.

Tax impacts PR firms should be aware of

Michael Belfer

By Michael Belfer 

PR  brief
Joele Frank defends Blackbaud

Joele Frank is handling Blackbaud, the Charles-
ton-based $1.1 billion marketer of software designed 
to empower social impact, as it fends off an unsolicit-
ed takeover bid from Clearlake Capital Group.

The $71 per share offer is a 25.9 percent premium 
over the 30-day average trading price of Blackbaud’s 
stock for the period ended March 24.

Blackbaud’s board has determined that the proposal 
is highly opportunistic and significantly undervalues 
the company.

Chairman Andrew Leitch called the bid an overt 
attempt to put Blackbaud in play. Non-profits and 
educational institutions use Blackbaud’s software for 
fundraising, grantmaking and financial management.

Joele Frank, Wilkinson Brimmer Katcher’s Jamie 
Moser and Nick Lamplough represent Blackbaud.
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Whenever something you post on 
social media harms your image 
or reputation, you’ve got a crisis 

on your hands. Sometimes, the trigger is 
an embarrassing photo you never thought 
would come to light or a post you thought 
was funny at the time. Anything you do on 
social media that compels others to ques-
tion you—either who you are as an indi-
vidual or your overall values—constitutes a 
social media crisis.

For companies, such a crisis can mean 
losing sales and customers, as the Bud Light 
controversy recently demonstrated. For 
individuals, it can mean losing friends or 
even getting “canceled.” Professional con-
sequences may also follow. Two marketing 
professionals who managed the Bud Light 
campaign have been placed on leave, and 
Rolling Stone Magazine once ran an article 
about people who got fired due to their in-
appropriate social media content.

So, how can you survive a social media 
crisis? The best way is never to get into one 
in the first place.

Avoid social media crises if you can
According to an old Croatian saying, “If 

one watches out for oneself, then God will 
protect him as well.” The same goes for pre-
senting yourself and your organization ef-
fectively on social media. If you’re proactive 
and look out for your organization’s best 
interests, then events will tend to favor you.

Toward that end, take a professional, neu-
tral tone on social media. Double-check 
your posts’ accuracy to avoid spreading 
misinformation, which can hurt your cred-
ibility and that of your organization. Scruti-
nize every post and ask yourself if it could 
offend anyone. If so, dial it back or take it 
out of the lineup completely to avoid push-
ing buttons.

Finally, clean up your old social media 
content. You might think the post you made 
on your personal account as a teenager isn’t 
that serious, but it could come back to haunt 
you.

Be proactive: create a strategic plan
Social media crises happen quickly, so you 

need to be ready to respond quickly and ef-
fectively, so it’s best to plan in advance for 
the possibility of one. To do this, consider 
your organization’s strengths and weakness-
es, because these factors can help or hinder 
your efforts during an actual crisis situation. 
By keeping these in mind, you can maxi-
mize your chances of creating a strategic 
plan that protects the reputation of your 

Surviving a social media crisis
The best way to survive a social media crisis is never to get into 
one in the first place.

Thomas Mustac 

By Thomas Mustac 
brand while still allowing for transparency 
in times of crisis.

Next, conduct an inventory of your social 
media accounts to identify potential risks 
to the organization, brand, reputation, and 
team members. To the extent these risks can 
be reduced, take the necessary actions as 
soon as possible. For instance, delete posts 
or conduct staff training on best practices 
for social media.

After that, form a crisis communications 
team and assign responsibilities. Members 
of the team should understand their roles so 
that no time will be wasted in the event of an 
incident. In particular, someone should be 
designated as “the voice” who will speak on 
behalf of the company or organization. This 
person should be able to handle questions 
from both the public and the press while 
maintaining professionalism at all times.

That said, everyone in your organization 
should know what to say or do when con-
fronted with negative comments, questions 
or requests for information, as well as who 
to contact if there’s a crisis situation. There-
fore, provide a detailed communications 
protocol that explains who is responsible 
for what, when, as well as the types of infor-
mation that may or may not be released at 
different times.

In short, plan for the worst while aiming 
for the best. By creating a procedure for 
addressing problems, you and your orga-
nization will be able to react to any crisis. 
In the event that controversy becomes un-
avoidable, here are some tips for weathering 
it best.

Never lie
When you find yourself embroiled in a so-

cial media crisis, it might seem tempting to 
lie your way out of it, but if you try to cover 
something up, then you may get caught and 
look worse than ever. People hate liars, and 
it’s hard to lie on social media when the con-
tent serves as a well-kept diary in chrono-
logical order.

Hopefully, you aren’t guilty of doing some-
thing wrong. But if you are, then you will 
need to acknowledge it and act quickly to 
frame the discussion from your perspective. 
Otherwise, the public will begin to paint the 
story and your image in their minds without 
it. If you wait too long, people may no longer 
be willing to listen to your side at all, saying 
they’ve already heard enough from “the liar.”

If you acknowledge your fault, however, 
people will give you at least some credit. 
Everyone knows it’s difficult to admit being 

wrong and that it takes courage and charac-
ter to do so. Owning your mistakes will help 
to redeem you in other people’s eyes.

In these situations, the individual or voice 
of the organization should show remorse 
and apologize sincerely. You can pay the 
best PR practitioners in the world to repre-
sent you, but if you’re cocky or arrogant and 
present yourself as someone above society, 
then you’re asking for the worst outcomes.

Defend yourself
Sometimes, however, people may blame 

you for something you didn’t do. For in-
stance, someone might have made a fake 
profile or circulated a fake post or image. 
Now that Twitter re-
quires payment for 
verification, this type 
of impersonation has 
become more likely. In 
addition, this problem 
grows more prevalent 
and challenging as AI 
and deepfake technolo-
gy gain sophistication.

In these cases, it’s im-
portant to defend yourself, but before you 
do, I recommend taking a social media va-
cation—go “Zen Mode,” as I like to call it. 
When you’ve been wrongfully represented, 
it’s natural to feel angry, but speaking or 
posting on social media in anger can make 
the situation worse as you may say some-
thing you later come to regret. Take the 
time you need to reconsider your or your 
organization’s recent actions and decide on 
a proper course of action. It’s okay to stay 
quiet as you plan how to demonstrate inno-
cence and gather evidence.

Aim to deploy a positive campaign that 
helps counter the negative coverage and 
amplify all the good you do in your com-
munity. Release that information to the 
public as soon as possible. When you do, 
make sure the voice of your organization is 
prepared to demonstrate transparency and 
answer questions—even the hard ones from 
hostile sources.

The best paths
While developing a strategic plan and 

vetting your communications carefully can 
help avoid social media crises, you or your 
organization may confront one at some 
point. If you’ve been the target of imperson-
ation, then pause and take a strategic period 
to defend yourself as effectively as possible. 

If you face a reckoning over a painful mis-
take, act quickly. Remember that honesty 
and acknowledgment of any wrongdoing 
offer your best path forward.

Thomas Mustac is OtterPR’s medical and 
health industry PR specialist. 



Levick founder Richard 
Levick dies at 65

Levick CEO Richard S. Levick passed 
away April 11, due to cancer, his firm 
today announced. 

He was 65.
He founded the firm 

in 1998, and it was a 
shaping force on the 
practice of crisis and 
litigation communica-
tions and reputation 
management. The firm 
has handled the media 
on such matters as the 
2000 Florida election 
recount, the Catholic Church during its 
sex-abuse scandals, and prisoner deten-
tions at Guantanamo.

In a statement, the firm’s leadership team 
noted that Levick’s impact on the world of 
communications will be felt for years to 
come:

“We have lost a great man, an inspiring 
mentor, a pioneering leader, and a true 
friend to many of us in this business. We 
will miss Richard deeply, but his legacy will 
live on through the work that we do every 
day, the people who were made better for 
having known him, and the countless rep-
utations that were saved because of him.”

The firm plans to host a celebration of his 
life with details to be announced. 

Tech guru Benecke 
takes McKinsey post

Rowan Benecke, 
who has more 
than 25 years of 

PR firm experience, 
has joined McKinsey & 
Co as Director of Com-
munications for North 
America.

He heads a 25-mem-
ber team focused on 
the management con-
sultancy’s mission to accelerate sustainable 
growth and partner with clients to meet 
their challenges and opportunities.

Benecke also will work to protect McK-
insey’s reputation by creating greater trust 
among colleagues, clients and leaders in 
the world of government, academia, non-
profits and think tanks.

He will develop thought leadership con-
tents and experts and forge new relation-
ships with strategic influencers.

Benecke, who co-founded Zeno Group, 
also served as President of Cognito U.S., 

Chief Growth officer at Ruder Finn, Global 
Tech Chair at Burson-Marsteller and Exec-
utive VP at Text 100.

Since September, he has been working 
as an independent consulting in the metro 
New York area. 

SeaWorld names Thal-
berg CM&CO

SeaWorld Enter-
tainment brings 
on Marisa Thal-

berg as Chief Market-
ing and Communica-
tions Officer, effective 
April 24. Thalberg has 
served as Executive VP, 
Chief Brand and Mar-
keting Officer at Lowe’s 
and Global Chief Brand 
Oficer at Taco Bell. 
She was most recently a strategic advisor 
at venture capital and private equity firm 
Composite Ventures. 

In her new role, she will be responsible 
for brand and marketing strategies focused 
on driving revenue, increasing visitation 
across the organization’s portfolio of 12 
parks, and elevating the company’s conser-
vation mission. 

BCW Recruits Golin’s 
Coldagelli

BCW has named Matt Coldagelli EVP 
and leader of its corporate affairs 
practice in Chi-

cago.
Joining the WPP unit 

from Interpublic’s Go-
lin brand, he will be 
responsible for building 
business in the Midwest 
and managing the of-
fice’s corporate reputa-
tion, ESG, crisis and is-
sues management, and 
media relations teams.

As Golin’s Executive Director, Corporate 
Communications, Coldagelli led efforts in 
corporate reputation, narrative develop-
ment, B2B PR, media relations, executive 
visibility and thought leadership for clients 
across the manufacturing, tech, agribusi-
ness, professional services and consumer 
goods sectors.

He also spent 14 years at Edelman and 
did a stint at MSL.

Coldagelli reports to Maxine Winer, EVP 
and Chicago market leader, who joined 
BCW in 

Snap’s Mitchell shifts to 
Levi Strauss

Snap Chief Mar-
keting Officer 
Kenny Mitchell is 

heading to Levi Strauss 
& Co., where he will be 
Senior VP and CMO, 
effective June 5.

At Snap, the parent 
company of Snapchat, 
Mitchell led the growth 
of the platform’s global 
community, advertising base and develop-
er partners. Before coming to Snap, he was 
Vice President of brand content and engage-
ment at McDonald’s USA, and served as 
head of consumer engagement at Gatorade, 
a part of PepsiCo. 

WSJ’s Hall jmps to 
Brunswick Group

Wall Street Journal veteran Glenn 
Hall will join Brunswick Group 
on April 24 

as Partner and Exec-
utive Editor. Based in 
New York, Hall will be 
responsible for global 
thought leadership.

At the WSJ, Hall was 
head of professional 
news and was respon-
sible for Dow Jones 
Newswires, WSJ Pro 
and c-suite services. Earlier, he was Edi-
tor-in-Chief of TheStreet, MarketWatch 
and worked at various editorial posts at 
Bloomberg during a ten-year run. 

Blumhouse hires Gizoni 
as comms. VP

Blumhouse, a film 
and TV produc-
tion company, 

brings on Christina Gi-
zoni as VP, Marketing 
and Communications. 

Gizoni joins the com-
pany from the film 
publicity department 
at Netflix, where she 
worked on campaigns 
for such films as “Glass Onion: A Knives 
Out Mystery,” “Blonde” and “The Ballad of 
Buster Scruggs.” Previously, she served as 
Coordinator of National Film Publicity for 
Sony Pictures Entertainment. 

Richard S. Levick

Marisa Thalberg

Matt Coldagelli

People in PR

Kenny Mitchell

Glenn Hall

Rowan Benecke

Christina Gizoni
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360PR+
180 Varick Street
New York, NY 10014
212/729-5833
www.360PR.plus

Ali Kavulich, Managing Director, 
New York
Victoria Renwick, Partner
Mike Rush, Partner
Laura Tomasetti, CEO

360PR+ is an agency built for to-
day, bringing clients the expertise, 
scale and nimbleness they need 
to win amid a constantly chang-
ing landscape. A creative, leading 
independent agency, 360PR+ has 
been recognized for its bold, head-
line-making campaigns for some of 
the most trusted global brands and 
forward-thinking marketplace chal-
lengers. We bring special expertise 
in sectors such as automotive, b2b 
services, clean energy, consumer 
electronics, entertainment, fashion 
& beauty, financial services, food 
& beverage, healthy living, home 
furnishings, kids & family, media 
& publishing, retail & franchise 
brands, spirits, sports & leisure, and 
travel. We are a full-service public 
relations partner adept in brand 
strategy, celebrity engagements, 
content creation, corporate commu-

nications, digital marketing, earned 
media, events, executive thought 
leadership, influencer marketing, 
issues preparedness, research, so-
cial media strategy, spokesperson 
training, and more.

360PR+ clients include Blue 
Wave Solar, BIC Skin Creative, 
Bright Horizons Family Solutions, 
Car Gurus, GIANT Food, Harle-
quin, Hasbro, Little Leaf Farms, 
Marchon Eyewear, MyFitnessPal, 
My SALON Suite, National Geo-
graphic Media, Nintendo of Amer-
ica, Pete & Gerry’s Organic Eggs, 
PrimoHoagies, Restore Hyper 
Wellness, The Rockport Company, 
SimpliSafe, Trek Bicycle, United 
Natural Foods Inc., Virgin Atlan-
tic, Wellness Pet and Xperi, among 
others.

360PR+ is a certified wom-
en-owned business and partner in 
PROI Worldwide, with reach and 
expert resources in 100+ cities 
globally. The 360PR+ family of 
agencies includes 360PR+, CRC, 
Powers Brand Communications 
and Three Cheers PR. For more, 
visit www.360PR.plus.

5WPR
3 Park Ave. 19th Fl.
New York NY 10016

212/999-5585
www.5wpr.com

Matt Caiola and Dara Busch, 
Co-CEOs

5WPR is a full-service PR 
agency in NYC known for cut-
ting-edge programs that engage 
with businesses, issues and ideas. 
With more than 300 professionals 
serving clients in B2C (Beauty & 
Fashion, Consumer Brands, En-
tertainment, Food & Beverage, 
Health & Wellness, Travel & Hos-
pitality, Technology, Nonprofit), 
B2B (Corporate Communications 
and Reputation Management), 
Public Affairs, Crisis Communi-
cations and Digital Marketing (So-
cial Media, Influencer, Paid Media, 
SEO). Founded by Ronn Torossian 
20 years ago, 5W was named to 
Inc. Magazine’s Best Workplaces 
2022 list, awarded 2020 PR Agen-
cy of The Year, and brings leading 
businesses a resourceful, bold, and 
results-driven approach to commu-
nication.

AKRETE
Business Articulated

909 Davis St., Fifth Fl.
Evanston, IL 60201
847/892-6082

Fax: 847/556-0738
margy@akrete.com
www.akrete.com
LinkedIn.com/company/akrete
Facebook.com/TeamAkrete
Instagram: @TeamAkrete

Downtown Chicago • Evanston, IL • 
Los Angeles • Boston Metro

Margy Sweeney, Founder & CEO 
(margy@akrete.com)
Nicole Stenclik, Managing 
Consultant (nicole@akrete.com)
Becky Reno, Managing Consultant 
(becky@akrete.com)
Abby Carr, Managing Consultant 
(abby.carr@akrete.com)
Aimee Val, Senior Vice President 
(aimee.val@akrete.com)
Michelle Pittman, Managing 
Consultant (michelle.pittman@
akrete.com)

Hyper-focused on our industries 
and open to collaboration with oth-
er agencies, we articulate and am-
plify thought leadership. A national 
content-driven marketing and pub-
lic relations firm, we are highly 
specialized in financial services, 
real estate, professional services 
and cannabis. Our senior storytell-
ers write and work with media to 
inspire individual decision-makers 
to action: your clients, prospects, 
media and influencers alike. We 
speak the language of business in 
ways that connect investors, buyers 
and company leaders.

No subject matter is too com-
plex, no growth vision too expan-
sive for #TeamAkrete’s 25+ person 
team of senior storytellers. Our 
vibrant, thought leadership-driv-
en campaigns are delivered with 
high-touch service and attention to 
timelines that accelerate business. 
Accept no substitute for strong 
content; our team can make your 
ideas come alive and help you raise 
your profile with the people that 
matter most to your business, in 
your industry.

APCO WORLDWIDE

1299 Pennsylvania Avenue, NW, 
Suite 300
Washington, D.C. 20004
202/778-1000
Fax: 202/466-6002
info@apcoworldwide.com
www.apcoworldwide.com

Margery Kraus, Founder & 
Executive Chairman  
Brad Staples, CEO
 

TOP-RANKED PR FIRMSO’Dwyer’s
guide to

APCO North America President Kelly Williamson (left) and members of the of leadership team.
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APCO Worldwide is an adviso-
ry and advocacy communications 
consultancy helping leading public 
and private sector organizations be 
catalysts for progress by navigat-
ing the challenges of today, acting 
with agility, anticipating social risk 
and building organizational repu-
tations, relationships and solutions 
to succeed. APCO is proudly an 
independent and majority wom-
en-owned business. More impor-
tantly, we are a trusted partner to 
our clients, who hire us to help 
them anticipate, plan, execute and 
secure their futures.

Our decades of expertise and in-
tegrated approach enable us to pro-
vide a full range of services, across 
industry sectors and global mar-
kets, allowing us to offer effective 
counsel and programs for boards of 
directors, CEOs and other C-suite 
leaders on their most pressing po-
litical, social and business oppor-
tunities and challenges. We meet 
the evolving needs of executives 
and their teams in communica-
tions, public affairs, government 
relations, legal, risk, organizational 
transformation, international rela-
tions, corporate responsibility and 
brand marketing.

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

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

Bill Haynes, Founder & CEO

BackBay Communications is an 
integrated public relations, content 
development and digital marketing 
firm focused on the financial ser-
vices sector. BackBay specializes 
in private equity and venture capi-
tal, asset management, fintech, and 
impact investing/ESG.  With offic-
es in Boston and London, BackBay 
serves companies in North Amer-
ica, Europe, and elsewhere, lever-
aging global partners.

BackBay takes a brand-centric, 
content-driven approach to devel-
oping and executing integrated 
communications programs for fi-
nancial services firms including 
marketing strategy, content devel-
opment, media relations, brand re-
search and message development, 
creative design, and multi-channel 
distribution of company news and 
perspectives to build brand aware-
ness, credibility and drive new 
business for our clients.

Focused on financial services 
since its founding in 2005, Back-
Bay has unparalleled industry ex-
pertise and strong relationships 
with the business and financial 
media. At BackBay, every client 
account is staffed with senior team 
members dedicated to providing 
clients a high-touch, results-orient-
ed experience.

BackBay was recently ranked #1 
in Boston for financial services PR 
by O’Dwyer’s. BackBay also con-
sistently ranks as a top 10 global 
PR Agency in The Deal’s private 
equity league tables.

THE BLISS GROUP
Member of the  

Next Practices Group

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

Cortney Stapleton, CEO
Bob Pearson, Chair
Michael Roth, Managing Partner
Reed Handley, Executive VP, 
Head of Growth, Co-Leader of the 
fin’l svcs. practice
Alexis Odesser, Executive VP, 
Head of Acct. Excellence, Co-
leader of the healthcare practice
Sally Slater, Executive VP, Head 
of Innovation
Greg Hassel, Senior VP, Co-leader 
of the fin’l svcs. practice
Keri Toomey, Senior VP, 
Co-Leader of the business & 
professional svcs. practice
Ken Kerrigan, Senior. VP, 
Co-Leader of the business & 
professional svcs. practice
Liz DeForest, Senior VP, Co-
Leader of the healthcare practice
Bill Smith, Senior VP, Head of 
Integrated Earned Media
Megan Tuck, Senior VP, Leader of 
Impact
Meghan Powers, VP, Leader of 
Bliss Workplace Specialty Group
Janine Savarese, CEO, NextTech 
Communications, a Bliss Group 
company;
Gloria Vanderham, CEO, Bliss Bio 
Health, a Bliss Group company.

The Bliss Group is an in-
sight-driven marketing commu-
nications agency that blends data 
science with the art of storytelling 
to target priority audiences with 
precision, empathy and purpose. 
We specialize in building value 
for clients in the healthcare, fi-
nancial, technology, business and 
professional services sectors. Our 
approach is grounded in data and 
guided by deep industry expertise. 
Powered by proprietary algorithms 
and innovative media models, we 
tell stories across mediums that in-

spire action and make an impact. 
The Bliss Group offers clients 

the full spectrum of PESO ser-
vices, informed by data science, 
including integrated earned me-
dia, software solutions, crisis and 
issues management, and paid me-
dia offerings in partnership with 
the Next Practices Group of firms. 
Our unwavering commitment to 
support our clients in all situations, 
amidst industry shifts, and across 
major economic events leads to 
lasting relationships, reflected in an 
average client tenure of 8+ years.

Clients include some of the most 
respected names in the industries 
we serve: BDO, BILL, CFP Board, 
CVS Health and Aetna, E*Trade, 
Exponent Women, Ford Founda-
tion, Johns Hopkins University 
School of Medicine, KeyCorp, 
Kotter, MSD Japan, Mt. Sinai 
School of Medicine, Nationwide 
Advisory Solutions, NFP, Rapi-
dRatings, USO, West Monroe.

Want to learn more? Contact us 
at cstapleton@TheBlissGrp.com

BOARDROOM  
COMMUNICATIONS 

INC.

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

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

Julie Talenfeld, President
Don Silver, COO
Todd Templin, Executive VP
Jennifer Clarin, Michelle Griffith, 
Laura Burns, Eric Kalis, VPs.

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

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

copywriting and video production.
Representative clients: As-

sociated Builders and Contrac-
tors East Florida, Association of 
Poinciana Villages w/Michelle, 
Aventura Park Square, Concord 
Wilshire, Cuesta Construction, 
Professional Bank, Development 
Specialists, Downtown Dadeland, 
Easton Group, e-Builder, Edison 
Insurance Co., Encore Capital 
Management, Fiske & Co. CPAs, 
Florida’s Children First, Florida 
Peninsula Insurance Co., Florida 
Property and Casualty Assn., Ho-
locaust Documentation and Edu-
cation Center, llustrated Properties, 
IStar Financial, JAFCO, Keyes 
Company, Lynd Companies, Mer-
rick Manor, Minto Communities, 
Oasis Outsourcing, Plantation 
Walk, Pulte Group, Saint Thomas 
Aquinas High School, Sapoznik 
Insurance, Setnor Byer Insurance 
& Risk, South Florida Technology 
Alliance, SRF Ventures, Talenfeld 
Law, Trez Forman, Tropical Finan-
cial Credit Union and Weiss Serota 
Helfman Cole & Bierman

BOSPAR
Located in every major city, 
including: San Francisco, New 
York, Los Angeles, Washington, 
D.C., Chicago and Austin.
844/526-7727 (844/5-BOSPAR)
@BosparPR
vimeo.com/821307230

Chris Boehlke, Curtis Sparrer, 
Tom Carpenter, Principals
 

Tired of reading the same basic 
agency descriptions over and over? 

Us too. 
Let’s talk about what really mat-

ters: results. 
Bospar is the only agency named 

one of Fortune’s Most Innovative 
Companies.

Fast Company included us in its 
“Brands That Matter” list.

Financial Times says we’re one 
of the 500 Fastest-Growing Com-
panies in the Americas.

PRWeek awarded us for “Best 
Consumer Launch” and “Best Pro-
motional Event.”

PRNews placed us among its 
“Elite Top 100 Agencies” for 2023. 

And yes, we’re one of O’Dw-
yer’s Top 50 in Tech PR!

Why Bospar? Because we know 
what it takes to secure transforma-
tive coverage. We know how to 
craft and deliver stories that mat-
ter—right now—and how to be 
“politely pushy” to ensure those 
stories are seen, heard and read by 
the right audiences 

  _  Continued on page 64 
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We’ve also been all-remote since 
before it was cool—a model that 
enabled Bospar to build the most 
strategic, responsive and delightful 
team of media, social and content 
experts in the industry.

BUTLER  
ASSOCIATES, LLC

353 Lexington Ave.
17th flr., New York, NY 10016
212/685-4600
www.butlerpr.com

290 Harbor Dr., Stamford, CT 
06902

Thomas P. Butler, President

Butler Associates is a team of 
exceptional communicators with a 
proven track record of consistent, 
creative, high-impact results. It is 
the winner of PRSA-New York’s 
2021’s Best Reputation Brand 
Management Campaign, 2020 & 
2018 Best Legal Marketing Com-
munications Campaign, 2019’s 
Best of the Best Award, and much 
more. With clients across the na-
tion, Butler is among the New York 
media market’s top agencies for its 
legal, business, financial, profes-
sional services, public affairs, envi-
ronmental and crisis management 
practice results.

Butler Associates campaigns 

range from victorious Fortune 50 
shareholder proxy matters, mes-
saging for significant high-profile 
litigations, crisis, public affairs, 
and public safety campaigns. The 
CEO’s and organizational leaders 
we advocate on behalf of, are high-
ly visible and respected opinion 
leaders. The Butler group includes 
smart, seasoned media and com-
munications pros absolutely com-
mitted to their clients and deliv-
ering results. Its Litical Solutions 

division produces intelligent and 
highly targeted digital engagement.

Clients include: Alma Realty, 
American Triple I Partners, Asso-
ciation of BellTel Retirees, Inc., 
Barasch McGarry P.C., Building 
Trade Employers Association 
(BTEA) New York, Carver Federal 
Savings Bank, Clear Vision Impact 
Fund, Clean Energy Jobs Coali-
tion-New York, Davidoff Hutcher 
Citron LLP, FDNY EMS Local 
2507, Home Health Care Workers 

of America, Hooks for Heroes, 
Knights of Saint Patrick of New 
York City, Metropolitan Package 
Store Association, Nationwide 
Mortgage Bankers, New York City 
Fire Pension Fund, New York-
New England Dairy Consortium, 
North Shore Central School Dis-
trict (NY), Patriot Bank, NA, Plaza 
College, Retirees for Justice, Sie-
bert Williams Shank & Co., L.L.C., 
Zara Realty Holdings Corp.

CITIZEN 
RELATIONS 

350 Hudson St. 
New York, NY 10013 
erin.georgieff@citizenrelations.com 
www.citizenrelations.com

19100 Von Karman Ave.
Suite 650 
Irvine, CA 92612 

4201 Wilshire Blvd., #610 
Los Angeles, CA 90010 

Nick Cowling, CEO 
Laura Bremer, US President 
Erin Georgieff, Managing Partner, 
U.S. Growth and West Coast 
Operations 
Crystalyn Stuart-Loayza, Chief 
Digital Officer 
Shannon Suggett, Executive Vice 
President 

Citizen Relations is a global 
communications agency built for 
and by the modern citizen. We are 
driven by our mission of “Mak-

BOSPAR.
_ Continued from page 63

  _  Continued on page 66 Citizen Relations—a global communications agency built by and for the Modern Citizen. 

The “politely pushy” Bospartans. 
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COYNE PUBLIC RELATIONS
_ Continued from page 64

ing Every Conversation Count”; 
we believe that communication is 
about creating a two-way dialogue 
that is authentic and relevant to 
people’s lives. Our culture is cen-
tered on our three values of ‘Cham-
pion Equity,’ ‘Set the Standard’ and 
‘Do What’s Right’ where all iden-
tities are celebrated and all voices 
are heard.

We are best known for our 
award-winning work in the con-
sumer sector with some of the 
world’s best known brands, partic-
ularly in the packaged goods, food 
& beverage, automotive, gaming, 
tech and travel sectors.

With offices in Toronto, Vancou-
ver, Montreal, Quebec City, Los 
Angeles, New York, Orange Coun-
ty, and London, we work closely 
with key clients such as Champion, 
P&G, Duracell, and Nissin to help 
them build meaningful connections 
with consumers. 

COYNE PUBLIC 
RELATIONS

5 Wood Hollow Rd.
Parsippany, NJ 07054
973/588-2000
www.coynepr.com
New Business inquiries: 
newbusiness@coynepr.com 

Additional Office
501 7th Ave., New York, NY 10018
212/938-0166

Thomas F. Coyne, Founder & CEO
Rich Lukis and John Gogarty, 
Presidents
Cathy Clarkin, Chief Financial 
Officer
Clara Heffernan, Chief People 
Officer
Kelly Dencker, Jennifer 
Kamienski, Tim Schramm and 
Lisa Wolleon, Executive Vice 
Presidents

We are makers and strategists 
obsessed with creativity, leading 
with imagination and enthusiasm, 
and refining with the discipline of 
predictive outcomes.  Founded in 
1991, Coyne PR is one of the top 
independent public relations firms 
in the United States with develop-
ers, producers, writers, designers, 
animators, social specialists and 
communication experts providing 
full-service client support.

Recognized throughout the 
industry as “The Best Place to 
Work,” more than 200 cultural-
ly diverse minds now call Coyne 
PR—HOME.  We have wildly 
creative offices in New York and 
New Jersey as well as colleagues 

in 115 cities, 49 countries and six 
continents through our partnership 
in The Worldcom Public Relations 
Group.  We have made it our mis-
sion to create a work environment 
that attracts the best people by giv-
ing them the freedom to do their 
best work. As a result, we enjoy the 
highest employee retention rate in 
the industry!

Our clients include many of the 
world’s most respected companies 
… and those that want to be.  We 
help these clients develop integrat-
ed strategies across all paid, earned, 
shared and owned platforms with 
the help of our full-service digital 
production studio.  

Our reputation is built upon three 
decades of creativity, strategy and 
service. It is confirmed by more 
than 1,000 industry awards includ-
ing Midsize Agency of the Year, 
Consumer Agency of the Year, 
Creative Agency of the Year, North 
American Creative Agency of the 
Year, and of course … Best Agen-
cy to Work For. Together with our 
clients, we have developed some of 
the world’s best-known platforms, 
programs and campaigns that have 
driven excitement and business re-
sults while simultaneously rallying 
employee engagement. 

We are bold, independent, nimble 
and purpose driven. 

We are one. 
Clients include: American Pe-

troleum Institute, American Uro-
logical Association, Arla Foods, 
Bausch Health, Bayer, Beam Sun-
tory, Bimbo Bakeries, BMW of 
North America, Casio America, 
Cayman Islands Dept of Tourism, 
Cumberland Packing Corp, Del 
Monte Foods, Eggland’s Best, Ex-

press Scripts, Fairleigh Dickinson 
University, Gap, Haleon, HelloF-
resh, Hilton, Holcim Solutions and 
Products US, Horizon Group USA, 
HRA Pharma America, Humana, 
International Code Council, Just 
Born Quality Confections, Ko-
brand, L’Oreal, MDLive, Midea 
America, miraDry, Mohegan Tribal 
Gaming Authority, Naterra, New-
man’s Own, Ollie’s Bargain Out-
let, Orangetheory Fitness, Otsuka, 
Outrigger Enterprises Group, Ow-
ens Corning, Pacira BioSciences, 
Perrigo, PharmaRegs, PLx Pharma, 
Precision Medicine Group, Pres-
tige Brands, REEF, Reproductive 
Medicine Associates NJ, Shell Oil 
Company, Signify, Spin Master, 
Stellantis, Stryker Orthopaedics, 
The ASPCA, The Center for Break-
through Medicines, Truckstop, 
TruRoots, University of Virginia, 
VTech and Yahoo!

CROSBY
705 Melvin Avenue
Annapolis, MD 21401
410/626-0805
www.crosbymarketing.com
 
Raymond Crosby, President
Robert Schnapp, Executive 
Creative Director
Denise Aube, EVP, Healthcare 
Practice Leader
Anna Zawislanski, EVP, 
Government Practice Leader
Pam Atkinson, EVP, Connection 
Planning
Suresh John, EVP, Digital Strategy 
& Analytics

The Crosby team is passionate 
about helping clients Inspire Ac-
tions That Matter™—actions that 

positively impact people’s lives and 
contribute to the greater good.

Crosby helps clients make pow-
erful connections with their cus-
tomers, constituents, and commu-
nities to shape attitudes, inspire 
behavior change, and motivate 
action. The firm’s award-winning 
campaigns, which integrate paid, 
earned, shared and owned media, 
have touched the lives of virtually 
every American.

The firm has specialized practices 
in Healthcare, Government, Non-
profits and Causes, and Military 
and Veterans. Clients include the 
Agency for Healthcare Research 
and Quality (AHRQ), Blue Cross 
and Blue Shield of Vermont, Cen-
ters for Disease Control and Pre-
vention (CDC), DAV (Disabled 
American Veterans), Dept. of De-
fense/Military OneSource, EN-
ERGY STAR, Kaiser Permanente, 
OrganDonor.gov, Partnership to 
Fight Cybercrime, Peace Corps, 
Refuah Health, Shriners Hospitals 
for Children, Social Security Ad-
ministration, Substance Abuse and 
Mental Health Services Adminis-
tration (SAMHSA), U.S. Dept. of 
Agriculture (USDA), U.S. Dept. of 
Health and Human Services, Unit-
ed Urology, Veterans Healthcare 
Administration, and The Wallace 
Foundation.

Crosby is a Google Premier Part-
ner, #22 on O’Dwyer’s ranking of 
PR firms and #10 for healthcare 
PR, and a member of the PR Coun-
cil and American Association of 
Advertising Agencies (4As). The 
firm has offices in Maryland’s capi-
tal of Annapolis and in Washington, 
D.C. To see case studies and capa-
bilities, visit crosbymarketing.com.

Coyne PR kicked off its hybrid work approach, “Better 2Gether,” which maximizes  concentrated in-person 
collaboration and a flexible work approach, enabling collaborative brainstorming across teams for clients, the 
opportunity for casual collisions in the workplace, and the best possible service for our clients.
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 EDELMAN
250 Hudson St., 16th Floor
New York, NY 10013
212/768-0550
Fax: 212/704-0117
www.edelman.com

Edelman is a global communica-
tions firm that partners with busi-
nesses and organizations to evolve, 
promote and protect their brands 
and reputations. Our 6,000 peo-
ple in more than 60 offices deliv-
er communications strategies that 
give our clients the confidence to 
lead and act with certainty, earning 
the trust of their stakeholders. Our 
honors include the Cannes Lions 
Grand Prix for PR; Advertising 
Age’s 2019 A-List; the Holmes Re-
port’s 2018 Global Digital Agency 
of the Year; and, five times, Glass-
door’s Best Places to Work. Since 
our founding in 1952, we have re-
mained an independent, family-run 
business. Edelman owns specialty 
companies Edelman Intelligence 
(research) and United Entertain-
ment Group (entertainment, sports, 
lifestyle).

THE EHRHARDT 
GROUP

1100 Poydras Street, Suite 1325
New Orleans, LA 70163

301 Main Street, Suite 2200
Baton Rouge, LA 70801
504/558-0311
info@TEGPR.com
tegpr.com

Marc Ehrhardt, President 
William Kearney, Senior Vice 
President

Sabrina Ventris, Vice President of 
Finance
Dominique Ellis Falcon, Vice 
President of Account Services
Katie Mitchell, Director of Public 
Affairs

Being local and knowing local 
is more important than ever. The 
way to win in the U.S. Gulf South 
is to have a firm that deeply under-
stands talking to the people of the 
Gulf South.

For more than 25 years, The Eh-
rhardt Group has moved people 
to act by crafting messages that 
compel, inspire and educate. Our 
work touches the people and com-
munities most important to our 
clients, colleagues and fellow citi-
zens across Louisiana, Mississippi, 
coastal Alabama and the Florida 
Panhandle. We believe in action 
and acting wisely. Rarely do time 
and fresh air solve problems. Un-
derstanding the challenges and un-
derstanding how to engage with the 
people of the Gulf South at the right 
time and with the right message do. 
Since 1996, we have successfully 
advised Fortune 500 corporations, 
local and regional institutions and 
public entities in the critical areas 
of issues management, media rela-
tions, reputation management, cri-
sis communications, social media 
and public affairs. 

EVOKE

300 Vesey St.
New York, NY 10282
646/561-4001
business@evokegroup.com
www.evokegroup.com

Other offices: Philadelphia, 

Princeton, San Francisco, Los 
Angeles, Chicago, Dublin, London

Reid Connolly, CEO & Founder
Heather Torak, Chief Operating 
Officer
Eric Daly, Chief Growth Officer
Amar Urhekar, Global President, 
Head of Mktg.
David Kyne, Global President, 
Head of comms.
Will Reese, Chief Innovation 
Officer
Karsten Risch, MD, PhD, MPH, 
Chief Medical Officer
Jamie Avallone, Chief Data Officer
James Tsuyuki, Chief Technology 
Officer
Jen O’Dwyer, President, North 
America
Rachel McCready, Chief Creative 
Officer, North America
Alexis Penty, Chief Strategy 
Officer, North America

Evoke (www.evokegroup.com) 
is a leading marketing, media, and 
communications agency bound by 
a common purpose: Health more 
humanTM. With offices in New 
York, Philadelphia, San Francis-
co, Los Angeles, London, Dublin, 
Princeton, and Chicago, and more 
than 850 employees, Evoke proud-
ly works with 18 of the top 20 phar-
maceutical companies worldwide.

Evoke is a Crain’s Best Places 
to Work and includes the special-
ty agency brands Evoke KYNE, 
focusing on communications and 
PR, and Evoke Navience, focusing 
on market access and payer mar-
keting.

Evoke is part of Huntsworth 
plc (www.huntsworth.com), an 
international healthcare and com-
munications group. Huntsworth’s 
principal areas of focus are market-
ing, medical, and immersive com-

munication services for healthcare 
clients, which are primarily large 
and mid-sized pharmaceutical and 
biotech companies. Clayton, Du-
bilier & Rice acquired Huntsworth 
plc on May 1, 2020.

FAHLGREN 
MORTINE

4030 Easton Station, Suite 300, 
Columbus, OH 43219 
614/383-1500
Fax: 614/383-1501 

info@fahlgrenmortine.com; neil.
mortine@fahlgren.com; 
marty.mcdonald@fahlgren.com; 
aaron.brown@fahlgren.com 
www.fahlgrenmortine.com 

Neil Mortine, Chairman & CEO
Marty McDonald, President
Aaron Brown, Executive Vice 
President

Fahlgren Mortine is an integrated 
communications company helping 
brands engage in ways that are 
precise and meaningful. Locations 
include Columbus (headquarters), 
Cleveland and Dayton, Ohio; Boi-
se, Idaho; Denver, Colo. and New 
York City.  

The agency is a member of the 
global IPREX network. 

Industry expertise includes B2B, 
building products, CPG, economic 
development, energy, healthcare, 
higher education, manufacturing, 
logistics, retail, technology, and 
travel and tourism. 

Fahlgren Mortine helps brands 
get to precisely what matters using 
a powerful combination of data, 
design and creativity. Doing work 
that dares to make a difference and 
remaining accountable for getting 
measurable results is one of the 
many reasons clients choose to stay 
with the company at a tenure 182% 
longer than industry average. 

Fahlgren Mortine regularly earns 
Best Place to Work and Agency of 
the Year honors from various trade 
organizations, as well as indus-
try-specific recognition for cam-
paign excellence. 

TURNER, a travel, tourism and 
active lifestyle public relations 
agency, is a Fahlgren Mortine com-
pany.

Clients include: Avery Denni-
son,  Avuity, Balloon Time, Bath 
& Body Works, Bernzomatic, Bob 
Evans Restaurants, Boise CVB, 
Bradenton Area CVB, Bright Pet 
Nutrition Group, Capital Univer-
sity, Cardinal Health, CIRCOR, 
Columbia Gas, Columbus Part-
nership, Condado Tacos, Crown 
Equipment Corp., Dayton Chil-

  _  Continued on page 68 

Crosby’s leadership team includes (L to R): Anna Zawislanski, EVP, Government Practice Leader; Pam Atkinson, 
EVP, Director of Connection Planning; David Butler, EVP, Multimedia Production; Denise Aube, EVP, Healthcare 
Practice Leader; Raymond Crosby, President & CEO; Amy Hitt, EVP, Director of Operations; Suresh John, EVP, 
Digital Strategy & Analytics; and Rob Schnapp, Executive Creative Director.
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dren’s Hospital, Destination Pan-
ama City, DHL Supply Chain, 
Discover Dominica Authority, 
Donate Life Ohio, Dunkin’, Em-
erson, Experience Columbus, 
Fresenius Kabi, Goodyear Tire & 
Rubber Co., Greenbrier County 
CVB, JobsOhio, The J.M. Smuck-
er Co., The J.R. Simplot Co., Kent 
State University, The Kroger Co., 
Leatherman Tool Group, Lubrizol 
Advanced Materials, Midmark 
Corp., Monterey County CVB, 
Myrtle Beach Chamber of Com-
merce/CVB, National Veterans 
Memorial and Museum, Niagara 
USA, North Dakota Tourism, Ohio 
Lottery Commission, Ohio Manu-
facturers’ Assn., Parker Hannifin, 
Parkinson’s Foundation, Plasko-
lite, Savannah College of Art and 
Design, Smart Columbus, Sono-
ma County Tourism, Swisslog, T. 
Marzetti Co., Travel Nevada, Uni-
versity at Buffalo, Value City Fur-
niture / American Signature Inc., 
Vertiv, Worthington Industries, and 
Wright-Patt Credit Union

FEINTUCH  
COMMUNICATIONS
11 East 44th St., Suite 1201
New York, NY 10017
212/808-4901
henry@feintuchpr.com
www.feintuchcommunications.com 
www.PRWorldAlliance.com

Henry Feintuch, President
Doug Wright, Vice President

Feintuch Communications, 
headquartered in New York, is an 
award-winning, boutique b-to-b 
tech PR firm focused on business 
results. We partner with our public 
and privately held clients to help 
implement a world class PR infra-
structure and then work with them 
to achieve their primary business 
objectives—building their brand, 
increasing their thought leader-
ship, generating leads or helping 
position themselves for a capital 
event (fundraising round, M&A, 
IPO, etc.). 

This is especially critical for 
small and microcap public compa-
nies who may need help in crafting 
compelling messages and which 
are seeking coverage through 
a range of channels from tradi-
tional and social media to other 
digital platforms. This “PR first” 
approach can help these smaller 
public companies to establish a 
stronger brand identity and reputa-
tion which is critical for attracting 

new investors and customers.
Though we’re experienced in 

most corporate and b-to-b mar-
kets, we are particularly strong in 
a few major verticals including ad 
and marketing tech, energy and 
clean tech, financial services and 
fintech, security and e-commerce, 
manufacturing tech, telecom/wire-
less/ioT and SaaS, audio-visual, 
retail tech, real estate and prop-
tech and consumer electronics. We 
also have extra affinity for helping 
start-ups with their critical market-
ing needs; and international com-
panies seeking to enter the U.S. 
market.

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

Peter Finn, Noah Finn, Dena 
Merriam, Alicia Young, Dan 
Pooley, Howard Solomon, Mark 
Singer, Scott Widmeyer, Philippa 
Polskin, Founding Managing 
Partners
Gil Bashe, Managing Partner, 
Chair Global Health & Purpose
Marty Ettlemyer, CFO
 

When Peter Finn founded FINN 
Partners a decade ago, his vision 
was to build a world-class, best-
place-to-work agency with a heart 
and conscience, that any major 

client around the world would be 
proud to have as a partner. 10 years 
later, in the wake of a global pan-
demic, racial strife and business 
tumult, Peter’s original vision has 
not only been realized; it has accel-
erated. Thanks to the agency’s val-
ues-driven culture, category-lead-
ing expertise, and independent 
model, FINN has achieved record 
growth and global powerhouse 
status—with revenues up 49% and 
fees hitting $162.2M in 2021, and 
expectations to exceed $200MM 
in fees this year.

FINN’s values-centric culture 
has been rocket fuel for the agen-
cy’s growth: serving as a magnet 
for clients in need of trusted coun-
sel, employees in search of upward 
career mobility and meaning, and 
a haven for entrepreneurs eager to 
tap into the agency’s financial sta-
bility and global scale.

High growth practice areas in-
cluded technology, health, con-
sumer, travel, purpose/CSR, fi-
nancial services, and integrated 
marketing, and the firm expanded 
significantly in key regions such as 
the Southeast, Midwest, West and 
Hawaii.

With more than 1,200 profes-
sionals in the Americas, Europe 
and Asia, the agency acts as ONE 
FINN, united by a shared vision, 
unwavering values, and a relent-
less commitment to driving posi-
tive change.

FOREFRONT 
COMMUNICATIONS

381 Park Ave. South, Suite 718
New York, NY 10016
212/320-8981
info@forefrontcomms.com
www.forefrontcomms.com

Mark Dowd, Managing Partner
Eric Soderberg, Managing Partner
Jed Hamilton, Head of Client 
Service
Michael Kingsley, Head of Media 
Relations
Amanda Perrucci, Head of Digital
Sam Belden, Head of Content

Forefront Communications is a 
specialized marketing and commu-
nications firm focused on the insti-
tutional fintech sector. We provide 
media relations, content, digital 
marketing, branding and messag-
ing services that propel our clients 
to the forefront.

Clients include: Broadridge, 
Hidden Road Partners, OpenFin, 
Talos, Toronto Stock Exchange 
and Two Sigma

FRANCO
1000 Renaissance Center Drive, 
Suite 1000
Detroit MI 48243
313/567-2300

Dan Ponder, Chairman
Tina Kozak, CEO
Tina Sullivan, President & COO 
Nikki Litte, Senior Vice President 

As an integrated communica-
tions agency, Franco’s programs 
are comprised of a variety of paid, 
earned, shared and owned services. 
Our capabilities include media and 
influencer relations, community 
relations, brand development, cri-
sis and reputation management, 
marketing, digital marketing, event 
management, creative and video 
development, social media and 
digital and traditional advertising. 
Our team thrives on the principles 
of traditional public relations while 
embracing the combination of da-
ta-driven, people-powered integrat-
ed communications. We skillfully 
combine analytics and insights with 
relationships and instinct to build 
multi-faceted B2B and B2C inte-
grated communications programs 
that define leaders, innovators and 
influencers in Detroit and around 
the world. No matter the size of 
our clients’ communications and 
marketing programs, we make rec-
ommendations on how to leverage 
opportunities across paid, earned, 
shared and owned platforms for an 
integrated program that aligns with 
each organization’s unique goals.

FEINTUCH COMMS.
_ Continued from page 67

Celebrating their 2021 PRSA Silver Anvil Win are Deirdre McFarland, SVP 
Marketing, NCSolutions together with Henry Feintuch and Doug Wright of 
Feintuch Communications.
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FRENCH | WEST | 
VAUGHAN

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

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

French/West/Vaughan (FWV) 
is the Southeast’s leading public 
relations, public affairs, advertis-
ing and digital media agency, a 
distinction it has held since 2001. 
Headquartered in Raleigh, N.C., 
and founded in April 1997, FWV 
has received 25 National Agency 
of the Year honors over the past 
quarter century.

FWV is the parent company 
of fashion and lifestyle PR firm 
AMP3 (New York City); mobility 
and transportation-focused agency 
The Millerschin Group (Great-
er Detroit); pet and animal health 
practice FWV Fetching; outdoor, 
ski, fashion, technology and con-
sumer brand marketing agency 
CGPR (Greater Boston) and fea-
ture film development imprint Prix 
Productions. FWV employs more 
than 130 public relations, public 

affairs, social media, advertising 
and digital marketing experts be-
tween its Raleigh, N.C., headquar-
ters and offices around the country.

In addition to its National Agen-
cy of the Year honors, FWV has 

amassed more than 1,500 PR, 
advertising and digital market-
ing awards on behalf of its blue-
chip client roster, making it the 
most-decorated agency in the his-
tory of the Southeastern U.S. 

G&S BUSINESS 
COMMUNICATIONS

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

Locations: New York, Chicago, 
Raleigh, and Basel, Switzerland

Steve Halsey, Chief Growth Officer 
shalsey@gscommunications.com
Luke Lambert, President and CEO

We are more than a public re-
lations firm, digital agency or 
creative shop. We are a fully inte-
grated team of media strategists, 
storytellers, engagement experts 
and analysts who are true partners 
in moving your business forward.

At G&S, we live and breathe 
our mission to inspire people to 
take action, resulting in business 
growth for our clients. That’s why 
we choose to work with companies 
who are making a difference, every 
single day. We immerse ourselves 
in a handful of industry sectors 
to help clients better navigate the 
realities brands face today.  This 
includes work in: advanced manu-
facturing and energy; agribusiness; 
financial and professional services; 

healthcare; and, home and build-
ing. 

Contact us at www.gscommuni-
cations.com to learn how we help 
innovative companies change the 
world.

THE HOFFMAN 
AGENCY

325 South 1st St., 3rd Floor
San Jose, CA 95113
408/286-2611
Fax: 408/286-0133
lhoffman@hoffman.com
www.hoffman.com
 
Lou Hoffman, CEO
Caroline Hsu, Global Technology 
Officer (APAC contact)
Kymra Knuth, EVP, North America
Steve Jursa, EVP, North America
Gerard LaFond, Chief Digital 
Officer
Mark Pinsent, Managing Director, 
Europe
Lydia Lau, CFO / EVP of Global 
Operations
 

Defining communications broad-
ly to include thought leadership, 
digital marketing, and paid content 
as well as traditional PR, The Hoff-
man Agency knows how to differ-
entiate brands and drive sales. With 
a heritage in the technology sector, 
the firm’s work today cuts across a 
range of industries. 

While campaigns vary by client 
and industry, all share one theme: 
the creation of content that reflects 
the tenets of storytelling. This 

  _  Continued on page 70 

The Hoffman Agency’s global leadership team descended on Silicon Valley with the objective of accentuating 
their superpower, collaboration.

Franco, a Detroit-based integrated communications agency, was founded 
in 1964 and has evolved to remain at the forefront of a changing indus-
try. Franco builds strategic integrated communications programs for B2B 
and B2C clients in a variety of industries with a local, national and global 
reach.
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THE HOFFMAN AGENCY
_ Continued from page 69

means developing narratives that 
prompt journalists to write and 
target audiences to read—a far cry 
from the “corporate speak” that 
satisfies internal stakeholders. The 
firm applies this same mentality to 
its talent acquisition and marketing 
services. 

 For clients with global needs, 
the company operates in Asia 
Pacific, Europe and the United 
States. Unlike traditional agencies 
handicapped by their silo structure, 
The Hoffman Agency embraces a 
collaborative approach to imple-
menting multi-country campaigns 
(don’t worship individual office 
P/L). This leverage of content and 
thinking across geographies ulti-
mately generates better results.

Sample Clients: Alation, Alter-
yx, ASML, Axis Communications, 
Baidu, City of Fremont, Graph-
core, Lam Research, Lightship RV, 
Moloco, NextFlex, Nokia, Nuta-
nix, Oracle, Rambus, Skyworks, 
Synopsys, Trellix, SuperMicro, 
Tealium, TSMC, Twitter, Twitch, 
Visa, XCharge Energy and Zoom.

HOTWIRE

222 Kearny St., #400
San Francisco, CA 94108
415/840-2790
hello@hotwireglobal.com
hotwireglobal.com
@hotwireglobal
 
225 S. 6th Street, Suite 3900
Minneapolis, MN 55402
 
Heather Kernahan, Global CEO
Adrian Talbot, Chief Fin’l Officer
Heather Craft, CEO, North 
America 
Jeremy Lucas, CEO, UK
Laura Macdonald, Chief Growth 
Officer
Stephanie Pastorelli, Global Head 
of People & Culture 
Ute Hildebrandt, Managing 
Director, Continental Europe
 

Hotwire is a global tech commu-
nications consultancy that helps 
businesses better engage and con-
nect with their customers. From 
Sydney to San Francisco, we op-
erate with a borderless mind-set 
across 15 locations including the 
UK, US, France, Germany, Spain, 
Italy and Australia, together with a 
partner network spanning 29 cities 
around the world.

HUNTER 
One World Trade Center
Floor 68 

New York, NY 10007 
Hunterpr.com 
Instagram.com/hunterprny/?hl=en 
LinkedIn.com/company/hunterny 
Twitter.com/HunterPR 
Facebook.com/HunterPR

The Lot at Formosa 
1041 N. Formosa Avenue
FWB STE 500 
West Hollywood, CA 90046 
 
25 Charterhouse Square 
London EC1M GAE 
 
Contact: Samara Farber Mormar, 
Chief Marketing Officer 
smormar@hunterpr.com 

 
HUNTER is an award-winning 

consumer marketing communica-
tions firm ranked as a “Best Place 
to Work” and “Consumer Agency 
of the Year” with offices in New 
York, Los Angeles and London 
and partnerships that extend our 
reach globally. Beginning with 
research-driven insights, HUNT-
ER executes strategic, integrated 
programs that build brand equity, 
increase engagement, and drive 
measurable business results. Our 
250 person firm employs a pow-
erful blend of marketing solu-
tions including strategic planning, 
earned media relations, social and 
digital media, talent and influencer 
engagement, experiential market-
ing, multicultural outreach, and 
content creation and distribution 
across all platforms and chan-
nels to earn attention. We create, 

place, share and amplify brand 
narratives for some of the world’s 
best known and most beloved 
companies.   

Founded in 1989 with a spe-
cialization in food and nutrition, 
HUNTER has expanded organi-
cally into adjacent categories and 
as our clients moved on to new 
sectors and took us with them. 
Leading practice areas now in-
clude Food, Wine and Spirits, Re-
tail, E-Commerce, Tech, Fashion, 
Health + Wellness, Beauty + Per-
sonal Care, Home + Lifestyle and 
Travel. Our motto is “we earn it,” 
and at HUNTER we focus on do-
ing so in three key areas: earning 
consumer attention, earning client 
relationships, and earning staff 
dedication. Our creative approach, 
client service-orientation and val-
ues-driven culture has led to one 
of the longest average staff tenures 
in the business and some of the 
most enduring client relationships 
including TABASCO® Pepper 
Sauce, our first client 34 years ago 
and still a client today. 

ICR
685 Third Ave., 2nd Flr.
New York, NY 10017
646/277-1200
tom.ryan@icrinc.com
www.icrinc.com
Twitter: @ICRPR
LinkedIn.com/company/164280

761 Main Ave., Norwalk, CT 06851 
Boston:

Riverview II, 245 First St., 18th Flr., 
Cambridge, MA 02142

2800 Quarry Lake Dr., #380, 
Baltimore, MD 21209
443/213-0500

150 Spear St., #825, San 
Francisco, CA 94105

12520 High Bluff Dr., #265, San 
Diego, CA 92130
858/356-5920

Unit 805, Tower 1, Prosper Center, 
No.5 Guanghua Road Chao Yang 
District, Beijing 100020, PR CHINA

Thomas Ryan, CEO (tom.ryan@
icrinc.com)
Don Duffy, President (don.duffy@
icrinc.com)

Established in 1998, ICR partners 
with companies to execute strategic 
communications and advisory pro-
grams that achieve business goals, 
build awareness and credibility, 
and enhance long-term enterprise 
value. The firm’s highly-differen-
tiated service model, which pairs 
capital markets veterans with se-
nior communications profession-
als, brings deep sector knowledge 
and relationships to approximately 
1000 clients across more than 20 
industry groups. ICR’s healthcare 
practice operates under the West-
wicke brand. Today, ICR is one of 
the largest and most experienced 
independent communications and 
advisory firms in North America, 
maintaining offices in New York, 

We are never complacent and in constant pursuit of opportunities that take us out of our comfort zone. We stay 
on the hunt for new ways to WOW our clients, grow as individuals, and evolve the agency. 
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Norwalk, Boston, Baltimore and 
Beijing. ICR also advises on capital 
markets transactions through ICR 
Capital, LLC.

Clients include: Abbott Labora-
tories, Asana, Beyond Meat, Big-
Commerce Holdings, Boot Barn, 
Capri Holdings, Chunghwa Tele-
com Co. Ltd., Colgate-Palmolive, 
Darden Restaurants, Dynatrace, 
Energy Vault, Enfusion, Freshpet, 
Harman, Intel/Mobileye, Jack-in-
the-Box, Jamieson Laboratories 
Ltd., Killer Burger, Kymera Ther-
apeutics, Leslie’s Poolmart, lulu-
lemon athletica, MongoDB, Inc., 
New York City REIT, Paramount 
Group, Inc., Planet Fitness, Regis 
Corp, Roots, SAB Biotherapeutics, 
Shake Shack, Sonos, Inc., Sprin-
klr, Starwood Property Trust, TAG 
Holdings, Tencent Music Entertain-
ment Group, Waitr, Warby Parker, 
Workiva, Zoom and ZoomInfo

IMRE
210 W. Pennsylvania Ave, Floor 7
Towson, MD 21204
 
Dave Imre, Executive Chairman
Anna Kotis, President
Brian Simmons, Chief Growth 
Officer
Patrick Sullivan, Chief Creative 
Officer
Anne Denford, Chief People 
Officer
 

Imre works with many of the 
world’s leading and high growth 
brands. Driven by innovation, the 
agency’s integrated suite of mar-
keting communications services 
include brand strategy, creative, 
digital, social, omnichannel mar-
keting, modern earned, production, 
and media, data & analytics. 

In 2023, the firm will continue 
to focus on disrupting the conven-
tions of life sciences marketing, 
fueled by the fresh perspective 
shared by its culturally-connect-
ed creators across the agency’s 
consumer marketing team. This 
intentional approach continues to 
lead to more fully-integrated AOR 
assignments, and transforming the 
agency into a talent magnet.

Imre partners with a diversified 
and growing portfolio of brands 
across pharmaceutical, biotech, au-
tomotive, sports and retail, among 
other categories. The agency main-
tains offices in New York, Balti-
more and Philadelphia in addition 

to a growing group of employees 
who work from anywhere. Imre is 
an LGBTQ-founded company.

INFINITE GLOBAL
21 W 38th Street
16th Floor
New York, NY 10018
917/602-0545
www.infiniteglobal.com
www.linkedin.com/company/
infiniteglobal/
twitter.com/igc_us

Additional offices: San Francisco, 
Los Angeles, Chicago,Washington, 
D.C. and London

Jamie Diaferia, Founder & CEO
Zach Olsen, President
Isabel Podda, COO

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 in-
dividuals, providing counsel and 
tactical support to mitigate risk and 
protect reputations when it matters 
most. We have broad sector expe-
rience managing our clients’ repu-
tational risk, often involving active 
litigation, regulatory and politi-
cal pressure, media attention and 
heightened public scrutiny. Infinite 
has an established data breach re-
sponse practice that helps clients 
across a range of industries—in-

cluding financial and legal ser-
vices, 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.

INSPIRE PR GROUP
6120 S. Sunbury Rd.
Columbus, OH 43081
www.inspireprgroup.com
 
Hinda Mitchell, President
Hana Bieliauskas, Vice President
Diane Hurd, Vice President

Inspire PR Group is nationally 
recognized as a trusted communi-
cations partner to valued brands. 
As a full-service national firm inte-
grating public relations, marketing 
and digital expertise, we help our 
clients see and navigate the bigger 
picture, not just the tactical win.

Our success is based on earning 
client trust, asking tough ques-
tions, creating tailored solutions 
and telling engaging stories. This 
is how we produce inspiring re-
sults.

At Inspire, we strongly believe 
that relationships feed results. 
Committed relationships lead to 
candid dialogue and help inform 
the best strategies. When we are 
a trusted partner in the process, 
more than just implementers of 

prescribed ideals, we find that we 
can collectively heighten expecta-
tions —and then exceed them.

Many of Inspire’s clients have 
maintained their relationship with 
us for more than five, 10 and even 
20 years.

We’re drawn to companies, 
organizations and brands with 
well-defined values, a clear sense 
of purpose and commitments to 
social, environmental and commu-
nity impact.

Inspire has deep knowledge of 
industry issues in the following 
areas, which allows us to move 
quickly on urgent issues while also 
navigating the nuances specific to 
the industry: Food & Agriculture, 
Corporate, Education (K-12 and 
Higher Ed), Trade & Member As-
sociations, Sustainability & Ener-
gy, Nonprofit, Restaurants, Tour-
ism & Hospitality, Development 
& Construction and Pet Care. 

JPA HEALTH
1101 Connecticut Ave., NW
Suite 600
Washington, DC 20036
202/591-4000; fax: 202/591-4020
carrie@jpa.com
www.jpa.com
Twitter: @JPAHealthComm
LinkedIn: @
JPAHealthCommunications
Facebook: @JPAHealth

Offices in Washington D.C., New 
York, Boston, London.

  _  Continued on page 72 

Landis Communications is a two-time Gold Quill IABC Award winner, a PRSA Silver Anvil national award win-
ner and has been named a top U.S. Social Media, Reputation Management and Media Relations Agency by 
TopPRAgencies.com.

The July issue of O’Dwyer’s will 
profile Travel & Tourism PR firms. 

If you would like to be profiled, 
contact Editor Steve Barnes at 

646/843-2089 or 
steve@odwyerpr.com
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JPA HEALTH
_ Continued from page 71

Carrie Jones, CEO
Chris Sousa, CFO
Diane Wass, Managing Director, 
London
Linda Davis, Senior Director, 
Human Resources
Ken Deutsch, Head of Research 
& Insights
Adam Pawluk, CCO

JPA Health is a full-service, inte-
grated marketing communications 
agency that is headquartered in 
Washington, D.C., with offices in 
New York, Boston and London. We 
work exclusively in the health sec-
tor with a team that is laser focused 
on helping people live healthier 
lives. Our passion can be summed 
up in one word: Connect’ability, a 
term that JPA coined to reflect how 
we “bring it together” for our cli-
ents. Over the course of 2022, JPA 
Health continued its growth tra-
jectory from years past, achieving 
39% revenue growth, 33% client 
growth and 13% staff growth, com-
pared to the previous year.

Clients include: American Asso-
ciation of Clinical Endocrinology, 
American College of Obstetricians 
& Gynecologists, American Kid-
ney Fund, Applied Therapeutics, 
Arvinas, AstraZeneca, Ascendis, 
BlueWind Medical, Community 
Catalyst, Geisinger Medical Cen-
ter, Glaukos, GSK, IDEXX, Ig-
Genix, Intuitive, Kroger Health, 
Leadiant Biosciences, Lilly, 
LUNGevity, Medicines360, Mer-
ck, Milestone, National Institute 
of Health (NIH), Nobelpharma, 
Rhythm Pharmaceuticals, Sage 
Therapeutics, Sanofi, Takeda, The 
Centers for Disease Control and 
Prevention (CDC), The Physicians 
Foundation, The Substance Abuse 
and Mental Health Services Ad-
ministration (SAMHSA) and Vi-
brant Gastro

LANDIS  
COMMUNICATIONS 

INC.
2032 Scott St.
San Francisco, CA 94115
415/561-0888
info@landispr.com
www.landispr.com

Sean Dowdall, President
Brianne Miller, Business 
Development Manager

Named America’s #1 PR Agen-
cy (Small Firm) (Ragan’s), the #1 
Healthcare PR Agency in America 
(Ragan’s) and the firm PRSA San 

Francisco named “Agency of the 
Year,” San Francisco-based Landis 
Communications Inc. (LANDIS) 
is celebrating 33 years in business. 
LANDIS also is a two-time Gold 
Quill IABC Award winner, a PRSA 
Silver Anvil national award win-
ner and has been named a top U.S. 
Social Media, Reputation Manage-
ment and Media Relations Agency 
by TopPRAgencies.com.

LANDIS is an integrated pub-
lic relations, digital/social media 
and marketing communications 
agency with clients in health care, 
technology, sustainability / envi-
ronmental science and consum-
er goods and services. LANDIS’ 
services include: public relations, 
marketing, content marketing, so-
cial media, digital marketing, ad-
vertising, email marketing, video 
production, crisis communications, 
media and presentation training 
and more. Clients include AEye, 
Amgen, Centre for Neuro Skills, 
Lucile Packard Children’s Founda-
tion for Children’s Health, UCSF, 
Global Alzheimer’s Platform 
Foundation, Save the Redwoods 
League, Peninsula Open Space 
Trust, Sonoma Land Trust, Togeth-
er Bay Area, Federated Indians of 
Graton Rancheria, Graton Casino 
Resort, Align Surgical Associates 
and more.

LANDIS is a certified member of 
the National Gay & Lesbian Cham-
ber of Commerce, is an official 
Corporate Diversity Supplier and 
is certified as a Small Business En-
terprise by the City of San Francis-
co. LANDIS is the San Francisco 
member agency of the Public Re-
lations Global Network, with 50+ 
affiliate agencies worldwide.

LAUNCHSQUAD
373 Park Ave South, 4th Floor, 
New York, NY 10016
212/564-3665
squad@launchsquad.com
www.launchsquad.com

Jason Mandell, Partner
Jesse Odell, Partner
Brett Weiner, Partner
Meghan Cavanaugh, SVP, 
Content Practice Lead
Lisa Picasso, SVP, Consumer 
Practice Lead
Jen Holmes, SVP, Enterprise + 
Deep Tech Practice Lead 
Gavin Skillman, SVP, Enterprise 
Practice Lead 
Matt Calderone, SVP, Climate 
Practice Lead
Rachel Shepheard, SVP
Amy Arthur, SVP, Finance
Mike Schroeder, SVP, New Clients

LaunchSquad is an award-win-
ning public relations and creative 
communications agency. Founded 

in 2000, we are a diverse team of 
storytellers, writers, artists, strate-
gists, and analysts. We partner with 
companies to create handcrafted 
programs tailored to their needs 
and designed for lasting impact. 
We are proud to promote compa-
nies who are shaking up or estab-
lishing brand new industries, from 
healthcare and energy to AI, retail, 
cybersecurity, biotech and life sci-
ences.

Storytelling is at the center of 
the work we do. Our team partners 
with clients to elevate their stories 
and spread them in ways that de-
mand attention, build lasting en-
gagement, solve perception chal-
lenges and create dynamic market 
leaders.

Our capabilities include expert 
media relations and traditional PR 
programs, content strategy and 
development, video and design 
concepts and production, social 
media, live or virtual experiences, 
crisis communications and influ-
encer/paid media programs. We are 
committed to constantly measur-
ing, analyzing and optimizing our 
campaigns, switching gears on a 
dime and ensuring every campaign 
is delivering the highest possible 
impact and results.

Clients include: Anyscale, Arca-
dia, Bicycle Health, Climeworks, 
Cohere, Divert, Equip, General 
Catalyst, Goodwill, ICF, iHeart-
Media, Uber, Netflix, On Running 
and more.

LAVOIEHEALTH-
SCIENCE

20 Park Plaza, Suite 312, Boston, 
MA 02116 
617/374-8800 
hello@lavoiehealthscience.com 
lavoiehealthscience.com

Donna L. LaVoie, President & 
CEO
James Heins, SVP & Managing 
Director
Ella Deych, SVP, Finance & COO
Lisa DeScenza, Head of New 
Business 

Founded in 2001, LaVoieHealth-
Science advances health and sci-
ence innovations through our part-
nerships with global medical and 
health companies and brands to 
build recognition and value, attract 
capital, and reach business part-
ners, medical audiences, custom-
ers, and talent through integrated 
communications and marketing. 
We transform health and science 
innovations through public rela-
tions, investor relations and cor-
porate communications, as well as 
marketing, and digital services. We 

are recognized as a strategic com-
munications agency for moving 
the needle, bringing solid, creative 
solutions, and decades of special-
ized experience to our clients. We 
are ranked among the Top 30 in-
dependent healthcare communica-
tions agencies in the United States 
according to O’Dwyer’s 2023 pub-
lic relations firm rankings. We are 
an award-winning agency having 
won over 60 public relations and 
investor relations awards and are 
a member of the Inc. 5000’s fast-
est-growing private companies 
Hall of Fame. We are certified in 
healthcare communications com-
pliance and serve commercial and 
pre-commercial clients both do-
mestically and globally. Through 
our alliance with Omnicom Pub-
lic Relations Group, we bring 
our global clients a broader set of 
health and science teams offering 
over 2,000 health experts world-
wide. We are committed to serving 
health and science clients offering 
broad domain experience in ani-
mal science, autoimmune diseas-
es, CAR-T, cell and gene therapy, 
generational AI, diagnostics, CNS, 
CRISPR, immuno-oncology, lyso-
somal diseases, medtech, medical 
devices, neurodegeneration, on-
cology, ophthalmology, precision 
medicines, rare diseases, regener-
ative medicine, and more. We’ve 
earned our clients’ trust with 21 
years in our sector and have de-
veloped over 450 communications 
plans. 

LAWLOR MEDIA 
GROUP

434 West 33rd Street
New York, NY 10001
212/967-6900
norah@lawlormediagroup.com
www.lawlormediagroup.com

Norah Lawlor, Principal & CEO

Lawlor Media Group is a 
full-service, luxury lifestyle Public 
Relations and Marketing Agency 
with over 20 years experience in 
successfully meeting the needs of 
clients in diverse arenas including 
Beauty Health & Wellness, Charity 
Philanthropy & Not-for-Profit, En-
tertainment and the Arts, Technol-
ogy, Fashion, FMCG, Commercial 
and Residential Real Estate de-
velopment, Travel hospitality and 
night life.

Lawlor Media Group’s expertise 
covers the entire spectrum of stra-
tegic Public Relations and market-
ing development—from branding, 
marketing, buzz building, crisis 
management, investor relations 
through political communications.
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LOU HAMMOND 
GROUP

900 Third Avenue
New York, NY 10022
212/308-8880
lhg@louhammond.com
www.louhammond.com

Lou Rena Hammond, Founder
Stephen Hammond, CEO

Lou Hammond Group (LHG) is 
an award-winning firm specializing 
in the key industries of travel, eco-
nomic development, destinations, 
culinary/spirits, real estate, life-
style, and technology. With offices 
in New York, Atlanta, Charleston, 
Denver, Houston, Miami, Savan-
nah, and Tampa, the agency has 45 
employees offering brand develop-
ment, public relations, digital strat-
egy, social media management and 
analysis, creative programming, 
and marketing strategy.

For nearly 40 years, LHG has 
been an industry leader providing 
superior, results-driven services to 
clients globally. Founded by indus-
try trailblazer Lou Hammond, the 
agency takes pride in remaining 
fiercely independent and departing 
from business-as-usual. LHG con-
tinues to grow with an emphasis on 
digital, social, design, advertising 
and branding in an ever-evolving 
media landscape. With quality and 
trust as guiding principles, LHG 
has developed a proven yet agile 
and strategic approach earning it 
recognition as one of the nation’s 
most award-winning marketing 
and communications firms.

MATTER
197 Portland St., 3rd Flr.
Boston, MA 02114
978/499-9250
info@matternow.com
https://www.matternow.com/

Scott Signore, CEO & Principal
Mandy Mladenoff, President\.

Matter is a Brand Elevation 
Agency that integrates PR, mar-
keting and creative services into 
content-rich campaigns that inspire 
action and build value. Founded 
in 2003, with offices throughout 
North America and 250+ employ-
ees, Matter works with the world’s 
most innovative companies across 
high-technology, healthcare, con-
sumer technology, professional 
services and consumer markets.

We are experts in storytelling. 
That means we’re laser-focused on 
getting a client’s message out and 
heard by the right audiences, in the 
right places. Our strategic com-
munications programs maximize 
earned, owned, shared and paid 
media to tell—and show—credible 
brand stories.

We have in-house, award-win-
ning video and podcast production 
capabilities as well as graphic de-
sign and web development ser-
vices for projects big and small. 
Our creative, video and data-driv-
en marketing teams work hand-in-
hand with the PR teams to create 
high-performance assets that am-
plify brand stories, increase reach 
and drive ROI. 

We understand how a campaign 

can be brought to life across mul-
tiple platforms and mediums, and 
the interplay between the mix—el-
evating any brand.

Clients include: Aetna, Bangor 
Savings Bank, Beyond Identity, 
Blue Cross Blue Shield of Rhode 
Island, Blue Yonder, Catalyst 
Health Group, Cisco Systems, Inc., 
CSG, CVS Health, CVS Pharmacy, 
Debiopharm, Evenflo, Everbridge, 
FloQast, Food Lion, Hitachi, Ltd., 
KPMG, Magnit, Mimecast, MIT 
Sloan Executive Education, Om-
nicare, Pluralsight, Quantum, RSM 
US LLP, SailPoint, SANS Institute, 
Sappi NA, symplr, Tricentis and 
Vicarious Surgical

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

Matt Kucharski, President

Padilla is a full-service agency 
that transforms brands and orga-
nizations through strategically 
creative communications. Our 
work across deep areas of sector 
expertise in agriculture and envi-
ronmental sciences, food, beverage 
and nutrition, health, technology 
and financial services, is consis-
tently recognized by industry part-
ners such as the 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 
(performance communications), 
FoodMinds (food and nutrition 
affairs) and Joe Smith (brand strat-
egy). As an AVENIR GLOBAL 
company and a founding member 
of the Worldcom Public Relations 
Group, the agency provides ser-
vices to clients through 155 offices 
worldwide. Transform with pur-
pose at PadillaCo.com.

PAN 
COMMUNICATIONS 

INC. 
255 State St., 8th Flr.
Boston, MA 02109
617/502-4300
info@pancomm.com www.
pancommunications.com 

Digital Storytelling—Connected 
Content—Results that Matter! 
 
Philip A. Nardone, President & 
CEO
Mark Nardone, Chief Marketing 
Officer

Elizabeth Famiglietti, Chief 
People and Culture Officer
Darlene Doyle, Chief Client Officer
Megan Kessler, Chief of 
Integrated Marketing & Strategy
Gary Torpey, Chief Financial 
Officer
Dan Martin, EVP, Healthcare
Juliana Allen, EVP
Gareth Thomas, Managing 
Director

PAN Communications is a lead-
ing integrated marketing and PR 
agency servicing B2B tech and 
healthcare brands. With 25+ years 
of experience, PAN helps compa-
nies transform ideas into captivat-
ing stories that align to mid- and 
late-stage growth strategies through 
the firm’s NXT Stage approach. 
Recognized as an Agency of the 
Year and Best Mid-sized Agency to 
Work For, PAN has office locations 
in Boston, San Francisco, New 
York, Orlando, and London, as 
well as a growing virtual commu-
nity. The agency is positioned to 
help brands emerge in new markets 
and scale globally, with experience 
driving integrated strategy across 
a variety of brands like Absolute 
Software, athenahealth, NTT Data, 
Qualtrics, Radial, and Veeam. PAN 
strives to help today’s marketers 
by integrating a combination of 
services to better engage with tar-
get audiences, drive revenue, and 
move markets. 

Clients include: Algolia, Am-
docs, Amwell, athenahealth, Auro-
ra Solar, Bitdefender, Booz Allen, 
Boston Consulting Group, Botify, 
Brightside Health, Clarify Health, 
iCIMS, LeanTaaS, Menlo Secu-
rity, NTT Data, Qualtrics, Thales, 
Toshiba/Americas, UPS Capital 
and Veeam.

PROSEK  
PARTNERS

105 Madison Ave., 7th Flr.
New York, NY 10016
212/279-3115
Fax: 212/279-3117
jprosek@prosek.com
www.prosek.com

Jennifer Prosek, Mark Kollar, 
Russell Sherman, Andy Merrill, 
Mickey Mandelbaum, Caroline 
Gibson, Karen Niovitch Davis, 
Mike Geller, Neil Goklani, Brian 
Schaffer, Nadia Damouni, 
Partners

Prosek Partners builds—and pro-
tects—the top brands in business. 
We are a certified Woman-Owned 
Business and among the largest in-
dependent, integrated communica-
tions and marketing firms globally.

  _  Continued on page 74 

CEO of Matter, Scott Signore.



Profiles of Top Ranked PR Firms

74 MAY 2023    |     WWW.ODWYERPR.COM    |     ADVERTISING SECTION

PROSEK PARTNERS
_ Continued from page 73

Specializing in providing a full 
range of communications solu-
tions to financial and profession-
al services companies, Prosek 
delivers business impact through 
an unexpected level of passion, 
creativity and marketing savvy. 
Services include media relations, 
thought leadership, social and dig-
ital media, public affairs, investor 
relations, financial communica-
tions, transaction services, crisis 
communications and issues man-
agement, content creation, confer-
ence support, publishing, media 
training and more.

Prosek’s strategic branding 
and integrated marketing arm—
Prophecy by Prosek—offers 
brand strategy, award-winning 
design, digital and advertising ca-
pabilities.

Prosek has been named PRo-
voke’s “Global and North Amer-
ican Corporate/Financial Agency 
of the Year” and a top-five global 
M&A and shareholder activism 
agency.

Clients include: Bridgewa-
ter, Carlyle Group, Citi, Edward 
Jones, Franklin Templeton, Galla-
gher, General Atlantic, Goldman 
Sachs, Hartford Funds, ICE, Man 
Group, Northwestern Mutual, 
Prudential, Rockefeller and Sky-
Bridge Capital.

PUGH & TILLER PR

1997 Annapolis Exchange 
Parkway
Ste. 300
Annapolis, MD 21401

410/972-4622
info@pughandtillerpr.com
www.pughandtillerpr.com

Other Office Locations:
Sarasota/Bradenton, Florida

Jessica Tiller, Matthew Pugh, 
Partners
Ray Weiss, Senior Counsel

Pugh & Tiller PR helps busi-
nesses and organizations reach, 
engage, and influence the right 
audiences in order to achieve their 
communications and business ob-
jectives.

Staffing accounts with se-
nior-level executives, we have 
developed a lasting reputation 
for getting results by using an 
integrated approach to commu-
nications throughout our 15-year 
history. Our services include me-
dia and influencer relations, social 

media, crisis communications, 
and marketing services—all an-
chored by strategic communica-
tions planning.

We focus on four industries: 
commercial real estate, health-
care, insurance and employee 
benefits, professional services, 
and technology. We also special-
ize in developing and executing 
communications plans to support 
M&A activity as well as helping 
international companies enter into 
and grow in the U.S. market.

Clients include: Alera Group, 
The Arc Baltimore, The Arc 
Maryland, Benefit Advisors Net-
work, Blueprint Software Sys-
tems, dancker, Dream Finders 
Home, FieldBin, Fivestar, Future 
AI, GCG Financial, Infrascale, 
JMT | Architecture, National 
Assn. of Real Estate Brokers, Na-
tional Center for Manufacturing 
Sciences, New Zealand Institute 
of Environmental Science and 
Research, Patient First, RailField 
Partners, Shawe Rosenthal, STR-
mix, Ltd. and The Traffic Group

RACEPOINT 
GLOBAL, INC.

46 Waltham Street, 3rd Floor
Boston, MA 02118
617/624-3200
www.racepointglobal.com
sforman@racepointglobal.com
 
Larry Weber, Founder and 
Chairman
Bob Osmond, President
Phil Chadwick, Chief Financial 
Officer
Carolyn Regan, Chief People 
Officer
Laura Smith, Executive Vice 
President, Account Services
Ben Haber, Executive Vice 
President, Account Services

 The communications landscape 
is in constant flux, rife with chal-
lenges—and opportunities—for 
brands. Racepoint Global (RPG) 
is an independent integrated com-
munications agency that helps 
tech-forward clients succeed by 
shaping and leading the conversa-
tions that matter.

RPG crafts customer-centric 
narratives and creates multi-chan-
nel communications strategies 
that influence, engage, and reach 
target audiences in authentic 
ways. For twenty years, RPG’s 
work has established competitive 
differentiation and driven busi-
ness impact. 

RPG delivers a range of ser-
vices, including foundational 
brand development work, earned 
media and traditional PR services, 
content development and events, 
executive visibility and thought 
leadership, and paid media. RPG 
creates award-winning client work 
and is consistently ranked among 
the top technology agencies.

To learn more about how we 
can help you shape conversations 
that matter, visit racepointglobal.
com.

RUDER FINN
425 E 53rd Street
New York, NY 10022
212/593-6400
inquiries@ruderfinn.com
www.ruderfinn.com

Kathy Bloomgarden, Chief 
Executive Officer
Michael Schubert, Chief 
Innovation Officer
Peggy Walsh, Global Chief 
Operating Officer

Ruder Finn is one of the world’s 
largest independent global com-
munications and creative agen-
cies. Founded in 1948, Ruder Finn 

Pugh & Tiller Partners Matthew Pugh and Jessica Tiller.

Read Jennifer Prosek’s article “Culture During Times of Crisis”posted 
on odwyerpr.com. 
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has defined and redefined PR for 
75 years, shaping communications 
that help move industry-defining 
brands, companies and leaders 
from what’s now to what’s next. 
Ruder Finn provides clients with 
bold communications strategies 
based on a global perspective and 
localized market knowledge that 
redefine leadership, reimagine the 
marketplace, and rethink custom-
er experiences around a shared 
sense of purpose. The agency is 
organized around five core areas 
of expertise—Healthcare, Tech-
nology, Commerce, Leadership 
and Workplace—with RF.Studios 
and tech incubator RF.TechLab 
providing cutting-edge predictive 
analytics, breakthrough creative, 
and customer-focused digital en-
gagement. Ruder Finn has offices 
across 3 continents including the 
U.S., Asia and Europe. Whol-
ly owned agencies within Ruder 
Finn Group include: Ruder Finn 
Inc., Osmosis Films, Touchdown, 
Peppercomm, Comunicad, Man-
tis, RLA Collective, jacobstahl, 
RF Bloom, and SPI Group. For 
more information visitwww.rud-
erfinn.com.

SLIDE NINE 
AGENCY

777 Goodale Blvd., Suite 300
Columbus, OH 43212
614/481-7534
lauren.parker@slidenine.com
www.slidenine.com

Lauren Parker, President & CEO
Ann Mulvany, Sr. Partner & COO
Whitney Somerville, Senior 
Partner and CXO

Slide Nine is a 100% wom-
en-owned, integrated marketing/
communications agency. We take 
the friction out of storytelling and 
craft communications that shift 
perception and move people to ac-
tion. With a core focus on brands 
that propel our economy, we have 
deep experience in energy, health-
care, agriculture, technology, 
manufacturing and professional 
services. Headquartered in Co-
lumbus, Ohio, the Slide Nine team 
spans five states and serves clients 
across North America. For more 
information, visit www.slidenine.
com

SPECTRUM 
SCIENCE

2001 Pennsylvania Ave., NW
2nd Floor
Washington, DC 20006
202/955-6222
www.spectrumscience.com
Facebook.com/spectrumscience

Twitter.com/spectrumscience
Instagram.com/spectrumscience
Linkedin.com/company/
spectrumscience

Jonathan Wilson, CEO
Michelle Gross, President
Michelle Strier, Chief Strategy 
Officer
Rob Oquendo, Chief Innovation 
Officer
Justin Rubin, Chief Creative 
Officer
Dan Zaret, Chief Financial Officer
Andrea Sessler, Chief Human 
Resources Officer
Tim Goddard, President, 
Global Health Marketing & 
Communications (GHMC)

Spectrum Science is the only 
full-service, fully integrated, 
science-driven, global market-
ing, communications and media 
agency under a single P&L. This 
independent agency delivers 
across advertising, communica-
tions, brand experience through 
multi-channel marketing, clinical 
trial recruitment, scientific strate-
gy and medical communications, 
at all points in the company and 
product lifecycle.

Spectrum’s team are experts 
in science––focused on strategic 
engagements with its client au-
diences. Fueled by its proprietary 
methodology, the Spectrumtific 
Method, Spectrum leverages hu-
man-centered insights, atomic 
creative, innovative storytelling 
and technology to deliver the 
right solutions for each client’s 
goals and reach their audiences 
where they are with the content 
they need and want.

Spectrum’s interwoven model 

integrates specialists across cli-
ent service, strategy, creative and 
innovation to put clients at the 
center. Every engagement begins 
with a proprietary, insights-driv-
en process steeped in data, sci-
ence and human behavior that 
enables custom-built teams to 
work in lockstep to deliver atomic 
creative and game-changing acti-
vations to achieve each client’s 
goals.

Not limited by geography, Spec-
trum works seamlessly across of-
fices in DC, New York, Chicago 
and London––with global reach 
through Global Health Marketing 
& Communications (GHMC), the 
largest independent health and 
science communications agency 
partnership worldwide.

Seek out Spectrum for high-cal-
iber, high-science communica-
tions and the elusive efficiencies 
of integrated solutions—as Spec-
trum is ready to go Beyond the 
Science Quo for you.

STANTON
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, Matt Conroy, 
Michael Goodwin, Josh 
Greenwald, Scott Lessne, Katrin 
Lieberwirth, Senior VPs

Stanton provides strategic pub-
lic relations and integrated com-

munications to clients across a 
spectrum of industry sectors and 
sizes, from global firms to mid-
size leaders and entrepreneurial 
enterprises.

Clients are attracted toand find 
a home atour firm because we 
deliver a unique blend of smart 
strategy, strong relationships, in-
novative thinking and first-class 
execution that produces busi-
ness-changing results.

With teams in New York and 
California and a global network, 
we support our clients across a 
variety of communications disci-
plines including media relations, 
brand messaging, content devel-
opment and marketing, executive 
visibility, thought leadership, dig-
ital marketing and social media, 
reputation & crisis management, 
and creative and design services. 
Our deep understanding of the 
business and financial world and 
the media covering it allows us to 
position clients effectively within 
a broader context. We employ a 
“practitioner model” where our 
senior professionals spend the 
vast majority of their time on 
client work. We ask tough ques-
tions, challenge assumptions, and 
suggest bold solutions. Flexibili-
ty, collaboration, responsiveness, 
and bureaucracy-free service are 
the hallmarks of our client rela-
tionships.

Clients include 3i Capital, Al-
lianz Global Corporate & Spe-
cialty Insurance, Arklight Capi-
tal Assurant, Bain Capital, Carl 
Marks Advisors, Conning Asset 

  _  Continued on page 76 

(L to R) Slide Nine Agency owners co-owners Whitney Somerville, Lauren Parker and Ann Mulvany.
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Management, CSAA Insurance 
Group, CVC Capital Partners, 
EmPRO Insurance, First Eagle Al-
ternative Credit, FFL Capital Part-
ners,  HGGC Capital, Hometap, 
Kline Hill Capital Partners, Mak-
ena Capital, Marin Health, Moss-
er Living Real Estate, Northleaf 
Capital Partners, OceanSound 
Partners, One Equity Partners, 
One Inc. Payments Rackspace 
Technology, Schulte Roth & Za-
bel, Sun Capital Partners Summit 
Health/City MD, Toorak Capital 
Real Estate, VSS Capital Partners 
and Winston & Strawn

STANTON 
COMMUNICATIONS 

INC.
1701 Rhode Island Avenue, NW    
Washington, D.C. 20036
202/223-4933
stantoncomm.com
washingtonoffice@stantoncomm.
com

45 Rockefeller Plaza, #2000
New York, NY 10111
212/616-3601
newyorkoffice@stantoncomm.com

Peter V. Stanton, CEO
Lori Russo, President
Emily Wenstrom, SVP

Stanton Communications, Inc., 
is a strategic public relations firm 
providing counsel and program 
implementation to clients across 
the globe. We are fully indepen-
dent and wholly dedicated to ad-
vancing our clients’ business goals 
through creative communication.

For more than 30 years, the firm 
has enjoyed a reputation for com-
bining serious strategic thinking 
with service excellence, and for 
blending insightful strategy with 
tremendous agility. We build our 
teams with a balance of talent so 
clients benefit from the best we 
have to offer.

Among our clients are some of 
the world’s most successful or-
ganizations in multiple industry 
sectors including energy, tech-
nology, hospitality and lifestyle, 
professional societies and industry 
associations. We provide a range 
of services from issue communi-
cation and public affairs to stra-
tegic communication planning, 
reputation enhancement, media 
relations and thought leadership, 
crisis mitigation and spokesperson 
preparation.

On behalf of our clients, Stanton 
Communications has won more 
than 50 industry awards including 
multiple Silver Anvils, the pub-
lic relations profession’s highest 
honor. We are consistently named 
among the Agency Elite Top 100 
in PR News’ listing and have been 
named the Best Small Agency in 
America by The Holmes Report, 
in addition to multiple citations as 
one of the Best Places to Work by 
the Washington Business Journal.

Clients, among others, include: 
GE Grid Solutions, GE Renew-
able Energy, American Society for 
Nondestructive testing, American 
Statistical Assn., International 
Coaching Federation, Interna-
tional Society on Thrombosis and 
Haemostasis/World Thrombosis 
Day, Live! Casino & Hotel, Quad 
Graphics, and W. L. Gore & Asso-
ciates.

TREVELINO/KELLER
Dean Trevelino, Founder & Co-
CEO, 404/214-0722 X106
dtrevelino@trevelinokeller.com

Genna Keller, Founder & Co-CEO, 
404/214-0722 X105
gkeller@trevelinokeller.com
www.trevelinokeller.com

Celebrating its 20th anniversa-
ry, Trevelino/Keller continues to 
place emphasis on talent retention 
in today’s empowered workforce 
environment.  It could not be more 
humbled by its ability to maintain 
the industry’s number one talent 
retention, having lost two people 
to agencies in 20 years.  The firm’s 
management team [average tenure 
of 16 years] has successfully incu-
bated new talent, supported by its 
TKU professional development 
platform and innovative reward 
offerings like its Wild Blue Yonder 
[WBY], a travel curated program 
that sends staff members into the 
Wild Blue Yonder on vacation 
getaways around the world where 
they can play, then choose to ex-
tend their stay and take advantage 
of its flex workplace.  Its T/K Nin-
ers program is an off-shoot that 
rewards staff on their ninth anni-
versary with a personal getaway.

On the business development 
side, its pioneering reputation 
marketing approach powered by 
public relations, growth market-
ing and creative services, reso-
nates with an increasing number 
of emerging and middle market 
companies wanting a single source 
solution.  And more companies are 
responding favorably to the firm’s 
“NoGo” policy of No Long-term 
Contracts, No Minimums and No 

Mark-ups. 
Ranked as the #2 Atlanta-based 

firm, its home on Atlanta’s bur-
geoning urban westside, speaks to 
its progressive culture that sets a 
tone unique to the public relations 
marketplace.  Dominating in tech-
nology while successfully growing 
healthcare, financial services, gov-
ernment, lifestyle and franchising, 
the firm’s client base cuts across 
the country and increasingly more 
often, around the world.

Initiatives like T/K SmallBiz— 
www.tksmallbiz.com—designed 
to serve more traditional small 
businesses and its public education 
initative Voice4Change—www.
voice4changeproject.com—are 
examples of its efforts to support 
and serve the under resourced.  
Additionally, the firm continues 
to operate Winepreneurs, its entre-
preneur program that brings entre-
preneurs, investors and influencers 
together to connect and thrive. 

V2  
COMMUNICATIONS

500 Harrison Avenue
Boston MA 02118
617/426-2222
www.v2comms.com

Jean Serra, CEO and founder
JSerra@v2comms.com
Jen Plimpton, COO
Katelyn Holbrook, Managing 
Director, EVP (B2B Tech)
Melissa Mahoney, EVP (Climate 
Tech)
Kristen Leathers, SVP 
(Healthcare Tech)

 
V2 Communications is the pub-

lic relations and digital communi-
cations firm for disruptive global 
brands, redefining what it means 
to be a strategic communications 
partner. V2 is a full-service agency 
helps brands navigate the complex-
ities that define communications 
today to drive business success and 
growth. The firm’s skilled profes-
sionals combine a business mind-
set and creative thinking to provide 
the strategic counsel, campaign 
ideas and results that move busi-
nesses forward. 

V2’s services span public rela-
tions, corporate communications, 
content, social and creative, al-
lowing us to seamlessly deliver 
high-impact, integrated communi-
cations campaigns. V2 works with 
a broad spectrum of clients across 
B2B, climate tech and healthcare 
technologies. The team is proud 
to partner with brands including 
UiPath, Rocket Software, Break-
through Energy Ventures and Cur-
rent Health, a Best Buy Health 

Company.
Among the many awards for 

its work, culture, leadership and 
growth, V2 Communications was 
named #65 on O’Dwyer’s list of 
top PR firms; it also regularly ap-
pears on top places to work lists 
both in the communications indus-
try and the Boston area.  

VESTED
114 E. 25th St.
New York, NY 10010
917/765-8720
info@fullyvested.com
www.fullyvested.com
Twitter.com/vested
Linkedin.com/company/vested-llc

Dan Simon, Chairman, 
dan@fullyvested.com
Binna Kim, Group CEO, 
binna@fullyvested.com
Ishviene Arora, President & Chief 
Client Officer, 
ishviene@fullyvested.com
Elspeth Rothwell, EMEA CEO, 
elspeth@fullyvested.com
Amber Roberts, US CEO, 
amber@fullyvested.com
Eric Hazard, Managing Director & 
CEO Vested Ventures, 
eric@fullyvested.com
Christina Bertinelli, Chief 
Integration Officer, 
christina@fullyvested.com
Milton Ezrati, Chief Economist

Vested is a global and integrat-
ed communications and marketing 
agency focused exclusively on the 
financial services industry. One of 
the world’s largest financial ser-
vices agencies with offices in the 
US, the UK and Canada, Vested 
creates and delivers award-win-
ning integrated programs for fi-
nancial brands both big and small, 
including AON, Bloomberg, Mor-
gan Stanley, and more. We attract 
and retain the industry’s best tal-
ent through our equity ownership 
model and entrepreneurial ap-
proach—from unlimited vacation 
days to sabbaticals. Entrepreneur-
ial to the core, Vested launched 
the industry’s first agency-run in-
vestment group, Vested Ventures, 
acquired business journalism site 
Talking Biz News and digital mar-
keting and web development agen-
cy Red Lab, and launched creative 
hub Finance Studio.

The agency supports a range of 
firms across the financial spectrum, 
including banks, asset managers, 
private wealth, capital markets 
firms, industry associations, fin-
tech companies and more. Clients 
include: Aon, Bailard, Bloomberg, 
DTCC, Diebold Nixdorf, Finastra, 
Morgan Stanley Wealth, Museum 
of American Finance, NEPC, SEI, 
and more. 
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What’s America’s biggest problem? 
Inequality? Inflation? Immigra-
tion? Crime? Trump? Marjorie 

Taylor Greene? Odell Beckham, Jr.? Stephen 
A. Smith? No. The 
answer is guns.

S p e c i f i c a l l y : 
Military-caliber 
assault weapons 
designed for war, 
like semi-automat-
ic AR-15s and ful-
ly automatic AR-
57s, which have 
been the weapon 
of choice for mass 
murderers, espe-
cially in the 377 
U.S. school shoot-
ings since the Col-
umbine massacre 
in 1999. The ma-
jority of Americans 
agree there’s no 

earthly reason why such weapons should be 
available for purchase by ordinary citizens. 
That’s why most other civilized nations out-
law them.

The United States, too, once had a federal 
Assault Weapons ban, but that law expired 
in 2004, paving the way for the 350 deaths 
and 450 injuries caused by these weapons 
in subsequent years. Today, nine states have 
banned assault weapons. All of these states 
have two Democrat Senators. Indeed, the 
only reason the federal ban on military-style 
weapons is no longer law is that Republican 
senators are scared of the National Rifle As-
sociation and what the right-wing kooks 
who dominate the party might do to them 
if they support its reintroduction.

Meanwhile, the U.S. House of Represen-
tatives has suffered no such reluctance to 
do what American voters overwhelmingly 
favor. Last August, the House voted to ap-
prove a new ban on assault weapons. But 
Senate Republicans remain fearful of chal-
lenging the Second Amendment and, there-
fore, remain too cowardly to do the right 
thing. No wonder, according to the latest 
Gallup poll, only a measly seven percent of 
Americans have “a lot of confidence” in the 
U.S. Congress.

At the same time, Gallup also reports that 
Americans rank the national news media 
nearly as lowly as they do Congress. In oth-
er words, most people are convinced that 
the media are as partisan, clueless and gut-
less as politicians. And it’s not just purpose-

ly-biased networks like MSNBC and Fox 
who have lost respect; it’s everybody from 
CNN to PBS to NPR to The New York Times.

This is bad news not only for reporters 
and editors and bloggers but for public re-
lations professionals who work through the 
media to persuade people to support their 
positions, endorse their candidates or buy 
their products.

So, how can the media begin to win back 
public trust? Here’s an idea: Go after vul-
nerable Republican senators on an issue 
on which most Americans agree: banning 
assault weapons. By “go after,” I mean ap-
plying unremitting pressure on the follow-
ing five Republican senatorial fence-sitters 
from states whose voters may be more sym-
pathetic to common sense gun laws.

Marco Rubio
The Senior Senator from Florida has stu-

diously strengthened his stature over more 
than a decade in the Senate. Rubio’s long-
term goal is to become President, and there’s 
no question that when Republicans once 
again gain the White House, Rubio will be 
among the first elevated to Cabinet status.

On gun control, Sen. Rubio has been 
characteristically opaque, hemming and 
hawing his way around the issue to avoid 
controversy. Most disturbing, he refused 
to take a stand on assault weapons in 2018, 
when a 19-year-old nutcase murdered 17 
people and injured 17 others at Parkland’s 
Marjory Stoneman Douglas High School in 
his home state.

But today, with Floridians not nearly as 
gun-lovingly right-wing as neighboring 
states like South Carolina and Alabama and 
with Rubio nursing higher office ambitions, 
a concerted media effort to dislodge him 
from his assault weapons waffling seems 
well worth the effort.

Rick Scott
Rubio’s junior senatorial partner, former 

Florida Gov. Rick Scott, is another viable 
candidate to find religion on gun control.
Unlike his Florida colleague, Sen. Scott isn’t 
particularly likable. In fact, Scott himself 
unabashedly admits, “I’m seeking to be-
come the least popular man in Washing-
ton.” He’s succeeding.

Scott’s tenure as Chairman of the 2022 
National Republican Senatorial Committee 
was disastrous. He followed that up with a 
futile challenge to replace Mitch McConnell 
as Senate Minority Leader. And he was then 
fingered by President Biden as the author of 
a secret Republican plan threatening every-
one’s beloved Medicare and Social Security.

Scott is up for reelection in 2024, and he’s 
not trending well. But he’s counting on his 

“independence” to win the day with Flor-
ida’s largely libertarian voters. One way 
to impress the voters with that indepen-
dence—even for the NRA-favoring Scott—
is to break ranks yet again in favor of the as-
sault weapons ban. Five years ago, just three 
weeks after the Parkland massacre, then-
Gov. Scott defied the gun lobby to sign into 
law a sweeping set of gun regulations. The 
media should lean on the Senator to restore 
that precedent in today’s climate of rampant 
mass shootings.

Shelley Moore Capito
The relatively-silent Republican Senator 

from West Virginia seems content to let her 
on-again/off-again Democrat colleague Joe 
Manchin lap up most of the publicity.

Capito is mostly known for being the 
daughter of beloved former West Virginia 
Gov. Arch Moore, who served more than a 
decade in the state’s highest office as well as 
three years in federal prison on corruption 
charges.

Sen. Capito generally keeps her head 
down but did support last year’s bipartisan 
Safer Communities Act in the Senate, which 
dealt with school safety, mental health and 
background checks.

West Virginia ranks fifth among states in 
terms of gun ownership, and its state laws 
are weak in terms of red flag warnings, 
campus carry and gun safety in general. 
Nonetheless, West Virginians are inargu-
ably more rational about possessing assault 
weapons than their brethren in gun-wor-
shipping states like Montana, Wyoming 
and Texas. So, turning the media spotlight 
on a shrinking mountain violet like Capito 
makes sense.

Todd Young
Another Republican Senator nobody-ev-

er-heard of is Todd Young of Indiana. The 
reason you haven’t heard much about Young 
is there’s nothing much there. The best thing 
you can say about him is that at least he’s 
not as hopeless as his Republican colleague, 
Sen. Mike Braun.

Unlike gun lobby lemming Braun, Young 
was surprisingly willing to risk his $3 mil-
lion NRA donation by voting with Capito 
and 14 other Republican Senators in favor 
of last year’s Senate gun control bill. 

In a Republican-leaning Midwest state 
where demand has been building for strict-
er gun laws, media pressure on Sen. Young 
to take the next step to distinguish himself 
from the risk-averse Braun might be just 
what he needs to renounce assault weapons 
on the national stage.

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

OPINION

Winning back media trust, one AR-15 at a time
By Fraser Seitel

  _  Continued on next page 
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Strategic planning checklist

Proper strategic planning is crucial for 
achieving positive financial results in 
any business, including public rela-

tions agencies. By 
dedicating time 
and effort to devel-
oping and execut-
ing a well-defined 
strategic plan, busi-
nesses can position 
themselves for suc-
cess in the compet-
itive market.

One way a stra-
tegic plan can pos-
itively impact fi-
nancial results is by 
increasing revenue 
through the iden-
tification of new 

market opportunities or the expansion of 
existing service lines. By identifying poten-
tial growth areas and investing in the nec-
essary resources to pursue them, business-
es can open up new revenue streams and 
increase their bottom line. Additionally, a 
well-executed strategic plan can help busi-
nesses reduce costs and increase efficiency, 
which can also lead to improved financial 
results.

Another benefit of a well-crafted strategic 
plan is improved client satisfaction, which 
can translate to higher revenue through in-
creased business from existing clients and 
positive word-of-mouth referrals. By prior-
itizing client needs and incorporating feed-
back into the strategic planning process, 
businesses can build stronger relationships 
with their clients and differentiate them-
selves from competitors.

Strategic planning can also positively im-
pact employee retention, which can lead to 
financial benefits through increased pro-
ductivity and reduced costs associated with 
turnover. By creating a culture and work 
environment that aligns with the values and 
goals of employees, businesses can improve 
job satisfaction and reduce turnover rates.

Consider the following points as you reas-
sess your planning strategy:

Establish your vision, mission and values
Before you begin to map out your strate-

gic planning process, dedicate time to estab-
lishing or reevaluating the vision, mission 
and values of your business. Your vision 
process should describe what you want to 
achieve in the long term, while your mission 
should outline your agency’s purpose. Your 
values should reflect the key principles and 

beliefs that guide your agency’s behavior 
and decision-making.

During the vision process, you should 
consider the key values of your company 
and employees, how you can better support 
your client base and the direction you want 
to grow in the future. Inviting employees 
into the process by encouraging their input 
can also help you connect to your staff and 
better understand their wants, needs, goals 
and plans for the future while ensuring their 
buy-in for your business vision. While the 
process should primarily involve company 
leaders and other key stakeholders, it can be 
beneficial to involve an objective third party 
to help you brainstorm and craft a thought-
ful vision, mission and values document 
and statement.

The process
Identify goals and objectives. After 

you’ve identified the desired future state 
of your business, you can begin to focus 
on objectives that align with your vision, 
mission and values and move you toward 
your business goals. Goals—such as im-
proving client satisfaction or increasing 
revenue—are typically part of the bigger 
picture, while objectives are narrower and 
specify how you can achieve those goals, 
such as establishing a strategy that reduces 
your financial and tax burdens, growing in 
a different market, developing a new service 
to offer your clients or cultivating a thriv-
ing workplace that helps you retain quality 
employees that support your clients. Many 
companies choose to implement SMART 
(Specific, Measurable, Achievable, Relevant 
and Time Bound) goals to help ensure that 
your objectives are realistic and achievable.

Formulate and implement a plan. Now 
that you’ve identified your goals, you can 
begin mapping out your plans with specific 
steps, including determining a budget, cre-
ating your timeline and deciding who on 
your team is responsible for each objective. 
You may choose to utilize a project plan-
ning tool to help with accountability and 
organization. It’s crucial to identify your key 
performance indicators to help you measure 
your results.

Measure and evaluate results. While 
planning and executing may seem like the 
most important components of your stra-
tegic planning, you should identify ways 
to record your results and determine when 
to evaluate your plans on an ongoing basis. 
You may do this in many ways, including 
implementing dashboarding to access re-
al-time financial and operational data or 
by understanding your client satisfaction 
through surveys. Once you have this infor-

By Dominic Rovano

Dominic Rovano, CPA 
is a partner at Janover 
LLC and leads the firm’s 
Professional Services 
Group.

Financial Management

Mitt Romney
Finally, there’s the well-known former 

Presidential candidate from the gun-loving 
state of Utah.

In recent years, Romney has become 
the elder statesman “voice of reason” in a 
Trump-dominated party that seems to be 
headed, inexorably, over a cliff—despite be-
ing on the right side of many issues. Novem-
ber’s Senate elections—where Republicans 
served up disastrous candidates—were but 
the latest examples of the Grand Old Party 
snatching defeat from the jaws of victory.

Republicans’ unyielding support of assault 
weapons will no doubt prove the next—fi-
nal?—nail in the coffin. Unless someone like 
Romney steps in.

In Utah, the Romney name is bulletproof, 
which has allowed the Senator to speak out 
on principle while fellow Republicans cow-
er in fear of angering Trump and his band 
of followers. Sen. Romney has relentlessly 
led the charge to challenge the embittered 
former President and the pall he has left on 
the party.

Were Sen. Romney, similarly, to do “the 
right thing” by renouncing assault weapons, 
he might just be able to help rescue Repub-
licans from another catastrophic electoral 
defeat in 2024. 

mation, remember to adjust your plans ac-
cordingly as needed. For example, if one of 
your determined objectives is to increase a 
service line by cross-selling and you aren’t 
seeing additional growth, consider focusing 
on this area by providing more employee 
training or sales incentivization.

Continually reassess and adjust your 
plans. Strategic planning is an ongoing 
process, and it’s important to periodically 
reassess your vision, mission and values, as 
well as your goals and objectives. This can 
help ensure that your agency stays on track 
and remains relevant in a rapidly changing 
industry.

When we’re busy supporting clients and 
executing day-to-day tasks, we often lose 
sight of our strategic plan and vision. Re-
aligning your vision, mission and values 
and identifying specific objectives can help 
keep you focused while energizing your 
employees as you collectively meet your 
goals. Overall, a well-defined and executed 
strategic plan can result in a range of posi-
tive financial outcomes for public relations 
agencies. By focusing on revenue growth, 
cost reduction, client satisfaction and em-
ployee retention, businesses can position 
themselves for success in the market and 
achieve their long-term goals. 

WINNING BACK MEDIA TRUST
_ Continued from page 78
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Tesla drives to Pioneer Public Affairs

Elon Musk’s Tesla has hired Washington-based Pioneer Public 
Affairs to deal with issues related to the implementation of the 
Inflation Reduction Act, federal fleet electrification and bat-

tery supply chain issues.
Pioneer president Joe Britton handles the account. He is a 15-year 

veteran of Capitol Hill. He served as Chief of Staff to Sen. Martin 
Heinrich (D-NM), Legislative Director for Sen. Mark Udall (D-
CO) and Legislative Assistant to Sen Ben Nelson (D-NE).

Tesla also uses Cassidy & Assocs. for D.C. support. It paid Cas-
sidy $80,000 during the first-quarter for its work regarding vehicle 
electrification.

Cassidy CEO Kai Anderson and COO Jordan Bernstein spear-
head the firm’s six-member Tesla team. 

DCI Group names Faña for Strategic 
Alliance unit

D.C.-based public affairs firm DCI Group 
has hired Carissa Faña as a Managing Di-
rector in its strategic alliance practice. 

Faña comes to DCI from legal firm Becker 
and Poliakoff, where she was a Government 
Relations Consultant. Before that, she was at 
financial technology platform Intuit, manag-
ing external relations with policymakers, key 
stakeholders and a broad coalition of national 
Latino and multicultural third-party organiza-
tions. 

At DCI, Faña will provide expertise in the areas of coalition 
building, third-party outreach, stakeholder engagement, and diver-
sity, equity and inclusion.  

Dentons taps BlackRock’s Vertiz 

Dentons Global Advisors has recruit-
ed BlackRock’s Alvaro Vertiz to lead its 
Mexico City offering and bolster growth 

in the Latin America and Caribbean region.
Vertiz was COO and Head of Business Strat-

egy and Strategic Partnerships at BlackRock 
Mexico. He managed day-to-day operations 
and bolstered its ESG practice.

Prior to BlackRock, Vertiz was General 
Counsel at Prudential Real Estate Investors Lat-
in America. 

Biden’s CoS Klain to head 
O’Melveny’s crisis unit

Ron Klain, who was President Biden’s 
Chief of Staff until Feb., has returned to 
O’Melveny, where he will head the law 

firm’s strategic counseling and crisis manage-
ment practice.

He will advise top executives at healthcare, 
technology, transportation, infrastructure, 
private equity and finance companies about 
pressing geopolitical and reputation risks.

Klain was a Partner at O’Melveny from 1999 
to 2004. Prior to joining the firm, he was Assis-
tant to President Clinton and Chief of Staff to VP Al Gore.

In 2009, Klain became an Aide to President Obama and Chief 
of Staff to VP Biden. He joined Biden’s presidential campaign and 
was named White House Chief by President-Elect Biden in No-
vember 2020.

In the Biden White House, Klain was responsible for overseeing 
the passage of the $1.9 trillion American Rescue Plan Act, Infra-
structure and Jobs Act, Inflation Reduction Act and the confirma-
tion of a record number of federal judges by a new President. 

Commerce Dept. vet Carrillo to Tusk

Bernadette Carrillo, who was Director of 
Intergovernmental Affairs at the Com-
merce Dept., has joined Tusk Strategies 

as a Managing Director at its Washington of-
fice.

She coordinated Commerce Secretary Gina 
Raimondo’s communications with governors 
and mayors across the nation.

Carrillo also promoted the Biden adminis-
tration’s Build Back Better Challenge, Internet 
for All and Chips and Science Act initiatives.

Prior to the Commerce Dept., Carrillo served as Director 
of Strategic Partnerships at the Economic Development Adminis-
tration and Senior Associate Director in the White House’s Office 
of Personnel. She has private sector experience, gained via a stint 
as Senior Government Affairs Manager at PepsiCo.

At Tusk, Carrillo will handle public affairs, policy and advocacy 
issues. 

Subject Matter merges with Kivvit

Subject Matter, the D.C.-based advocacy shop, is acquiring 
Kivvit, which ranks No. 18 in O’Dwyer’s rankings with 2022 
fees of $39.5 million.

Coral Tree Partners, the Los Angeles private equity firm, ac-
quired Subject Matter in 2022.

Will Wynperle, Partner at Coral Tree Partners, said the deal es-
tablishes a sizable new entity with a national footprint that is posi-
tioned for immediate growth.

Chicago-headquartered Kivvit has offices in New York, Asbury 
Park, DC, and Miami.

Wynperle anticipates the merger “is the first of a number of stra-
tegic acquisitions that help create the agency model of the future.”

Subject Matter CEO Nicole Cornish will head the merged Sub-
ject Matter+Kivvit firm, which will have more than 200 staffers.

Kivvit COO Molly Scherrman will retain her title at the re-
vamped firm.  Alvaro Vertiz

Ron Klain

Bernadette Carrillo

Carissa Faña



WWW.ODWYERPR.COM      |     MAY 2023 81

International PR News

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

NEW LOBBYING DISCLOSURE ACT FILINGS
Lobbying News

G

NEW FOREIGN AGENTS REGISTRATION ACT FILINGS
FARA News


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.

Atrio Consulting Group, LLC, Washington, D.C, registered April 18, 2023 for Air Marshal National Council, Orlando, Fla., concerning issues relat-
ed to Federal Air Marshals and homeland security.

Brownstein Hyatt Farber Schreck, LLP, Washington, D.C., registered April 11, 2023 for Live Nation Entertainment, Inc., Beverly Hills, Calif., 
regarding issues related to event ticket sales legislation.

GrayRobinson PA, Tallahassee, Fla., registered April 17, 2023 for America’s Newspapers, Lawrenceville, Ga., regarding issues related to newspa-
pers.

Green Mountain Strategies LLC, Peru, Vt., registered April 19, 2023 for Major League Baseball Players Association, New York, N.Y., regarding 
labor laws and regulations affecting the terms and conditions of employment for professional baseball players.

Akin, Gump, Strauss, Hauer & Feld, LLP, Washington, D.C., registered April 7, 2023 for Hong Kong Trade Development Council, Washington, 
D.C., regarding outreach for the principal concerning issues related to U.S.-Hong Kong economic and trade relations and other matters of interest.

APCO Worldwide LLC, Washington, D.C., registered March 7, 2023 for The Centre for a European Future, Brussels, Belgium, regarding providing 
strategic communications services within the United States to promote the principal’s Belarus program focusing on the promotion of democracy in Belar-
us, advocacy for alignment with Europe and its Ukraine program focusing on Ukraine’s territorial integrity, and more.

The Van Aucker Group, Alexandria, Va., registered April 18, 2023 as a subcontractor to LB International Solutions, for Embassy of Türkiye 
(Turkey), Washington, D.C., regarding providing lobbying and government relations services.

Lou Hammond books Dubai 
economy and tourism

Lou Hammond Group has picked up Dubai Economy and Tour-
ism as the emirate works to increase the number of visitors 
from North America.

Chairman/founder Lou Hammond sees tremendous opportuni-
ties to showcase one of the world’s most innovative cities to a di-
verse range of audiences.

The number of visitors to Dubai in 2022 almost reached the 16.7 
million pre-pandemic level.

Western Europe and the Gulf countries accounted for 21 percent 
of Dubai’s arrivals in 2002. South Asia generated 17 percent, while 
the Americas contributed seven percent.

Dubai wants to be one of the world’s top three cities for tourism 
and business by 2033.

Lou Hammond Group will coordinate its work for Dubai with 
Reach Global Marketing, which is heading PR in the Canadian 
market.

Gina Stouffer, President of Lou Hammond Group Charleston, 
oversees the Dubai business. The shop currently represents 30 des-
tinations. 

Ballard Partners works for Japan

Japan has hired Ballard Partners, the well-connected Republi-
can firm, to bolster its relationship with the U.S.

Ballard Partners will provide strategic consulting and ad-
vocacy services to the Japanese embassy in connection with its 
business with U.S. federal agencies, Congress, state legislatures and 

executive agencies of state governments, according to its contract 
signed April 10 by Koichi Ai, minister and head of chancery.

The pact became effective April 1 and runs through June. Ballard 
Partners’ fee is $25,000 a month.

Brian Ballard heads the six-member lobbying team that includes 
Senior Partner Syl Lukis, Managing Partner Jose Diaz; and Partners 
Dane Eagle, Adrian Lukis and Courtney Coppola.

He headed Donald Trump’s fundraising efforts in Florida. 

Prime Policy Group reps banned 
Albanian politico

Prime Policy Group is representing Sali Berisha, the former 
President and Prime Minister of Albania, under a six-month 
pro-bono agreement that went into effect on April 10.

Secretary of State Anthony Blinken on May 19, 2021 banned Ber-
isha and his family from traveling to the U.S. due to involvement in 
significant corruption in his capacity as prime minister.

“Berisha was involved in corrupt acts, such as misappropriation 
of public funds and interfering with public processes, including 
using his power for his own benefit and to enrich his political al-
lies and his family members at the expense of the Albanian public’s 
confidence in their government institutions and public officials,” 
said Blinken in announcing the travel ban.

Berisha, who is 78, has denied any wrongdoing and blamed finan-
cier George Soros for his problems, according to The Washington 
Diplomat.

Prime Policy Group Founding Chairman Charlie Black, who 
heads the work, believes his client has been unfairly banned from 
the U.S. and wants Congress to investigate the matter. 
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J Public Relations
530 7th Ave., #502, New York, NY 10018
212/924-3600
letstalk@jpublicrelations.com
www.jpublicrelations.com
Employees: 56. Founded: 2005.
Agency Statement:
A global communications agency with a specialization in public relations, social media, con-
tent creation and digital marketing. With 55+ team members across four U.S. offices including 
New York City, San Diego, Los Angeles and Nashville, two international offices in London and 
Toronto, plus a presence in Denver and Arizona, JPR is a trusted leader in integrated media 
relations, social media and brand strategy, trend forecasting, guest programming, brand part-
nerships, experiential activations, influencer engagement and crisis communications.
Established in 2005, JPR has consistently risen as a leader in the travel and hospitality spaces. 
Today, the agency’s growing portfolio spans many markets outside of travel and hospitality, 
with clients in lifestyle, culinary, real estate, and wellness. JPR’s global roster includes more 
than 120+ hotels in the U.S., U.K. and throughout Europe, Mexico, Caribbean, Africa and 
more. JPR represents destinations such as North Carolina and Utah as well as flagship hospi-
tality brands including Hilton Luxury Brands, Virgin Limited Edition, Relais & Châteaux, Vail 
Hospitality and Iconic Luxury Hotels.
JPR is continuously listed on the Observer’s annual “PR Power 50” as one of the country’s 
most powerful PR firms and Crain’s “Best Places to Work in New York City.” The agency also 
garnered “Top Places to Work” by PR News and received a Five Star rating in Forbes inaugural 
list of “America’s Best PR Agencies,” in addition to multiple trade and consumer awards for 
company culture and brand success. An industry innovator, JPR became the first travel PR 
agency to launch a podcast in 2018, Priority Status.
Jamie Sigler O’Grady, Sarah Evans, partners
Office Locations:
New York
530 7th Ave., #502, New York, NY 10018
212/924-3600
San Diego
2341 Fifth Ave., San Diego, CA 92101
619/255-7069
Los Angeles
429 Santa Monica Blvd., #280
Santa Monica, CA 90401
310/722-7066
London
123 Buckingham Palace Rd.
Victoria, London SW1W 9SH, UK
+44 (020) 3890 5838
Clients Include:
Adare Manor - Co. Limerick, Ireland
Africa Adventure Consultants
Andronis Exclusive (multiple properties) - Santorini, Greece
Château du Grand-Luce - Loire Valley, France
Condado Vanderbilt - San Juan, PR
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$350 enhanced listing includes your logo 
and up to 75 words describing your unique 
background and services.

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

Our data base is broken down geograph-
ically (including branch ofices) and by 
25 specialities such as healthcare, social 
media, food, technology, travel and finance.

ValueFor $350 you get 

Logo and agency statement in 
the “Find the Right PR Firm” 
section of odwyerpr.com. Check 
out some of the current entries 
as a guide to preparing your 
own.

One year of access to odwyerpr. 
com. Stay on top of the latest 
industry news, professional 
developments and commentary 
from our editors as well as many 
outside contributors. Get a leg 
up on the competition by 
consulting our exclusive listing 
of new RFPs.

One-year subscription to 
O’Dwyer’s magazine, now in its 
35th year. Each issue covers not 
only current topics and stories, 
but focuses on one of the PR 
specialties, such as healthcare, 
food, technology or finance. PR 
firms are invited to profile their 
special practices in each issue.
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