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Social Media Marketing in 2019: A Fixture in 
Communications Ecosystem

The story below also provides food for thought as 2019 
approaches. The firm Red Lorry Yellow Lorry provided this 
exclusive data to PR News. 

It consists of search percentages from Google Trends for 
various forms of PR: “influencer marketing, media relations, 
content marketing, social media marketing and employee 
communications.”

The chart below represents U.S. searches from Jan. 2010 
to Nov. 2018. Four of the terms are broken out on page 2. A 
look at global searches is on page 3.  A value of 100 is the 
peak popularity for a term; a value of 50 means the term is 
half as popular.     

For many communicators, December is not only the start of 
the holiday season but time to begin planning for the com-
ing year and beyond. While budgets for 2019 are finalized or 
nearly so, most communications shops leave room to ma-
neuver spending plans should the need arise during the year; 
afterall, budgets are thought of as living documents. 

With that in mind we offered budget information in our 
October issue and now present several pieces of content to 
help you think about 2019. In addition to our annual predic-
tions feature, which we expanded this year (please see page 
4), our Roundtable question asks what communicators be-
lieve will be the toughest PR challenge in 2019 (pp. 11-12). 
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Overview

• Below, we can see that at the start of 2010, interest in Media Relations and Social Media Marketing were very 
similar. 

• Social Media Marketing has now become the most popular industry related search term (while Media relations is 
now 3rd and on a decline).

• Content Marketing has grown drastically since 2010, peaking in October 2017. It has shown the most continual 
growth out of all the keywords.

• Interest in Employee Communications has consistently been lower than the other PR disciplines.

Source: Red Lorry Yellow Lorry Communications/Google
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Typically the firm uses data like this along 
with other tools to advise brands. It compares 
what “we’re emphasizing vs. the general senti-
ment out there,” says Meredith Eaton, its North 
America director. While she admits looking at 
search terms “is not an exact science,” the data 
“reflect general interest” in these PR disciplines. 
As such, these data are one of the tools the firm 
uses to gauge the mood of the market, but not 
the only tool. 

For example, note the relatively low and steady 
number of searches for employee communica-
tions. Is that because communicators shy away 
from this critical but largely under-appreciated 
aspect of communications? Or is it because us-
ers search instead for related terms, such as 
“internal communications” or “employee engage-
ment?” You could ask the same question about 
several of the other terms, such as social media 
marketing and influencer marketing.
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Influencer Marketing

• Influencer Marketing, as a term, started catching around mid 2015 and saw a rapid 
uptake, peaking in September 2017 (5 years after Facebook acquired Instagram for 
$1bn).

• Though growth has slowed in 2018, it is still a growing form of marketing. But it is 
dwarfed by interest in Content and Social Media Marketing.

• With marketing as a whole becoming increasingly digital and Social Media Marketing 
growing in use, we can expect influencer marketing to also increase as the two terms 
are intertwined 

© Red Lorry Yellow Lorry Communications Ltd

Media relations

• Interest in Media Relations has been on a steady decline since the start of 2010.
• Compared to its peak in April 2010, it has lost 45% of it’s interest.
• In May 2014, Media Relations was overtaken in interest by Content Marketing. This 

could have been due to multiple reasons including the growth of internet use, mobile, 
social media and alternative methods of audience targeting.
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Content Marketing

• Compared to other search terms, Content Marketing has shown the most continual 
growth in interest, year on year.

• At the start of the decade, Content Marketing had a similar interest value to Employee 
Communications, but has since grown to overtake it and Media Relations.

• However, interest in Content Marketing has slumped slightly and plateaued in 2018 as 
initial hype has died down.

• It has become important in many parts of digital marketing including SEO, SMM and 
more, so it is hard to imagine that it is going anywhere, anytime soon.
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Social Media Marketing

• Social Media Marketing has consistently been the topic with the highest level of interest, 
even staying ahead of hyped terminology like Influencer Marketing.

• Social Media Marketing interest peaked in April 2017 and has since levelled.
• In 2018, New York had the most interest in Social Media Marketing than any other state.
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But back to internal communications; its low popularity 
should be a warning to brands to take it more seriously, par-
ticularly since employees, through social media, have promi-
nent voices, says Errol Jayawardene, Red Lorry’s digital head.

Several trends emerge from the data. The first is social 
media marketing, at least as a search term, dominates. 
While other articles in this edition cast doubt on the form 
social media will take in the future, it appears as a mar-
keting tool, social media will not soon disappear. Also clear 
is that influencer marketing as a search term caught fire in 
mid-2015 and peaked in Sept. 2017, roughly five years after 
Facebook acquired Instagram for $1 billion. While growth 
has slowed, it remains a force, though content marketing and 
social media marketing dwarf it, Jayawardene says. 

You can also see that at the start of 2010, terms such 
as media relations and social media marketing shared simi-
lar search percentages. Social media marketing now is the 

most popular search term and “media relations” is third and 
declining, having lost 45 percent of its interest.

As you can see content marketing has shown the most 
growth year over year. From humble beginnings, starting 
close to employee communications, content has overtaken 
employee and topped media relations. While it’s slumped 
a bit late in 2017 as hype around it receded, Jayawardene 
doesn’t see it falling off the radar anytime soon.

We asked Eaton and Jayawardene to run comparisons be-
tween U.S. search interest and those worldwide. The results 
are seen above.  Worldwide, social media marketing is near 
its all-time peak; content marketing is at an even higher inter-
est rate globally vs. the U.S. Another difference in the global 
chart vs. the U.S. chart is that influencer marketing has over-
taken employee communications and media relations. 

CONTACT: meredithe@rlyl.com

https://www.prnewsonline.com/go/top-women-in-healthcare-2018/


To some extent, the mood of the moment when people are mak-
ing predictions influences what they see for the year ahead. 
As we reached out to communicators to prognosticate for our 
annual predictions feature, the headlines were blaring about a 
lack of trust in large tech brands. 

One of the biggest targets was Facebook, whose initial 
non-reaction to evidence of Russian meddling via its platform 
and other data and privacy issues was excoriated in a 5,600-
word expose in the NY Times just prior to Thanksgiving.  

Katie Paine, our longtime columnist, wrote of that article, “It’s 
rare that one story, even in the New York Times, holds large ramifi-
cations for entire industries. But I would argue that [the investiga-
tive article] is just such a story.” She continued, “My gut feeling 
was, and remains, that at some point society will simply take 
away [social media’s] permission…to exist as we know it today.”

While Paine argues “it will be awhile before users’ trust in 
social media declines sufficiently to impact advertising reve-
nue and ultimately the financial health of these companies,” 
she adds, correctly, we think, “In a competitive market, few 
brands are immune to a lack of trust.” 

PR’S ROLE IN FACEBOOK
Speaking of trust, part of the Times’ article discussed the alleg-
edly unethical PR firm Facebook hired to cleanse its tarnished 
image. Initially both Mark Zuckerberg and Sheryl Sandberg 
denied knowledge of any connection between Facebook and 
the PR firm. Sandberg has since admitted the PR firm was on 
her radar, though she claims she failed to notice it initially. It 
is hardly a coincidence that Facebook abruptly severed its re-
lationship with the firm hours after the Times article appeared. 

Needless to say the Times article was a black-eye mo-
ment for PR. It was a time when PR needed its own PR crisis 
management team. 

Certainly it is the job of PR to garner favorable media for 
brands. The Times article, though, presents PR as black ops, 
a nefarious operation and in this case one that allegedly is 
in the business of hiding bad news about brands and spread-
ing disinformation about rivals. In the wake of the Facebook 
article, more than one commentator wondered aloud about 
PR continuing as a legitimate profession.  

KEEP IN MIND
So, have this moment in mind when you look at the 2019 
predictions below. Ditto for the responses to our Roundtable 
question—What will be the toughest challenge for communi-
cators in 2019?—elsewhere in this edition. 

Each year we try to do something a bit different with our an-
nual predictions section. This year we chose a wide range of com-
municators and marketers and asked them to make one or two 
predictions or spot trends, at least one in their area of expertise. 

At the root of all of this is the need for communicators to 
work ethically and with integrity, thus building trust for brands 

and organizations as they do business with an increasingly 
skeptical public. The theme of ethics and transparency is at 
the center of the first two insights below. But you’ll also find 
it explicitly or implicitly in predictions about Artificial Intelli-
gence, measurement, influencers, content, digital marketing, 
media relations, education and, of course, crisis.   

ON ETHICS AND TRANSPARENCY

Anthony D’Angelo
Chair, PRSA 
Professor of Practice, Syracuse University
Newhouse School of Public Communications
For practitioners, I think next year will pro-
vide a new wave of examples showing how 

ethics and transparency will distinguish outstanding and suc-
cessful professionals from charlatans. Ethical practice gives 
hope to our profession and to the organizations and publics 
we serve. While it’s always been important, ethical practice 
will gain a more prominent focus in 2019 and a competitive 
advantage for those who don’t waver from it. 

Andrew Bowins
SVP, Communications and Industry Affairs
Entertainment Software Association
Transparency, trust, facts and reputation 
should be words that are burned into the 
minds of communicators. As a profession, we 

need to move away from spin and push-and-pray digital strate-
gies to high-touch personal engagement that results in advo-
cacy and reputation enhancement. In 2019, the most effec-
tive communicators will be those who are the conscience of 
the companies they represent and the vanguard of brand and 
reputation. They will be masters of digital, social, events and 
press engagement and they will never forget it takes 20 years 
to build a reputation and only a few bad choices to destroy it.

Brian Peterson
EVP, Communications & Marketing
Ocean Aero
Authenticity and truthfulness are foundational 
for excellent PR. Following a year that gener-
ated a lot of doubt and disbelief in measure-
ment metrics on social media and the use 

of misinformation in PR campaigns, hopefully we’ll see a re-
surgence in authenticity and truthfulness. Brands with strong 
ethical reputations will lead the charge. PR pros will return to 
the basics, augmenting traditional media with strong original 
content across company-controlled messaging outlets. I’ll be 
optimistic and say brands recognized for their integrity should 
have an advantage in cutting through the clutter. 

25 Senior Executives Look at 2019 Trends from 
Technology, Crisis and Social to Influencers 

PREDICTIONS

4 prnewsonline.com  •  December 2018



5prnewsonline.com  •  December 2018

ON ARTIFICIAL INTELLIGENCE

Andrew Cross 
VP/Partner 
Walker Sands Communications
Artifical Intelligence (AI) will go deep and wide. 
In the past few years, we’ve seen it move 
from a shiny, fringe technology into a core ele-

ment of many products and platforms. In 2019, AI will contin-
ue to make deeper inroads in areas like customer service and 
HR, where it already has a strong foothold, and branch out 
wider in fields like financial services and healthcare, where a 
heavy regulatory environment lends itself to the adoption of 
rules-based AI systems. Educating audiences will be a key as 
new AI use cases and applications emerge, meaning journal-
ists and PR practitioners will be plenty busy on that front.

Sophie Scott
Global MD, Technology
FleishmanHillard
I agree with what Andrew Cross just said. 
In 2019 we will see more conversation 
around the ethics of AI. Debate will turn 

to who is responsible for educating the public about its 
benefits, and who can and should protect consumers from 
potential negative consequences. Discussion will hone in 
on the regulatory framework and environment.

Consumers expect government and academia to become 
involved in the AI debate. Our research shows 61 percent 
of consumers in the U.S. and U.K. believe key stakeholders 
in business, government and academia should bear the re-
sponsibility for educating the public about AI.

Brands will begin to understand and react to this awaken-
ing of consumer attitudes. As well as becoming increasingly 
aware of AI’s potential, organizations in every sector will start 
to understand and acknowledge how audiences could inter-
pret (or misinterpret) brands’ use of AI. This will be particu-
larly acute given that data is the lifeblood of AI; and consum-
ers are increasingly sensitive about the use of their data. 
That trend is not going to go away.

Given all this, in 2019 brands that use AI will need to work 
with the public to build trust and goodwill. They will need to 
be more active in considering the integrity of their algorithms 

(especially against accusations of racism, sexism and other 
forms of discrimination). They will also need to be able to 
defend the integrity of AI’s decision making.

Katie Paine
PR News Columnist 
CEO, Paine Publishing
AI will go a long way toward replacing the mea-
surement’s industry’s reliance on Boolean to 
determine what is captured and how it is ana-

lyzed. Up until now almost all media monitoring and analysis has 
relied almost entirely on Boolean searches, but AI now makes it 
possible to take those searches, add in historic data from human 
analysis and come up with much more accurate results.

ON AUGMENTED REALTIY AND VIRTUAL REALITY 

Erin Flior
Senior Director, Digital Communications 
Cystic Fibrosis Foundation 
Augmented Reality’s (AR) use for storytelling 
will explode. While there has been a lot of 
excitement around virtual reality (VR), the ac-

cessibility and real world use cases for AR make it the sure 
winner in the competition for the next communications tech 
breakthrough. The potential to show change over time or ex-
perience another place entirely, and to do so with your smart 
phone, opens the door to reaching new audiences and telling 
complicated stories in exciting and compelling ways.

Craig Greiwe
Head, Digital
Rogers & Cowan
Erin Flior (above) is right. AR will dominate. 
2018 was the year where the true picture 
of AR and VR came into focus—and while 

everyone has realized the long-term potential of VR, 2018 
made it clear that AR has far more immediate and long-
term potential for audience reach and revenue. 2019 will 
see smart companies lean into AR with authenticity and true 
commitment, more than just stickers and filters.

As the social universe continues to expand, the best com-
panies will learn how to cull the pack, focusing on platforms 

In PR News’ Social Media Guidebook, the challenges of planning, executing and 
measuring successful social media campaigns are met with eight chapters on 
everything from Snapchat to live streaming to blogging. 

Chapters include: 

Order your digital or print copy today:
prnewsonline.com/social-media-guidebook 29
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that provide the best opportunity for return, as well as to 
innovate with non-traditional platforms like Venmo, which pro-
vide an opportunity to stand out in the crowd.

Michael Lamp
SVP, Social & Digital Media
Hunter Public Relations
We all know that the oft-targeted millennial 
values experiences over things. And market-
ers have taken note, popping up with curated 

museums celebrating everything from ice cream  and pizza to 
candy and mermaids. Yes, mermaids. The general ‘reason to 
believe’ in these events is that they provide social currency in 
the form of a one-of-a-kind, IRL (ahem, in real life) experience, 
which attendees can–and do–turn into social fodder. But this 
tactic also runs the risk of disenfranchising audience mem-
bers who can’t hop on a plane to attend the museum of their 
dreams. In 2019, look for the tables to turn a bit on this 
tactic, with VR and AR integrations leading the way toward 
making these experiences more inclusive. 

ON CSR
Jon Sullivan
Director, Corporate Communications
Aflac
2018 was a year of trust and reputation defi-
cits. Coupled with the growing urgency that 
young consumers place on CSR, 2019 will be 
the year of prioritizing corporate reputation 

through advocacy. Just as Aflac has committed to putting an 
end to childhood cancer, PR practitioners will position execu-
tives as advocates, rather than simply executing traditional 
thought leadership. Driving reputation in a time when consum-
ers can and will test the authenticity of your company ‘good-
ness’ and adjust their purchasing habits accordingly, the abil-
ity to demonstrate genuine CSR credentials will be paramount. 

ON INFLUENCERS

Brian Fanzo
Influencer and CEO, iSocialFanz
Employees will become more of the face of 
brand social media accounts through em-
ployee takeovers, employee social videos 
and employee-created weekly content such 

as interview shows, podcasts and more.
 

Allison Fitzpatrick
Attorney, Partner, Davis & Gilbert LLP
Influencers will continue to reign in 2019, 
as marketers put even more dollars behind 
them. However, with great power comes 
great responsibility, which means the Fed-

eral Trade Commission (FTC) will be watching influencers 
more closely, especially those who make millions off en-

dorsements (watch yourself, Pewdiepie…). With great power 
also comes great visibility, so in the wake of #MeToo we can 
expect more marketers to include morals clauses in their 
influencer agreements.   

Another hunch: The FTC will not only be scrutinizing influ-
encers in 2019 but, as evidenced by its recent action against 
the PR agency Creaxion Corporation, it will be looking at 
all parties involved in deceptive influencer efforts, including 
the marketer, the agency, the publisher, and their respective 
owners, officers and directors in their individual capacities. 
The FTC will be particularly vigilant against what appears to 
be online reviews from ordinary consumers, but really is the 
work of employees of the marketer or its agency—or their 
family members.   

ON MEASUREMENT

Katie Paine
PR News Columnist and CEO, Paine Publishing
Communicators will be forced to use metrics to demon-
strate their influence on the bottom line or the mission 
of the organization. And they’ll need to tie their efforts to 
real value in dollars and cents. This demand will increase 
as we see more finance and risk departments measuring 
marketing and corporate communications. 

Fortunately, it’s not hard to do. There’s a growing cadre of 
organizations helping companies connect the dots between 
media (whether earned, owned or paid) and the bottom line 
(be it sales, revenue, profit, cost savings, donations, reduc-
tion in opposition or risk, or whatever the business reason 
is for PR’s existence). So if you aren’t on board with demon-
strating business results in 2019 you will be looking for a 
new job or new clients.  

Another prediction: clients will downplay the importance 
of measuring sentiment/tone since media is far too nuanced 
to be simply classified as positive, negative or neutral.  Com-
panies want to know how they are positioned on key issues, 
what themes dominate their media coverage and if they’re 
getting their messages across. AI will help do that.

Last, the hottest new job will be a measurement data ana-
lyst.  Organizations have learned that it’s easier to teach a 
data geek about PR than it is for a PR person to learn about 
math and data, so organizations are looking outside the usu-
al places for their next employees. 

 Michael Smart
Principal, SmartPR 
In 2019, media relations professionals 
will begin to be asked for more precise 
measurement. Not simply the number of 
monthly unique visitors to an outlet’s web 

site, but the number of visitors to the given article or post 
on the site that mention their organization. Vendors who at-
tempt to estimate this number will fine-tune their algorithms 
to the point they become reliable, while new vendors will 
emerge to deliver this number via partnerships with publish-
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ers. And eventually, PR teams stuck with lower-than-accept-
able impression counts will borrow tactics from their adver-
tising colleagues and actually use paid traffic methods to 
drive visits to their hard-won placements in credible outlets. 

Michael Lamp
SVP, Social & Digital Media
Hunter Public Relations
Every PR pro has grappled with the age-old question and 
exclaimed, “Wow, these impressions are great awareness 
for us, but how do they translate to sales?” As market-
ers continue to tighten their belts, we must get savvier 
in our ability to move the PR discipline further down the 
purchase funnel. One way to do this–and also assert PR’s 
role in digital marketing–is to unite earned and owned ef-
forts. For instance, if you’re representing a brand with a 
strong ecommerce opportunity, consider an influencer ap-
proach that marries the earned potential of a newsworthy 
personality with a brand’s owned platform, such as Insta-
gram. In addition to driving coverage for a limited-edition 
product the influencer may have helped to design, that 
PR-first content could drive thousands of clicks to online 
points of purchase, thereby attributing physical sales to an 
integrated PR/social tactic.

Johna Burke  
Global Managing Director
AMEC 
Data proliferation and provider consolida-
tion will continue. As integration advances 
and more communicators abandon the silo 

mentality, those who measure using the PESO model and 
the AMEC Integrated Framework to demonstrate business 
outcomes will see streamlined data sourcing and less data 
redundancy within their organizations. The movement away 
from cloud computing will signal the advance of edge com-
puting. This will accelerate data processing and response 
effectiveness. The speed this will occur will vary based on an 
organization’s stack and sophistication.

Measurement-focused organizations will decrease con-
tent volume and increase content quality. Authority will con-
tinue to outpace SEO in the attention economy, resulting in 
higher engagement and outcomes for brands that put quality 
over quantity. PEW indicates social data has a high consump-
tion rate; however, trust level is relatively low. This is likely 
related to evidence that bots promote almost two-thirds of 
links shared on Twitter. Trust plus social data access make 
it critical for organizations to work smarter online. 

Data access (i.e. dark data and APIs) is evolving. GDPR 
regulations limit how and what communicators can measure. 
These limitations on raw data will illuminate the value of at-
titudinal data. Communication teams that can find correla-
tions in attitudinal data and their stack will have greater in-
sight into customer preference and the effectiveness of their 
communication efforts.

ON DIGITAL MARKETING

Craig Greiwe
Head, Digital
Rogers & Cowan
Digital marketing efforts continue to grow exponentially, but 
this should be the year where we marry traditional and digital 
to greater results than either would have individually.  The 
two need to stop living separately, and instead operate as 
two halves of the same marketing coin. The goal is to reach 
audiences where and how they live their lives, no matter 
where that is, offline and online.

The biggest shift in the last 18 months is that the C-Suite 
finally has come to terms with the fact that its members 
know digital is important, even if they’re not sure what to 
do with it.  Some of the largest and highest profile CMOs 
of publicly traded companies have admitted even they were 
not fully aware of their digital agency relationships or digital 
marketing operations. Now, many in the C-Suite have realized 
they can’t just trust the “new kids on the block” to run digital 
for them, they need to build their own fluency, transparency, 
and accountability, just as they would with any other channel.

Clients and agencies have realized that digital is rife with 
opacity and hidden faults—and that can’t last. Transparen-
cy, accountability, and proper first-party data management 
are going to carry the day with the best companies and 
agencies.  Limited workarounds are already in place, but 
the best brands and agencies are thinking ahead to how 
to build infrastructure and client relationships that reflect 
the future of honest, open collaboration—setting trends in-
stead of resisting them. 

Dustin York
Director, Undergraduate Communications 
Program
Maryville University 
Direct messaging services will combat the 
noise. As a cheaper alternative for small 

businesses, direct messaging services offer a trendy oppor-
tunity to engage consumers while mitigating risk. Facebook 
and Instagram messenger combat the de-sensitization of 
multiple social media notifications to provide a more person-
alized delivery method. For example, if a social media user 
posts that she wants pizza, a direct message from a small 
pizza shop offering a discount provides a personalized touch 
and increases brand awareness.

Voice will engage consumers. As Amazon largely owns the 
market share of voice technology, it offers companies a free 
and low-hanging opportunity to engage consumers because 
of the ease of coding for audio advertisements and reduced 
competition from other retailers. Since audio is consumed in 
a variety of methods--smart speakers, music streaming and 
podcasts—it allows companies to deliver the same content 
wrapped in different channels, making it easier for the con-
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sumer to buy into the product and give loyalty to the brand. 
Personalizing audio content allows companies to bring their 
brand into consumers’ personal habits.

ON CRISIS
Gene Grabowski
Partner, kglobal
Crisis communications will continue to grow 
as part of all agencies’ practices and exper-
tise. This is one of the most lucrative and 
sought-after services among corporate cli-
ents and individuals alike. And, of course, 

crises will continue to be numerous and harder to manage 
because of social media and increasing stakeholder sensi-
tivities to public statements and actions on the part of celeb-
rities, athletes and corporations.

Kevin Elliott
Managing Partner/U.S. Director, 
Risk+Crisis Communication Practice 
Hill+Knowlton Strategies
As Gene Grabowski noted, social media con-
tinues to inflluence crisis. In fact social has 
become a ubiquitous force. One of the great 

gifts of that ubiquity is in the lifting of our expectations. The 
first trend that will have a growing effect on incident and cri-
sis management and response is related to those evolving 
expectations we have of leaders of public companies–direc-
tors in particular. Directors now will be included in the rising 
expectations we’re seeing the public has for civic and politi-
cal leaders. Those charged with crisis planning and mitiga-
tion will need to consider the complexity of involving directors 
in the communication that surrounds unexpected events.

TRUST DECLINE AND CRISIS

The next trend is related to the continuing decline in trust in 
traditional media. When you add the speed of social media 
to a growing contempt of traditional media, the challenge to 
communicators is all the greater. 

Organizations are going to have to develop the capacity to 
communicate more directly (and verifiably) with the audienc-
es they most need to reach when an incident erupts. We’ve 
seen the onset of some of this in the last year with the wild-
fires in California. I received four to six text messages daily 
from two local offices of emergency services on the Camp 
Fire’s progress. The information was not great, but okay. 
Importantly, it was timely and from sources that seemed to 
have real insight into a chaotic situation.

Most of the companies I work with aren’t yet ready to fully 
engage their directors and they aren’t really yet able to do 
one-to-one communication in the worst of times. But this is 
where we’re heading. Those who get there first will be ahead 
of the curve.

Deborah Brown
CMO/Partner
Peppercomm
Two-thirds of CCOs and CMOs are unpre-
pared to deal with a societal crisis, recent re-
search shows. I think a few more companies 
may proactively prepare in 2019, but few will 

actually have stress-tested their protocols and processes, 
leaving them incredibly vulnerable. After all, what good is a 
crisis plan if it’s not tested? 

Following on from what Kevin Elliott just said, we will see 
more board directors, chief risk officers, chief legal officers 
and other high-level corporate executives start to include so-
cietal crisis preparedness as part of their job description and 
fiduciary responsibility. I hope I’m correct. Omitting these C-
Suite members s could result in unnecessary, disastrous 
consequences.

Next, we will see a dramatic increase in employee activ-
ism, as a result of societal issues. It is clear employees 
understand the strength their collective voices and actions 
are having on their organizations. 62 percent of employees 
expect their employer to take a stand on important issues, 
according to a Glassdoor survey. I wouldn’t be surprised if 
this increases in 2019. As a result, organizations need to be 
prepared to avoid being blindsided. 

ON PR AGENCIES 

Craig Greiwe
Head, Digital
Rogers & Cowan
Increasingly, major corporations are consolidating operations 
with single agencies, but insisting that those agencies pro-
vide cross-functional teams regardless of individual company 
boundaries. Brands want the best team. It doesn’t matter 
how small or large the account. Real marketing demands in-
novation and expertise in consumer engagement, no matter 
where consumers live their lives or how we reach them.
 
Gene Grabowski
Partner, kglobal
Corporate and organization spending on PR will rise vs 2019, 
but increasingly it will be broken into individual projects, each 
with a budget and specified timelines that are shorter than 
one year. Long-term PR contracts will be harder to come by 
for agencies of all sizes.

Mid-sized agencies that are nimble and whose fees are 
relatively modest will continue to prosper at the expense of 
larger agencies. The largest firms will struggle to maintain 
profit margins better than 10 percent and will be looking to 
cut costs through layoffs, office-sharing arrangements and 
open-office environments.

There likely will be more consolidation as larger firms 
seek to grow by acquiring mid-size and small firms. 

Continued from page 7 
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ON FINANCIAL DEALS 

Rick Gould,  CPA, J.D.
Managing Partner
Gould+Partners

Several PR M&A trends will drive an increase 
in deals in 2019 to address the disruptive 
impact of digital and data analytics.  Aging 

baby boomers and Gen X’ers who own firms are ripe to sell 
to get the larger infrastructure, technologies, systems and 
financial resources to serve client appetites for integrated 
traditional and digital services. The bigger-is-better model 
provides the necessary investment capital, while maximizing 
profitability and building value. 

The number of deals is less important than the number of 
quality deals. Small bolt-on or acqui-hire deals will continue 
in 2019, though. We’re also seeing millennial owners with a 
build-to-sell strategy; they want to sell by the time they are 40 
years old. They seek funds to achieve other life goals or take 
on bigger challenges with a larger firm. In 2019, buyers will be 
much more focused on assessing the human capital of target 
firms and ensuring that they retain top talent post-acquisition.  

ON CONTENT

Erin Flior
Senior Director, Digital Communications 
Cystic Fibrosis Foundation 
What’s tried is true. In an increasingly crowded digital land-
scape where pay-to-play has become a necessity for content 
being seen at all, earned media will see increased promi-
nence in the communications toolbox. 2019 will be a year of 
striking a more thoughtful balance between digital priorities 
and earned opportunities. 

USER-GENERATED CONTENT AND INFLUENCERS

User-generated content and brand evangelists will cement 
the power of brand authenticity. Brands have been leveraging 
paid brand ambassadors for years, but in the wake of social 
platforms ever de-prioritization of brand content in favor of 
individual users, the ability to inspire user-generated content 
and brand evangelism will enable the next group of beloved 
and influential brands, organizations and movements to 
stand out from their competitors.
 
Brian Fanzo
Influencer and CEO, iSocialFanz
Episodic content will be the focus in 2019. It’s no longer 
about creating content for content’s sake, rather the point 
is to create content that has a strategic focus and a certain 
number of episodes. This allows the creator to manage ex-
pectations and create consistency with the audience.

ON MEDIA RELATIONS

Michael Smart
Principal, Michael SmartPR
In 2019, media relations pros will be forced to expand their 
definition of media to include any outlet that has the trust 
and attention of a key audience. An over-reliance on tradi-
tional media will prove futile, as there are now six PR pros 
for every journalist. Savvy pros will be turning to such un-
orthodox outlets as association newsletters, other compa-
nies’ content marketing output, and consultants’ podcasts 
yet achieving greater impact. They will also improve results 
by zeroing in on the new digital-only outlets that are laser-
focused on narrow audience segments than most pros are 
used to targeting.

Michael Lewellen, APR
VP, Corporate Communications
Portland Trail Blazers and Rose Quarter
In 2019, we will continue to see the rise of 
verifiable social media posts – particularly 
Twitter and Instagram feeds – as an impact-
ful means for corporate announcements to 

the public and media.  The traditional media release isn’t 
dead yet (thankfully), but it can no longer serve as the stand-
alone announcement method to generate earned media 
coverage.  Journalists face intense pressure from editorial 
leadership to create blog content every day.  For that reason, 
providing key media contacts with a steady diet of legitimate 
content, even if not necessarily media release-worthy, could 
win friends around the newsroom.

ON HEALTH CARE COMMUNICATIONS

Gil Bashe
Managing Partner, Global Health 
Finn Partners
Pharma companies, payers and providers 
will work to lower the barriers to greater use 
of digital therapy. The first step is building 
a wall separating FDA-approved digital com-

panion therapeutics from 400,000 easy-to-download-and-
forget, feel-good medical apps. Once physicians increase the 
use of FDA-approved digital therapies, more digital compa-
nies will go the FDA approval route. 

In a world where value and outcomes dominate, more 
companies will tap tech to improve patient health and se-
cure reimbursement. Tech PR firms either will become health-
savvy fast, or see this business shift to agencies with solid 
tech-health chops. 

Hospital PR soon will get a reboot, especially community 
hospital systems that will become smart-tech ready.  In fact, 
everything in medicine will need to be smart-tech ready.  

Patients will no longer be tethered to wires and monitors 
that sound alarms. Wireless sensors alerting house staff to 
medical urgencies and offering quick diagnoses will replace 

Continued on page 10 
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today’s furnishings. These get-smart hospitals will suddenly 
compete with slow-to-move medical centers. Communicators 
will need to show how innovative hospitals provide everything 
from great staff to hi-tech décor.

ON PR EDUCATION

Larry Parnell
Associate Professor/Program Director
Master’s in Strategic Public Relations  
The George Washington University 
We’ll see PR education moving to the more 
practical and applied side of the ledger vs. 

solely concentrating on mass communications and theory. 
While theory and mass communications remain essential 
building blocks–and should be reinforced and underlined in 
a graduate program–students with a classroom-only perspec-
tive on how PR/Public Affairs is practiced will be behind those 
who’ve had exposure to professionals in a brand, agency or 
non-profit setting. 

I’d like to see students at all levels be taught to be more 
strategic in their approach to communications planning and 
execution. This should entail an understanding of the ba-
sics of business, including finance and government/politics. 
These are key stakeholders that influence companies, clients 
and/or causes daily. A 360-degree frame of reference is es-
sential to be effective and succeed as a strategic advisor 
over time. 

Anthony D’Angelo
Chair, PRSA 
Professor of Practice, Syracuse University
Newhouse School of Public Communications
As we know, PR professionals must be able to construct or-
ganizational narratives that engage audiences. I think 2019 
will see academic programs accelerate their emphasis on 
strengthening narratives through video, and on bolstering re-
sults by applying social analytics to effectively plan, direct, 
monitor and evaluate the commmunicator’s work.  

ON STRATEGIC COMMUNICATIONS

Robert Hastings
CCO/Chief of Staff
Bell 
We’ll see continued convergence of various 
communications disciplines into strategic 
communications functions that help win 

business, shape the environment, influence attitudes and 
behaviors and, most important, the actions of customers 
and stakeholders.  The disciplines of marketing, advertising, 
PR, and government relations, among others, will integrate 
into new multifunctional teams that synchronize the organi-
zation’s messaging–its words, actions, and imagery– to ac-
complish its strategic goals. PR pros are the best prepared 
to lead these new functions.

ON DIVERSITY
Rosemary Mercedes
CCO, Univision
Behind the headlines of divisive politics, 
mass migration and worldwide tensions, are 
people who fundamentally want to be seen 
and heard. The rising generation is not ac-
cepting their parents’ cultural norms. 

Whether looking at the #MeToo Movement, which has 
cost hundreds of male CEOs their jobs (with women replacing 
nearly half of them); or the 2018 midterm elections, which 
paved the way for a record 42 Hispanic members to enter the 
116th Congress in 2019; or calls from leading marketers, 
who in 2018 bravely and plainly stated, “If you are not doing 
multicultural marketing, you are not doing marketing;” the 
conversation on diversity and culture has arrived as a strate-
gic opportunity for communicators and marketers. 

If 2018 underscored the importance of diversity in nearly ev-
ery aspect of our society, then 2019 will continue to challenge 
brands, agencies and corporations to expand the focus from di-
versity to inclusion and a new emphasis on celebrating culture. 

I suspect leading global brands will continue to use their 
leverage and size to demand nothing less because they see 
the power of diversity, inclusion and culture in driving engage-
ment. As the storytellers in our society, communicators can 
play a pivotal role in evolving the diversity conversation and 
expand the aperture where more consumers can be seen 
and heard in our work in authentic celebration of culture.

Sharon Fenster
President, PRSA-NY

I agree with what Rosemary Mercedes said 
above. In 2019 I see the trend toward brands 
mandating greater diversity and inclusion 
on their PR teams growing.  RFPs increas-

ingly will require demonstration of robust diversity from PR 
firms as some brands create products that appeal to diverse 
groups. As a result there will be increased pressure for di-
verse PR talent. Brands will be shifting their view of diversity 
and inclusion to serve customers as well as talent.

With the rise of the #MeToo Movement, more men will be 
encouraged to become agents of change in PR. Up until now, 
the focus was on compensation and gender parity in PR’s C-
Suite. In 2019, men will be urged to become proactive men-
tors of women.  

CONTACTS: www.isocialfanz.com afitzpatrick@dglaw.com rick@
gould-partners.com anthony.dangelo@prsa.org sharonfen-
ster@gmail.com lparnell@email.gwu.edu george@circaedu. 
gene.grabowski@kglobal.com sdewaal@rogersandcowan.com 
shelcie.kalinowski@hkstrategies.com michael@michaelsmart-
pr.com dbrown@peppercomm.com kiley.ribordy@walkersands. 
abowins@theesa.com rmercedes@univision.net com michael.
lewellen@trailblazers.com rhastings@bellflight.com brianp@
oceanaero.us
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Establishing Trust, Breaking Through the Noise 
Among Communicators’ Top Challenges for 2019
Many communicators woke Nov. 28 to accounts of the black 
box’s insights into the horrific final minutes of Lion Air flight 
610. The aircraft plunged into the Java Sea last month, kill-
ing all 189 people on board. 

Preliminary reports say the accident was caused when 
sensors sent incorrect data to a new flight control system 
inside the Boeing 737 Max 8, a new aircraft. The black box 
revealed pilots tried to override the system repeatedly.

Similar to other aviation disasters, this also is a PR and 
reputation story. Boeing denies allegations that Lion Air’s pi-
lots were unaware of how to handle the new system. Yet 
unions representing pilots for several airlines, including 
American, Southwest and United, allege their members 
haven’t been told much about the new system. In addition 
it’s said Boeing failed to tell prospective customers about 
the need to train pilots on the new system. Boeing now is 
sending representatives to airlines for education sessions. 
It also is alleged that Boeing had concerns about the 737’s 
safety, but stayed quiet. 

Boeing CEO Dennis Muilenburg seems to be following 
good crisis-management protocol. He’s been visible, denying 
the allegations in public. 

Early on, finger pointing is central to aviation disasters. What 
communicators will watch is how Boeing’s reputation will fare 
when safety investigations are finalized. Will Boeing be yet an-
other brand that covered up bad news? 

HONESTY IS SUCH A LONELY WORD
We certainly hope not, yet 2018’s headlines were rife with 
such situations. From the recent allegations concerning Face-
book and Russian interference to reports during the summer 
that Google waited months to admit Google+ suffered a seri-
ous data breach. Nike enjoyed its Colin Kaepernick campaign, 
yet sexual harassment and prejudice marred its 2018; the 
brand said almost nothing about this, though. Several #MeToo 
cases involved brands being opaque.  

In a year where truth, or its absence, seemed to dominate 
PR headlines, it’s not surprising several communicators we 
spoke with for this roundtable mentioned integrity and transpar-
ency. Another dominant theme was the perennial How do you 
break through the clutter so your message can be heard?   

The question for this final 2018 roundtable was: “What do 
you think will be the most difficult challenge for communica-
tors in 2019?”

Anne Cowan
CCO
CTAM

I believe the toughest communications chal-
lenge in 2019 will stem from increased in-
tensity of the current, informed public trust 

crisis--manifested by the public’s lack of confidence in what 

defines truth.  This will demand an unwavering commitment to 
integrity, transparency and authenticity from communicators 
the brands and organizations they represent.  If we’re to win 
back the trust and respect of the public, stakeholders and 
customers, we have to prove our trust and respect of them.     

Rob Stoddard
SVP, Industry & Association Affairs
NCTA – The Internet & Television Association

Anne Cowan is right. Trust, fundamentally, will 
be the greatest challenge for communicators. 

Earlier this year, the Edelman Trust Barometer found a “world 
of seemingly stagnant distrust” of business, government, me-
dia, and non-governmental organizations. Mid-term election 
results portray a nation polarized along political, cultural, and 
philosophical lines. As communicators, our challenges will be 
to reach across those barriers in representing our brands and 
organizations, and to conduct ourselves with the highest degree 
of integrity, civility, and ethics. We should follow our better an-
gels and defy the impulse to descend into the take-no-prisoners 
approach to communications and messaging that’s shaping 
much of today’s political, business, and cultural discourse.

Chris Loder
VP, External Communications 
Bayer Corp.

Given all of the noise, distortion and vitriol 
these days, the biggest challenge for com-
municators is to ensure your honest, truthful 

and factual messages are heard in the marketplace. Audi-
ences are inundated with information that is often contradic-
tory and inaccurate. Communicators today must rise to this 
challenge by guiding audiences to the evidence they need to 
make an informed decision. And in this wild, wild west envi-
ronment, communicators must act like Gary Cooper in “High 
Noon.” When all others abandon you, stand like a rock, do 
your duty and engage with your critics.  

Chris LaPlaca,
SVP, Communications 
ESPN

There’s so much noise in the system these 
days and there’s a very good chance there 
will be be more in 2019.  Communicators 

will need to find creative, impactful ways to deliver fact-based 
clarity to the right audiences, at the right time, through the 
right channels.  Our jobs are not easy, and they’re getting 
harder, but that’s okay…nothing worth doing is ever easy.  
The world is evolving fast.  We need to evolve faster.

ROUNDTABLE
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Linda Rutherford
SVP/CCO 
Southwest Airlines

Among the top challenges for communica-
tors in 2019 will be the task of helping their 
organizations navigate an increasingly polar-

ized world. This undertaking will include work such as clarify-
ing purpose, understanding and articulating the organization’s 
true north, guiding the organization through potentially difficult 
political and social issues, and recommending whether, when 
and how an organization might engage. Nothing is without risk, 
and communications leaders will be asked to quickly synthe-
size situations and recommend actions (or not).

Brad Ross
Executive Director, Corporate Communications 
Toronto Transit Commission

A free press isn’t just an American construct; 
it has been alive and well in Canada since our 
nation’s birth. But as the saying goes, when 

America sneezes, Canada gets pneumonia. With this in mind, 
communicators here must be attuned to charges of fake news 
and the media as the enemy of the people that are leveled daily 
when reporters, who are doing their jobs, challenge government 
officials. When senior officials from the U.S. government – the 
leader of the free world, after all – routinely attack the press, we 
need to be on guard against those who borrow from this play-
book in their attempt to delegitimize the media.

If we fail to respect and protect a free press that makes 
inquiries of us, we will have failed ourselves, our profession 
and those who employ us. We must work to inoculate this 
manufactured war on the media in 2019.

Marco Antonio Gonzalez
VP, PR & Corporate Affairs
LBI Media/EstrellaTV

I think that the continued rise of bloggers 
and social media influencers as the new 
story tellers will continue to be a major chal-

lenge for communicators across the board and in all indus-
tries. Learning to discern who are the authentic and relevant 
influencers in your field, I believe, will be a heavy burden 
on PR practitioners moving forward. It will continue to be a 
steady and long learning curve for most of us.

Nikki Festa 
SVP
PAN Communications

In 2019, communicators will struggle to break 
through the noise as large corporations contin-
ue to dominate headlines. Big brands like Uber, 

Airbnb and Slack will make critical advancements that start to 
give mega-brands such as Amazon and Google a run for their 

money. Journalists, however, will lack the bandwidth to cover sto-
ries from emerging brands as they battle media saturation from 
major IPOs, acquisitions and other market news.

This will force communicators to pay increased attention to 
employer branding in extremely competitive markets. As brands 
continue to vie for top talent, communications departments will 
play a role in promoting a company’s culture as a way of differ-
entiating itself from the competition. Customers and potential 
employees will start to develop holistic views of a brand when it 
comes time for decision-making and they will demand top-notch 
experiences that surpass previous expectations.”

Barbara Cosio Moreno
Executive Director, Communications 
& Outreach
San Diego Convention Center Corporation

The toughest challenge for communicators in 
the coming year will revolve around authenticity. There is a 
lot of mistrust out there. Between attacks on the media and  
distrust of information on social, PR pros find themselves in 
uncharted territory. We are creators and trusted advisors at 
our organizations and brands. But how can we market and 
promote the brand and its purpose in this era? 

Reframing conversations through revised purpose state-
ments and core values is one way several brands and organi-
zations are attacking the situation. If you can make decisions 
that align with such values as integrity and accountability, 
both as an organization and as leaders, then that’s half the 
battle. At our shop we also are going out into the commu-
nity and actually talking to people. The hope is this will build 
new relationships. We volunteer and host events such as 
job fairs; public tours are offered. These activities allow for 
greater personal connections and genuine experiences.

Ken Peterson
Senior Communications Strategist
Monterey Bay Aquarium

It’s always a challenge to cut through the 
clutter, especially in today’s 24-hour news cy-
cle, and with so many high-profile individuals 

on social media. In 2019, it will be more critically important 
to communicate your most strategically vital messages to 
the audiences that matter most. When bright, shiny objects 
distract everyone else, you have to stay focused – keep get-
ting the same message out, over and over again. At Monterey 
Bay Aquarium, we think in terms of narrative arcs that lead to 
the change we want to see in the world – whether it’s encour-
aging folks to visit us, or to support action that protects the 
health of the ocean. 

CONTACTS: anne@ctam.com rstoddard@ncta.com christo-
pher.loder@bayer.com Linda.Rutherford@wnco.com Chris.La-
Placa@espn.com KPeterson@mbayaq.org Barbara.Moreno@
visitsandiego.com  magonzalez@lbimedia.com athon@pan-
comm.com Brad.Ross@ttc.ca
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Why You are Paying Too Much for Your 
Media Monitoring and Reporting 
In last month’s PR News edition on measurement the special 
roundtable on measurement included a question about how 
communicators can hold a measurement vendor’s feet to the 
fire. This is an issue that has occupied too much of my time 
over the years.  But I believed in measurement too much to 
give up. I ended up doing an exhaustive search for a vendor 
who could provide insights, not just data.  

Katie Paine seemed to share my frustration and respond-
ed to PR News’ question: “If you’re not getting insights from 
reports, which often is the case when there are complaints, 
I’d sit down with the vendor or consultant and go through ev-
ery single chart and page in the report and say, ‘So what?’” 

At first, my frustration led me to bring the service in-
house. A do-it-yourself solution. I soon discovered that I was 
not any happier with the results and worse, I was contribut-
ing to the destruction of shareholder value.  I consulted my 
peers on their approaches to see how they got results and 
added value.

I surveyed nearly 400 Arthur Page members and they 
said on average they use two to three suppliers for monitor-
ing and measuring earned and social media. Some use as 
many as five.

Some departments tended to use a combination of sup-
pliers. Others had their PR agencies prepare the reports.  
Several trusted external specialists with all of the tasks, in-
cluding the daily clips. The most popular approach was to use 
software, with in-house staff handlign the analytics.  Which 
approach provided the best insights and was cost-effective?  
The results might surprise you.

WHY BRING IT IN HOUSE? 
Many heads of corporate communications say they can’t af-
ford a media measurement analytics firm because they are 
too expensive.  After doing some back-of-the-napkin math, we 
can see that you could be paying more doing it yourself than 
what the full-service analytics firms charge.

The daily clips are a good place to start doing the math.  
If you are media scanning in-house, you are going to be pay-
ing a coordinator to prepare a package of clips combining 
results from media scanning services such as Factiva, Sprin-
klr, and TVEyes. That coordinator’s time on this work costs 
about $1,250 a month (assuming 30 percent of the person’s 
day at an annual salary of $50,000). The scanning services 
cost about $5,000 per month, depending upon how many 
licenses you need.

ANALYTICS
The clips are just a compendium of the news. Let’s look 
at analytics. For those firms that do it in-house they are 
paying an analyst about $1,750 per month (based on 
the same formula for the coordinator on a base salary of 
$70,000).  

For the sake of argument, we 
will assume that this analyst has 
a license to access the same 
media scanning services as the daily clip coordinator. In 
some cases, the analyst also has another supplier because 
some media software lacks comprehensive TV or radio cover-
age, so you can add another $2,000 per month. That analyst 
then uses software to create analytics reports.

OVERHEAD COSTS
The total so far is $10,000 a month for clips and analytics. 
These figures exclude costs for office space, equipment, ben-
efits etc. for two employees, which add an additional 30 per-
cent.  Nor does it include your personal time (and distraction) 
to manage the monitoring, analytics and reporting process 
on an ongoing basis.

The time spent on this work is contingent on whether the 
data provided from the service companies is clean.  In my 
experience the data is consistently dirty and requires sub-
stantial cleaning to be useful.  While I am not adding this 
extra time into the analyst spending 30 percent of their day, 
in some cases it will be more, not less.

SILOS
Here’s where it can get even worse.  I have seen multiple de-
partments within the same company using the same service 
supplier.  Factiva or Lexus Nexus provide a valuable service 
not just for media monitoring but for research and accessing 
content that is behind pay walls.  

It is not surprising to find subscriptions in the research 
department, strategy, or legal to name a few.  Those depart-
ments together could be ringing up $15,000 a month for 
their media scanning needs...a need that the corporate com-
munications department could meet since it is already pay-
ing for the service.

A MEASUREMENT FIRM IS UNAFFORDABLE
Let’s go back to those who say they can’t afford a media 
measurement and analytics firm.  Some will point to the 
price tag, which is not uncommon to find costing $12,000 
per month, which is less than our in-house example.

But let’s look at those costs.  If this full-service firm is worth 
its price, it should have multiple media data sources to ensure 
you have the best, most comprehensive data pool.  That re-
quires at least two online and print earned media sources, 
two broadcast media sources and at least two social media 
sources.  That is worth $10,000 per month right there. 

DAILY CLIPS
Some media measurement and analytics firms also provide 
daily clips, which in-house firms are paying someone $1,250 
per month to handle.  Now we have a difference of just $750 

MEASUREMENT
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Happy New Year: A Majority of Executives Feel 
Their Companies are Unprepared for Future Risks
Here’s a sobering thought as we approach 2019: Just 4 in 10 
Fortune 1000 executives feel confident that their companies 
are “very prepared” to manage the risk and disruption that 
they inevitably will face, be it from the rise 
of disruptive and unexpected rivals in the 
market to political upheavals. 

This was one of the findings from re-
search APCO Worldwide conducted in Sep-
tember of this year with 520 Fortune 1000 
leaders in the U.S. 

A PARTNERSHIP
APCO’s response to the research was to 
eventually form a partnership with three 
other PR firms to launch a program aimed 
at creating agile brands and organizations. 
The thinking is that with agility comes the 
ability to react to rapid change.  

APCO says its research shows the most 
agile firms felt more confident about facing 
change.

The announcement of the partnership 
came in mid October. The rather unsettling 
data behind the decision of APCO and the other firms is un-
veiled in this chart as an exclusive to PR News readers. 

The three companies, called “consultancies in the Oct. 
17announcement, joining APCO in the venture are: Gagen 

MacDonald, Oxford Analytica and the Boswell Group. 
In addition to the partnership and in concert with the re-

search, APCO developed a tool to measure brands’ agility. 
Called the APCO Agility Indicator, it 

scores firms’ agility based on three dimen-
sions of active leadership, enterprising 
culture and shared advocacy. There are 14 
subsets within those areas, Evan Kraus, 
APCO’s president, says in an interview. 
Only APCO will operate the Agility Indicator, 
Kraus tells us.

He also says the use of the word “con-
sultancies” in the release was intentional, 
“as was the decision to engage partners 
who don’t necessarily reflect the traditional 
PR skillset.” 

Clients, he says, “want solutions, not 
tactics, and...solutions that impact the 
bottom line. Corporate agility delivers this, 
and our ability to enhance agility requires 
us to do things...outside the traditional 
purview of PR.” 

In addition to agility, a company’s curi-
osity with external events is a key to predicting its ability to 
withstand future disruptions, APCO says.    

CONTACT: adeangelo@apcoworldwide.com

MANAGING CHANGE

per month between an in-house solution and the full-service 
firm. This does not include any duplication of service provid-
ers, which with just one other department duplicating con-
tracts will put you at $15,000 a month, $3,000 above the 
boutique firm.  

And it doesn’t include employee benefits etc., so it is fair 
to say that you are now paying more to have the service in-
house than having a full-service supplier do it for you.

A QUESTION OF QUALITY
Now let’s look at the quality of the analytics. In-house ana-
lysts are spread thin because they tend to serve not just 
corporate communications but marketing and other depart-
ments.  This can result in their expertise in media measure-
ment not being as cutting edge as a boutique firm that fo-
cuses only on media analytics.

Analytics firms where media measurement is their bread 
and butter tend to constantly evolve and innovate; they must 
do so to stay competitive.  They also tend to have economies 
of scale so they can continue to develop their specialized 

talent and technology.
The nut we are trying to crack is how do we get compre-

hensive scanning, clean data, daily clip reports, results that 
aren’t derived from questionable practices such as “digital 
fingerprints,” consistent reporting and actionable insights?  
And all of this at the best price point.

DOING THE MATH
I was always an advocate for doing the work in-house until 
I started doing the math. From a qualitative perspective, my 
frequent request for proposals from suppliers showed me 
how the best-in-class specialists were increasingly more ef-
fective than my own analyst’s cost and capabilities.  

Adding everything together, you are paying too much for 
an in-house solution. You may still have to hold your sup-
plier’s feet to the fire, but the good ones can take the heat 
and deliver.

CONTACT: graeme.harris61@gmail.com

Corporate Executives And 
Their Concerns For The Future
§ 34% felt very prepared to handle 

the challenging global regulatory 
environment

§ 23% felt very prepared to respond to 
consumers’ growing expectations for 
companies to respond to social issues

§ 22% felt very prepared to handle a 
negative event about their company 
on social media

§ 18% felt very prepared to recruit and 
retain the best talent in their industry

§ 14% felt very prepared to respond 
to geopolitical threats and political 
uncertainty

SOURCE: APCO Worldwide  
(500 Fortune 1000 executives, Sept. 2018)
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Five Tips to Get Your Pitch Covered in 
Major Media
[Editor’s Note: How many times has leadership asked you to 
get a mention or a feature about your brand in the NY Times 
or the Wall Street Journal? Frederik Bjørndal, who leads cor-
porate press in North America and Europe for Novozymes, a 
Denmark-based bio solutions company, has delivered on that 
ask. Earlier this year the NY Times mentioned Novozymes’ 
technology on page 1; later it was featured in the Sunday 
magazine. We asked him how he’s helped get Novozymes’ 
narrative coverage in the Times, the Atlantic, Forbes, For-
tune and National Geographic, among other major media.]

YOU MUST HAVE SOMETHING RELEVANT TO TELL 
When I talk to journalists and see the pitches they receive I 
am blown away by how often what they are sent is off, com-
pletely off, not even close to their beat. 

Journalists need compelling ideas relevant to their beat 
to make their stories stronger and busy lives easier. If, for 
whatever reason, you don’t have that, then don’t pitch. 

A pitch offering nothing to the journalist is noise; it will 
only make the hill you have to climb steeper. Your profile may 
get marked as spam and the journalist will never again see 
your messages. Ask: Is what I’m offering relevant? Is it news-
worthy? Exclusive? Does it have angles? Can I offer good vi-
suals and pointed messages? Do I have executives who can 
deliver those messages? Think in terms of headlines – and, 
crucially, does my pitch carry a good one? 

START SPECIALIZED, ACHIEVE SPILLOVER 
Everyone wants to make it into the New York Times or Wall 
St Journal. Although such ambitions are great, they are a tall 
order, particularly if you are a small operation and just start-
ing to build a profile.

The media landscape is changing. Specialized, digital-only 
publications are emerging and some of them are influential, 
particularly with major media reporters on specialized beats. 
So, consider aiming at specialized pubs. It might be easier to 
get through and could be more straightforward for you to craft 
ideas that resonate with specialized trade media.

Profiles in specialized media can help get you into big-
ger publications. Journalists may recognize your company’s 
name. They might even get story ideas from what they’ve 
read in these pubs. Remember, though, point 1 still applies.

UNDERSTAND HOW JOURNALISTS WORK
You are busy. So are journalists. We all know stories of jour-
nalists receiving perhaps 300 pitches a day. I’ve seen those 
bombarded inboxes. 

And journalists need to deliver more with less. They also 
need to deliver almost continuously, while being responsible 
for providing photos, hosting podcasts and gathering video 
to support their stories.This is the landscape you’re facing. 

If you want to have a shot against that backdrop, you must 

prioritize quality in your pitch and 
keep it concise. A tip: Once you 
have carefully crafted your com-
pelling, newsworthy pitch cut it by half. If the pitch flies, you 
can add details later.

BELIEVE IN YOUR PITCH – OR KILL IT
If you have an idea and craft a pitch from it, but don’t really 
think it will fly, stop. If you are lukewarm while crafting it there 
is almost a 100% chance that your pitch will never resonate 
with a journalist.

Take product pitches, for example. If you are pitching a 
new product, but are unable to offer much else – numbers, 
quirky takes, consumer angles – then reconsider how you 
are pitching. Tell people at your company that you need more 
meat on the bone to succeed with this pitch.

NEVER GIVE UP IF YOU HAVE THE GOLDEN PITCH 
If you believe in your pitch, then by all means fire away.

Successful pitching often is about striking that very del-
icate balance between being on your front foot while also 
knowing when to hold back.

Some of my most successful pitches came from not giv-
ing up on what I believed were very strong pitches, despite a 
complete lack of response for a long time.

A section front page in The Wall Street Journal came from 
calling a journalist who I felt strongly was the right match for 
the pitch. Indeed, she had seen the pitch, but was so busy 
she hadn’t had a chance to react to it. She appreciated my 
persistence. Two weeks later, a substantial article published, 
including in print, online, and as the subject of a podcast.

SOMETIMES EVEN THE BEST PITCH DOESN’T FLY 
Thousands of brilliant pitches never make it into coverage. 
The amount of incredible stories greatly outnumbers the 
means through which to tell them – even with an increase 
in specialized media. That is one of the reasons why some 
brands are creating news platforms.

Don’t over-speculate as to why your pitch never flew.
We’re in a fast-moving, sometimes momentary, business. 

Perhaps you hit the journalist with your idea while she was 
having coffee – and came back to 25 new messages. As she 
was already busy with stories, she decided to just delete 
those messages altogether.

Know that if you had a strong idea, even without response, 
your pitch almost certainly left a mental note with the journal-
ist that here is a PR pro providing interesting perspectives 
on behalf of a newsworthy brand.  Your journey going forward 
will become easier – and you will have slightly less of that 
mountain to climb.

CONTACT: TFBH@novozymes.com

CHECK LIST

prnewsonline.com  •  December 2018

BY FREDERIK BJØRNDAL, HEAD, CORPORATE PRESS, N. AMERICA, EUROPE, NOVOZYMES 



prnewsonline.com  •  December 201816

TAKEAWAYS

Takeaways from 2019 Predictions and a Special 
Note About PR News’ Crisis Summit in February
In each edition of PR News we highlight takeaways from se-
lect articles as well as important additions to the PR News 
Resources Center, available to paid subscribers at: http:// 
www.prnewsonline.com/subscriber-resources/

You can also access the Center by clicking “Resource 
Center” at the top, middle of the prnewsonline.com home 
page. To get ready for our Crisis Summit in Miami (see be-
low), head to the Resource Center for a wealth of documents 
about crisis management. 

SELECT TAKEAWAYS
 u Social Media (pp 1-3): While some brands and organiza-

tions continue to balk at initiating social media market-
ing, one measure of its popularity—its U.S. and global 
dominance in Google searches for the term—makes 
such a strategy seem unwise.

 u Predictions (pp. 4-10): Communicators will be forced 
to use metrics to demonstrate their influence on the 
bottom line or their organization’s mission. They’ll 
need to tie efforts to real value in dollars and cents.

 u Organizations are going to have to develop the capacity 
to communicate more directly (and verifiably) with the 
audiences they most need to reach when an incident or 
PR crisis erupts.

 u Trust and authenticity will continue to be critical to 
brands attempting so they can forge ties with their target 
audiences and get their messages heard. Regaining the 
public’s trust will be one of the communicator’s most 
pressing challenges in 2019, along with cutting through 
the clutter to get your narrative heard (see Roundtable, 

pages 11-12).  
 u Influencers will continue to be important to brands, yet 

the FTC will not only be scrutinizing influencers in 2019 
but, as evidenced by its recent action against the PR 
agency Creaxion Corporation, it will be looking at all par-
ties involved in deceptive influencer efforts, including the 
marketer, the agency, the publisher, and their respective 
owners. It will be especially vigilant with online testimoni-
als that appear to come from ordinary citizens. 

 u The ethics surrounding AI will be a trending topic in 2019 
as brands, educators and politicians grapple with the 
right way to communicate its implications to the public.

 u AR will dominate tech-based storytelling, with brands 
touting their ability to provide inclusive experiences to 
fans who might not be able to travel to physical venues.  

 u Managing Change (p.14): A significant majority of For-
tune 1000 executives (60%) feel insecure about their 
companies’ ability to face disruptive change. Four PR 
consultancies formed a partnership to promote agile and 
curious corporations, which they say fare much better 
when changes hit.   

Editor’s Note: Don’t miss the final subscriber call of 2018 
on Dec. 12 at 1:30pm ET. Hill + Knowlton Strategies’ crisis 
guru and SVP Kevin Elliott will be our guest. He’ll talk crisis 
and take your questions. It’s one of the benefits of being a PR 
News subscriber, along with 33% discounts on all PR News 
events, including the Feb. 27-28 Crisis Management Sum-
mit in Miami Beach, FL. For more information: https://www.
prnewsonline.com/go/2019-crisis-management-summit/ 

9211 Corporate Blvd.
4th Floor
Rockville, MD 20850-3245
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WE’VE GOT YOU (CRISIS) COVERED:
• Social Media

• Media Relations

• Risk Communications

• Measurement

• Crisis Plans & Dashboards

• Your Cross-Departmental Crisis Team

• The Crisis Tool Box

• Case Studies

Top minds in crisis management will come together from these brands and more:

REGISTER TODAY AT BIT.LY/CRISIS-SUMMIT2019
QUESTIONS? CONTACT MEGAN SIGG AT MSIGG@ACCESSINTEL.COM

The conference for forward-thinking communications leaders. 
Hosted by the leading brand for communicators, PR News, the Crisis Management Summit will 
be held on February 27-28, 2019 in Miami, FL. This is your graduate course in managing your 
organization’s brand and reputation in a time of crisis and 
a unique opportunity to connect with like-minded peers. 
And we’re doing it all at the beautiful Eden Roc in Miami 
because we know that with all this crisis talk, you will 
need to chill out!

REGISTER TODAY AT BIT.LY/CRISIS-SUMMIT2019
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“Leadership is a way of thinking,
a way of acting, and most 

importantly, a way of communicating” 
— Simon Sinek, Author of Start with Why
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