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Industry icons.  
Difference makers.   



WE’RE HONORED TO BE HERE.

General Motors is proud to celebrate this year’s PR Week Hall of Fame inductees. 

Thank you for your contributions to the communications industry.
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/ FROM THE EDITOR /

A
s we reach the end of 2017, PRWeek prepares 
to hit the very signifi cant milestone of 20 years 
operating in the U.S. The commemoration of 
our vicennial offi cially kicks off on the evening 

of December 4 at the PRWeek Hall of Fame dinner in 
New York, which, coincidentally, also heralds an 
imminent two decades in existence for the PR Council 
and The Lagrant Foundation.

Our celebrations will run through our offi cial 20-year 
milestone in September 2018 and on to our 20th 
PRWeek Awards in March 2019.

A lot has changed in that time, both in PRWeek and 
the PR industry. In 1998, we were a tabloid-style week-
ly magazine and the dot-com boom was still a fi gment 
in people’s imagination. Now, we’re a fully-fl edged, 
digital-fi rst media brand that operates across web, 
mobile, social, face-to-face, and yes, print platforms.

Our 2017 Hall of Fame honorees represent a great 
snapshot of the industry past and present: Howard 
Rubenstein, Zenia Mucha, Muriel Fox, Bill Heyman, 
Kim Hunter, and Pam Edstrom.

These legendary communicators can name some of 
the most powerful people in business, politics, and 
entertainment among their associates and friends. In-
terviewing Rubenstein was like taking a fantastic trip 
through the last 60 years of history in New York City.

While many things have changed, Rubenstein and 
the other Hall of Fame honorees remind us that certain 
attributes of excellent communicators — such as ethics, 
authenticity, and transparency — remain evergreen.

I hope you can join us in celebrating these individu-
als and values at the Grand Hyatt in December. 

Dave 
Lougee
Tegna’s president 
and CEO talks 
about executing 
his brand’s mission 
and changing the 
perception of local 
TV journalism p.13

Claudia 
Oshry
Being funny, hearing 
her followers, and 
collaborating with 
relevant brands 
makes the Girl With 
No Job a hit on 
social media p.15
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Marisa 
Thalberg
Taco Bell’s CMO 
details her approach 
in marketing to 
millennials and notes 
strategic partnerships 
that help the brand in 
this endeavor p.14

Adrienne 
LaFrance
TheAtlantic.com 
editor shares her 
vision for the brand 
and her thoughts on 
the potential impact 
of new technologies 
on journalism p.18

PR has transformed 
in 20 years, but core 
values are timeless
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steve.barrett@prweek.com

Follow PRWeek on



  We could use this page to brag about what exactly 
makes FleishmanHillard a Best Place to Work. 
To pat ourselves on the back for our increased 
parental leave, flexible working environments 
and professional development opportunities. 

To celebrate the $2M+ in pro bono service hours 
that connected us to our communities in 2017. 

To shout from the rooftops about 
the diverse, passionate, insightful employees 

that make us the agency we are today.

But we won’t.
Authentically FleishmanHillard. Inclusive of the best in all of us.

#humblebrag
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/ PLANET PR /

Lenovo chooses 
Zeno Group as 
its global AOR
 
Lenovo picked Zeno Group for its $6 million 
global AOR account, consolidating its agency 
relationships across global corporate and busi-
ness units into one worldwide AOR account. 

Zeno beat Weber Shandwick, WE Communi-
cations, and an Omnicom Public Relations 
Group team including Porter Novelli and 
Ketchum staffers in the final leg of the pitch. 

The review will not affect Lenovo’s relation-
ships with other agencies that support the 
brand on a geographic basis worldwide. 

“It was critical for us to find a team that re-
flected our global nature, was diverse in make-
up and thinking, and embraced our brand ethos 
of ‘Different is Better,’” said Lenovo comms 
leader Torod Neptune via email. “Zeno Group’s 
passion, creativity, and drive was evident every 
step of the way. We believe we’re moving for-
ward with the right agency to execute against 
Lenovo’s very exciting and challenging brief.” 

> Agency 

Country music publicity 
shop Webster PR announced 
it had shut down, then 
clarified hours later that it 
had rebranded after founder 
Kirt Webster was accused 
of sexual assault by former 
clients. The firm claimed it 
had rebranded as Westby PR. 

W2O Group is rebranding its 
agency subsidiaries Twist, 
Pure, WCG, Sentient, and 
Marketeching under the W2O 
name. The agencies are add-
ing W2O before their names, 

such as W2O Twist, W2O 
Pure, and W2O Sentient. 

National PR established a 
holding company called 
Avenir Global, which will 
manage the firm along with 
its subsidiaries Madano, 
Axon Communications, and 
Shift Communications.

Shift founding partner 
Todd Defren resigned from 
the agency in November. 

Avenir Global will sit with-
in Res Publica Consulting 
Group, alongside Cohn & 
Wolfe Canada, with Nation-
al PR, Axon, Madano, and 
Shift under it. 

RF|Binder acquired The Siren 
Agency, a CSR-focused PR 
and communications con-
sultancy. Siren founder and 
CEO Annie Longsworth will 
lead RF|Binder’s new San 
Francisco office, working to 
increase the agency’s West 
Coast presence. 

> Consumer  
DiGiorno engaged Papa 
John’s in a social media war 
after Papa John’s CEO John 
Schnatter claimed on an 
earnings call that NFL na-
tional anthem protests were 
to blame for lackluster sales. 

One tweet by DiGiorno 
was liked more than 58,000 
times in the first three days. 

Procter & Gamble slashed 
the number of websites it 
ran ads on by nearly 70% 
in response to the YouTube 
brand safety scandal. 

Several brands and parent 
companies were accused of 
funding terrorism after their 
ads inadvertently appeared 
next to extremist content. 

Mars gave four agency 
groups a test run on global 
assignments for individual 
brands, the first time it has 
handed worldwide contracts 
to communications shops. 

Freuds will work glob-
ally on M&M’s and Seeds 
of Change, Omnicom PR 
Group on Orbit and Extra, 
Edelman on Skittles, and 
Weber Shandwick on Ped-
igree. The test period will 
begin next year and run for 
18 months to two years. 

> Corporate

Porter Novelli won a global 
CSR account from Johnson 
& Johnson, with work set to 
run for several years. The 
firm’s London office will 
lead work on the business. 

Lenovo CEO Yang Yuanqing presented at the 2016 Lenovo Tech World in California

Procter & Gamble was hit by the 

YouTube brand safety scandal

Kirt Webster was accused of 

sexual assault by former clients

Getty Im
ages
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Awards
shortlist 
Did you make the 
cut? The shortlist for 
the 2018 PRWeek 
Awards will be un-
veiled mid-December 
at prweek.com

J&J works with Porter on a 
separate corporate account 
based in the U.S. 

Huawei launched a new 
global corporate branding 
campaign focused on the 
image of a lighthouse’s beam 
piercing through the dark-
ness under an Australian 
night sky to emphasize it can 
be a beacon for others. 

However, the marketing 
executives behind the effort 
emphasized its international 
bonafides and distanced 
Huawei from Brand China.

> Healthcare

The Centers for Disease 
Control and Prevention began 
telling the personal stories of 
people struggling with opioid 
addiction in a campaign 
called Rx Awareness. 

The effort, which includes 
videos, radio spots, and 
social media, began airing in 
hard-hit states such as Ohio, 
Kentucky, and New Mexico. 

After six years without a 
tagline, Sanofi debuted its 
latest branding campaign, 
Empowering Life. The push 
is 100% digital, with a video 
and dedicated website. 

The pharma giant worked 
with Paris-based agency 
ASAP Communications to 
create the video. 

GCI Health teamed up with 
HealthyWomen and Redbook 
for the HealthiHer project, 
with the goal of informing 
the public about women’s 
health habits. 

The project is beginning 

with a survey on Healthy-
Women’s website of women 
aged 30 to 60. 

> Public Affairs

Mexico’s government 
brought on FTI Consulting 
for public affairs and comms 
services for its renegotiation 
of the NAFTA trade deal. 

FTI is working with the 
Mexican Secretariat of Econ-
omy and the deputy minister 
for foreign trade, Juan Carlos 
Baker, according to govern-
ment documents. 

The Democratic Party claimed 
its messaging in the suburbs, 
a fresh crop of new candi-
dates, and President Donald 
Trump’s record unpopularity 
were to credit for its Novem-
ber 2017 election success in 
Virginia and elsewhere. 

The party won guber-
natorial races in Virginia 
and New Jersey and nearly 
flipped Virginia’s legislature. 

Mercury Public Affairs and 
Podesta Group were iden-
tified by NBC News as the 
lobbying firms named in the 
indictment of former Trump 
campaign manager Paul 

Manafort and his longtime 
deputy Richard Gates. 

The government alleged 
the firms were paid more 
than $2 million between 
2012 and 2014.  

> Technology 
Twitter doubled the maxi-
mum tweet length to 280 
characters to mixed reviews, 
though President Trump 
immediately took advantage 
of the extra real estate. 

Several brands posted su-
persized tweets following  
the announcement. 

Snap’s earnings again dis-
appointed investors, with a 
net loss of $443 million and 
revenue that missed analysts’ 
expectations. Snap’s CEO, 
Evan Spiegel, promised a 
redesign of the platform that 
would make it easier to use. 

Roomba parent iRobot 
picked WE Communications 
as its AOR for corporate, 
consumer product, and 
executive comms in North 
America and China. Incum- 
bent Allison+Partners 
pitched to retain the busi-
ness. The account is focused 
on press for consumer 
products, including the 
Roomba and Braava family 
of mopping robots. 

The number of 
ads that won at
Cannes Lions 
that are actually 
considered 
annoying by 
normal people 
Source: Ace Metrix

President Trump now tweets in 280 characters

Huawei’s new branding campaign 

emphasizes its global presence 20% 

STAT OF  
THE MONTH

WEB WATCH

“This crazy quilt of PR  
standards will no longer suffice

”

QUOTE OF THE MONTH

— Richard Edelman, calling for the PR industry to  

adopt a new set of ethics

DOLE DEFENDS BRAND AFTER PARODY 
Dole defended its brand and intellectual prop-
erty vigorously, and somewhat humorously, 
after an online parody claimed it was making 
snack-sized salads for trick-or-treaters on 
Halloween. The creator of the parody, himself 
a digital marketer, thought the company took 
the parody far too seriously. 

Ge
tty

 Im
ag

es
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Morning routine 
My morning routine is typi-
cally some form of exercise, 
such as yoga, pilates, or 
boxing, and then hustling to 
the offi ce. 

We have a new client, 
Virtual Health Partners, that 
offers gym classes you can 
take virtually. 

If I am pressed for time, 
I try to fi t in a 20-minute 
class through the app before 
I start getting dressed.

Usual holdup getting to 
the office
Usually, it’s the ability to 
fi nd a pair of shoes that 
match what I’m wearing. I 
haven’t had a chance to fully 

organize my closet 
since moving into 
our new apartment, 
so digging through 
shoe boxes costs me 
about 10 minutes.

Time of arrival at your desk
I prefer to get to my desk 
between 8 a.m. and 8:30 
a.m., but more regularly 
arrive between 9 a.m. and 
9:15 am because of said shoe 
fi nding issue, or because a 
client with an emergency 
that has to be fi xed before I 
can head off.

Personal office
My offi ce has white sparkly 
wallpaper, great lighting, 
and a quote from Michael 
Jordan on the wall that was 
custom-painted. My hus-
band always quotes Michael 

Jordan to me when 
things get tough as a 
business owner, so I like 
being able to see that.

Tip for a proactive day
The best tip I’ve heard is to 
book meetings for 45 min-
utes, rather than an hour, 
as it forces you to leave a 
15-minute window. 

I like to use those 15 min-
utes to ensure I’m not late 
for the next meeting or call, 
go to the ladies room, walk 
around, or just take a few 
deep breathes before jump-
ing into the next thing.

Work through lunch or take 
a break?
Always work through lunch. 
The only “break” is lunch 
with a client, infl uencer, 
reporter, or team member. 

Meetings per day
About 10 to 12. Usually a 
combination of meetings 
and calls.

Days of the month on 
the road
Anywhere from fi ve to 
10 days a month. It has 

been going in waves late-
ly, meaning I’ll have three 
straight weeks of travel, then 
a month off. Then it will get 
crazy again.

How much work is done 
after hours
I try to fi nish up what I can, 
even if it means staying pret-
ty late, so when I leave for 
the night, I am really done 
and can be engaged in my 
personal life. 

Unplug completely, 
sometimes, or rarely on 
the weekends? 
I’m trying to get better 
about keeping one day a 
weekend completely sacred 
and work-free. 

We’ve been growing pretty 
quickly, so that has been 
challenging and has made 
working one day a weekend 
a necessity. 

Megan Driscoll

Moves

CEO,
EvolveMKD

Former Target comms head 
Dustee Jenkins resurfaced as 
the first chief communications 
officer at Spotify, leading global 
comms for the music streaming 
network. She is based in New 
York and reports to CMO Seth 

Farbman as the company 
reportedly prepares to go public. 

Google hired Colin Smith as 
director of global comms and 
public affairs for its platforms 
and ecosystems group, which 

contains Android, Chrome OS, 
and the Google Play Store. He has 
led comms at Ford Silicon Valley. 

Edelman brought on Lisa Ross, 
a veteran of the Clinton White 
House, APCO Worldwide, and 
Ogilvy, as president of its 
Washington, DC, office. She 
succeeded Rob Rehg, who will 
lead Edelman’s U.S. public affairs 
practice. Both report to U.S. CEO 
Russell Dubner.

Bush administration veteran 
Scott Stanzel joined Capital 
One as managing VP of corpor-
ate comms. He left Amazon in 
September after a six-year stint.

GE comms head Deirdre 
Latour added senior strategy 

and leadership advisory duties to 
her CCO role. She will serve on 
GE’s senior leadership team and 
report to chairman and CEO 
John Flannery. 

Mitchell Communications 
Group promoted president 
Sarah Clark to CEO, as founder 
and former CEO Elise Mitchell 
assumes the role of chairman. 
Both will report to Nick Brien, 
CEO Americas for the Dentsu 
Aegis Network. 

FTI Consulting named 
Brian Kennedy as head of 
the Americas for its strategic 
communications segment. He 
will succeed Mark McCall, who 
will become global segment 
leader for strategic PR.

Day takes over from Iwata 
in IBM’s top comms role
Jon Iwata is retiring as SVP and chief brand offi-
cer at IBM after 34 years at the company. He will be replaced by 
former Ford Motor Co. comms leader Ray Day, who will serve as 
chief comms officer at the Armonk, New York corporate HQ. Day 
will report to CEO Ginni Rometty. Iwata took on the chief brand 
officer role in August. He joined IBM in 1984, was appointed SVP of 
comms in 2002, and became SVP of marcomms in 2008. Day was 
most recently CCO at Ford, spending 28 years at the automaker. He 
was replaced in its top comms role by Mark Truby in May. 



Zenia Mucha
Sr. EVP and CCO

ON HER INDUCTION INTO THE 

PRWEEK HALL OF FAME

CONGRATULATES
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/ LOWDOWN /

Media trusts top execs rather 
than spokespeople for stories
In the era of fake news, members of the media look for interviews with experts such as  
top executives, rather than third-party spokespeople. Journalists are also likely to get  
story ideas from CEOs on social media, according to a recent D S Simon survey.

PERCENT WHO BELIEVE  
MAKING A CEO AVAILABLE 
FOR INTERVIEWS MAKES A 
BRAND MORE AUTHENTIC

PERCENT WHO SAY THIRD-PARTY 
SPOKESPEOPLE ARE THE LEAST 
AUTHENTIC BRAND REPS

PERCENT OF JOURNALISTS 
WHO GET STORY IDEAS FROM 
SOCIAL MEDIA

74

67

82

71

74

82 76

84 83 88

81

82 83

77 82

81
87

Total Television Radio Newspapers Magazines Bloggers

PERCENT VERY SATISFIED 
WITH SPOKESPERSON’S 
PERFORMANCE 

84
%

37%

46
%

11%
PERCENT SATISFIED WITH  
SPOKESPERSON’S PERFORMANCE

COMMUNICATORS ALSO SAY EXPERTS  
OUTPERFORM THIRD-PARTY SPOKESPEOPLE

Source: D S Simon Media Brand Authenticity Survey 2017, responses from more than 200 journalists and 200 brand communicators 

PERCENT OF MEDIA  
WHO FIND THIRD-PARTY 

SPOKESPEOPLE THE  
LEAST AUTHENTIC  
REPRESENTATIVE  
OF A NONPROFIT

BUT WHO MAKES A 
BRAND LESS AUTHENTIC?

91% MAGAZINES

89% NEWSPAPERS

88% TV

87% TOTAL

84% RADIO BLOGGERS

EX
PE

RT
S THIRD-PARTY 

SPOKESPEOPLE 

EX
PE

RT
S

THIRD-PARTY 
SPOKESPEOPLE 



PRWeek Global Awards: Now open for entries
Find out more at www.prweekglobalawards.com  |  Early Bird entry deadline: Thursday January 18, 2018

Awards Information? 
 Nitika Sharma • (+44) 20 8267 4172 • nitika.sharma@haymarket.com 

Partnership Opportunities?  
(US) Liz Bilash • (+001) 646 638 6141 • liz.bilash@prweek.com  |  (UK) Steven Forsdick • (+44) 20 8267 8092 • steven.forsdick@haymarket.com
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/ STRATEGIC COUNSEL /

“How can comms pros 
ensure their companies 
conduct business legally 
and ethically?”

I was stopped in my tracks 
by a headline in a global busi-
ness magazine: Top CEOs 
place high value on corporate 
ethics and social responsibility 
to drive business.

I was surprised that in the 
latter half of 2017, CEOs and 
C-suite execs still need to be 
sold on the importance of 
business ethics. 

Then I remembered Bell 
Pottinger’s demise for secretly 
fanning racially divisive senti-
ment in South Africa. 

And then there is Wells 
Fargo’s severely tarnished 
reputation, CEO turnover, 
and $142 million class action 
settlement for opening un-
authorized bank accounts.

I recalled how Volkswagen 
lied to customers and regula-
tors, impairing its business and 
destroying trust. 

I remembered Takata con-
tinuing to sell its airbags in 
spite of known defects that led 
to several deaths and the largest 
safety recall in U.S. history.

Business ethics are a cor-
nerstone of strong enterprises, 
requiring constant communica-
tion and reinforcement within 
every C-suite. 

Renee Wilson
Former chief client officer 
at MSLGroup and PR Lions 
jury president, now president 
of the PR Council

How Equifax ignored a cybersecurity risk, then botched 
its reaction to a massive breach that endangered the 
personal information of millions of U.S. residents

September 7
Equifax discloses a cyber 
breach that could’ve compro-
mised 143 million consumers’ 
sensitive info, including 
Social Security numbers. The 
hackers had access mid-May 
through July 2017. 

The company creates a 
site for consumers to check 
if they were affected and 
sign up for TrustID Premier, a 
credit file monitoring and ID 
theft protection service. 

Bloomberg reports three 
Equifax execs sold shares 
worth $1.8 million before the 
breach’s disclosure.

September 8
TrustID’s terms of use are 
criticized for forcing users 
to waive their right to join a 
class action lawsuit. 

New York Attorney 
General Eric Schneiderman 
demands removal of the 
language and later launches 
an investigation.

September 11
Cybercrime journalist Brian 
Krebs reports that Edelman 
made Equifax’s “completely 
broken website.”

September 14
PRWeek confirms Equifax 
hired a DJE Holdings sub-
sidiary for comms support. 

Equifax reveals it used 
Apache Struts, an open 
source software with a flaw 
hackers exploited. 

The company claims it 
was aware of the risk and 
took proper measures.

September 15
Equifax releases a statement 
on the incident and steps it’s 
taken to protect consumers. 

September 18
At least 30 class action 
lawsuits are filed. Bloomberg 
reports Equifax knew of a 
breach in March.

September 26
CEO and chairman Richard 
Smith (top left) retires. 

October 3
Smith testifies to the Energy 
and Commerce Committee. 
Congressmen rip into the 
former CEO.

Ask Renee...
Crisis Corner    

Chief comms officers can 
be pivotal in building ethical-
ly motivated employees and 
business cultures. 

CCOs must create programs 
to promote business ethics.

There are excellent practices 
already in use, where HR and 
comms pros work closely on 
creating narrative, program 
execution, and face-to-face 
interaction with employees.

One practice requires em-
ployees to read their company 
code of ethics and affirm they 
understand the policies and 
are committed to following 
them. Some companies bundle 
this with annual performance 
appraisals, so employees and 
managers can speak directly 
about ethics and other issues.

Another step includes linking 
annual salary increases and bo-
nuses with ethics affirmations. 
No ethics affirmation, no raise.

CCOs can help CEOs and 
senior management combine 
these actions into a storytelling 
platform. All tools should be 
considered, including CEO 
town halls, management fo-
rums, internal company events, 
and CEO videos used in face-
to-face staff meetings and 
posted to company intranets.

Create messages and oppor-
tunities to celebrate examples 
of positive ethical behavior. 

Finally, CCOs need to ad-
dress their C-suite colleagues 
any time they see the compa-
ny or employees flirting with 
ethically questionable actions, 
practices, or policies.

By valuing ethics as a top 
priority, CCOs and those who 
advise them can strengthen 
company culture, build rep-
utation, and assure success. 

Got a question you’d like to have 
answered? Send it to 
sean.czarnecki@prweek.com

MISS Cybersecurity inci-
dents require discretion 
and attention to regulatory 
concerns when it comes to 
disclosure and comms. But 
Equifax’s response has con-
fused rather than clarified.

Lesson 1: If you’re going 
to issue a public notice 
through a website, make 
sure it provides consistent, 
accurate information, 
that it’s not vulnerable to 
phishing threats, and that 
the thing just works.

Lesson 2: As cybersecurity 
threats ramp up, comms 
needs to establish its value 
in the response process.

This plays to key crisis 
fundamentals: expressing 
contrition, demonstrating 
empathy, addressing con-
cerns, and outlining goals.

Hit or miss?

Takeaways

|  Sean Czarnecki

Getty Images
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/ CEO Q&A /

What initiatives have you started to exe-
cute your corporate mission?
Our purpose is serving the greater good 
of our communities by comforting the 
affl icted, doing investigative journalism, 
and helping businesses thrive. 

We have a content transformation ini-
tiative across our platforms to reinvent 
local news formats. Our next generation 
of stars go through an annual process 
where they come up with new ideas and 
vote on which to test. Those that test well 
are funded as pilots. 

That gave rise to an Atlanta-based, 
digital-first investigative team called 
Charlie Foxtrot, an iconoclastic newscast 
in Minneapolis called Breaking the News, 
and others. We sacrifi ced ratings among 
traditional viewers initially, but we’re 
gaining a whole new audience.

How do you change the perception that 
local TV journalism does not produce 
innovative content?
We do it on a market by market basis. 
Content innovation is not one formula, but 
a series of experiments. It’s orchestrated 
chaos, because we’re incubating and trying 
things in these local markets so that we’re 
not putting the whole company at risk. 

For example, we created a vertical on 

Facebook called HeartThreads, which 
aggregates human interest stories from 
our TV stations, and launched Daily Blast 
Live, the fi rst live syndication show ever.

On the sales side, we no longer see 
ourselves as selling TV ads. Our sales 
team members are also an asset. There 
are three marketing dollars for every one 
ad dollar in all our local markets. 

We have a suite of products our ac-
count teams can take to our customers 
as solutions, including digital services 
under our G/O Digital team and another 
group called Hatch, which is almost like 
a creative agency in Dallas.

Also, we have gone to market with the 
fi rst local advertising over the top service 
called Premion. We insert and sell local 
ads for long tail services, such as Crackle 
and Roku, which are worth more than 
national ads. 

We’re in 36 markets, but we’re serving 
ads in more than 150 markets. 

That sounds like a significant shift in 
strategy. Has hiring the right talent to 
build out that capability been a problem?
It has meant orienting our sales forces 
away from selling commoditized TV spots 
and toward tech, as well as mobilizing 
our local resources and talent so they 
can put together these types of solutions 
for advertisers.

How are you achieving the transformation?
We’ve made investments, but they’re 
not sizable fi nancial ones given our size. 
The biggest obstacle is culture change. In 
some cases, we’re disrupting ourselves. 
But we’re doing a good job staying ahead 
of the game.

The more success we have with these 
initiatives, the more good work we can 
do in the communities. 

During Hurricane Harvey, we fl ew 
in more than 100 people from stations 
nationwide to help the local Texas station 
deal with the storm on coverage, logistics, 
and employee assistance. 

Then we held a fundraising concert 
and other initiatives that raised almost 
$5 million for Harvey victims.

Tegna’s president and CEO 
talks to Sean Czarnecki about 
transforming local TV broadcasts to 
juice revenue and revamp content

The Charlie Foxtrot unit in Atlanta is Tegna’s 

digital-first investigative team

Would you say that to some extent, you’re 
creating a new corporate brand?
We became a pure play broadcast com-
pany June 1 [after spinning off Cars.
com]. Before we were more of a holding 
company. Three years ago, we were 
Gannett, and we owned a large local 
newspaper company, USA Today, Cars.
com, 53% of CareerBuilder, and a large, 
successful broadcasting company. That’s 
a lot of masters to serve, whether you’re 
in corporate comms or human resources. 

You’ve outlined your position on the easing 
of FCC regulations, which led to consoli-
dation. How does consolidation help you 
achieve your mission?
We don’t compete against local papers 
and radio. We compete against Face-
book, Verizon, AT&T, Apple, Amazon, 
and Netfl ix. 

Look at the size of networks owned by 
cable companies. AT&T owned DirecTV 
and then bought Time Warner. For local-
ism to survive, there has to be regulatory 
reform so we can consolidate. 

I’m not advocating for more regulations 
for others. When you look at what these 
major companies can own, then say a 
broadcast company can’t own two stations 
in Duluth, that’s somewhat insane.

Isn’t a lack of competition detrimental to 
the community?
You have communities today with no 
newspapers. Had cross ownership of TV 
and papers been allowed 15 years ago, that 
would’ve been different. If you have three 
strong newsrooms instead of fi ve weak 
ones, the community is better served. 

Dave 
Lougee

“The biggest obstacle is culture 
change. In some cases, we’re 

disrupting ourselves” 
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How do you approach consumer marketing 
at Taco Bell? 
Taco Bell is — and behaves as — a 
category of one. We are clear on what 
our strategy and voice is and we have a 
multi-layered calendar that allows us to 
constantly innovate and introduce value, 
adding these great moments that intersect 
our brand with culture. 

How do you remain relevant to millennials 
and Generation Z, who are known to be 
judgmental when it comes to fast food?
Taco Bell is a youthful brand. That is 
refl ected in the energy you see at our HQ. 
We have people who are very plugged into 
the brand and culture, including youth 
culture. Not in an academic way, but in 
a way we are living and breathing it. A 
lot of the cool things you see us doing are 
born out of things we see percolating on 
social media. Either they become stories 
on their own or we play with them and 
make them stories. 

Rising generations tend to be very 
savvy and judgmental. How you show 
up as a brand in terms of voice can make 
all the difference. Our brand is very 
self-aware. We love what we do but also 
don’t take it too seriously. That makes 
the brand a lot more likeable than if we 

were constantly pontifi cating or being 
high-minded about the things we do that 
are fun, friendly, and warm. 

What makes Taco Bell such a won-
derful proposition is that we’re creating 
craveable food with lots of fl avor and 
texture and price points that start at $1, 
so anyone can afford them. Is it solving 
global problems? No. But does it makes 
people happy and feed them physically 
and emotionally? It does. 

In August, the Taco Bell Cantina in Las 
Vegas started offering $600 weddings. 
How many people have gotten married 
there since then? 
As of November 1, we have had 19 Taco 
Bell weddings. Some of the trends we 
observed through just listening is couples 
taking their wedding pictures in Taco Bell, 
using our hot sauce packets to propose, 
or catering their wedding after parties 
with Taco Bell. 

That is why this worked. It wasn’t 
completely fabricated. There was this 
consumer behavior out there in the ether. 
We said, “The Elvis chapel is so yester-
day.” This location allows people to have 
a quick, fun Taco Bell wedding. 

The mere announcement of it made 
people go crazy. This says a lot about our 
ability to tap into things in marketing that 
are surprising and delightful. 

You come from companies such as Estée 
Lauder and Revlon, where you served as 
VP. Did your background in makeup and 
fashion contribute to Taco Bell partnering 
with Forever 21?
It did. I’ve had experience and exposure 
with how collaborations can be incredibly 
powerful. When we looked at all the ways 
our brand is playing in culture with music, 
sports, and gaming, fashion seemed like 
an obvious choice. 

We would see people making their own 
Taco Bell stuff and selling it on Etsy. 
From that, we had the idea to partner 
with Forever 21, a leader in fast fashion. 

Fast fashion has made the idea of 
great things to wear and enjoy much 
more accessible to the masses. I love the 

Taco Bell’s CMO tells Diana 

Bradley about the chain’s 
weddings and recent partnerships 
with Lyft and Forever 21

idea of the brands coming together. My 
teenage daughters keep asking, “Can 
I get some [of the clothing]?” That’s a 
good sign. 

You partnered with Lyft earlier this year, 
but media outlets such as Fortune, USA 
Today, and Slate reported the ridesharing 
company’s drivers were not happy about 
it. How is the deal proceeding?
A vast majority of the reaction was very 
favorable. There was one bit of reporting 
that got distorted and wasn’t the full story. 
Number one, this was a test. Number 
two, how do we make the experiences a 
win-win all around? No driver will ever 
be forced to do it; it’ll be opt in. 

We partnered with Lyft because we 
saw all these tweets from people saying 
things such as, “I can’t believe I got my 
Lyft driver to take me to a Taco Bell 
drive-thru,” and, “I wish I wasn’t em-
barrassed to ask my Lyft driver to take 
me home by way of Taco Bell.”

 We saw an emerging behavior and this 
type of social etiquette question. Whether 
we partner with Lyft nationally or not, it 
was a successful test. 

What is your approach to partnerships?
You want to fi nd partners that there’s 
something unexpectedly magical about 
coming together with, and you’re both 
totally different and totally the same. Lyft 
and Forever 21 fi t that bill for us. 

Which PR agency do you use?
We work with Edelman. 

Marisa 
Thalberg

“Taco Bell is not solving global 
problems, but it’s feeding people 

and making them happy” 

Taco Bell designed a collection with Forever 21 
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How do you find content for your 
social media pages?
I’m just a girl about town. I don’t really 
have [a process for finding content]. Viral 
content has a short shelf life, so I’m on my 
phone 24/7 looking for the next big thing.

What is required for a meme 
to be successful?
It has to be funny, engaging, and relatable. 
I want whatever piece of content I create 
to make people freak out at how much 
they feel the same way.

A lot of your content is screenshots 
of tweets with your own captions 
added. Do you always ask permission 
to do this?
I’ve never had someone complain I 
screenshotted their tweet because I’m 
being a platform for them. There’s a lot of 
stolen content on Twitter, but for the most 
part, you’re OK as long as you give credit.

How do you remain relevant to 
your followers?
I listen to them. They wanted a podcast 
— I launched two and am about to launch 
a third one. Whenever they ask me to do 
something, that means there’s an audience 
waiting for me to do it. 

How vital are your original captions 
to your success as an influencer?
Captions let people get to know you. I try to 
be funny, authentic, and a little irreverent. 

I just want someone to think when they 
see a picture and read the caption that it’s 
totally a Girl With No Job caption.

What’s your approach to working 
with brands?
In a funny, organic way. It’s so simple, I 
think we’re starting to overthink it as an 
industry. But it’s like, let me be in charge of 
creative, you be in charge of everything else. 

What is a successful campaign you 
worked on with a brand?
I did a campaign with Casper mattress. 
They released a product over the summer 
that was a mattress and pool float. It got 
great engagement. I got a picture of the 
float in a pool and wrote, “When it’s 
summer and you want to work on your 
tan but you also want to take a nap.” 

— Diana Bradley

FULL SKINNY
FIND
www.girlwithnojob.com

CONTENT SPECIALISM 
Lifestyle, humor, memes

REACH
Facebook 33,226 likes
Instagram 2.7 million followers 
Twitter 36,000 followers
YouTube 2,824 subscribers

NOTABLE COMMERCIAL PARTNERS 
Amazon, Burger King, Casper 

Claudia 
Oshry

“I want whatever 
piece of content 
I create to make 
people freak out at 
how much they feel 
the same way”

Being authentic and listening to 

her audience helps Claudia Oshry 

remain relevant
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21% fewer women had 
abortions in 2013 than in 
2000. The rate is 50% lower 
than in 1980 
Source: Centers for Disease Control and Prevention

Pfizer educates 
healthy boomers

Selling medicine to sick people is easier 
than selling to healthy people. Anyone 
who markets vaccines can attest to that.

Part of overcoming that hurdle is in-
creasing awareness for the possible illness. 
Pfizer’s marketing team for Prevnar 13, 
a vaccine that protects seniors against 
pneumococcal pneumonia, is doing that 
with its All About Your Boom campaign.

The awareness campaign launched 
at the end of September, piggybacking 
off flu season when people are already 
thinking about their health and getting 
vaccinated, with a two-minute video and 
microsite featuring singer Patti LaBelle.

“She epitomizes a lot of the baby boom-
ers we’re trying to reach,” says Gary Iott, 
director of comms at Pfizer. 

“They are not slowing down. They are 
healthy and taking on new challenges, 
so they don’t see themselves at risk for 
pneumococcal pneumonia.”

Reaching out to the healthy
More than half of adults older than 50 
have gotten a pneumococcal pneumonia 
vaccine, Iott says, so reaching that other 
half is the bigger challenge. 

The millions of boomers who have al-
ready been vaccinated are those who are 
predisposed to have regular check-ups 
and know about the risks.

“We’ve reached a lot of the people who 
are more inclined to want to be vacci-
nated and proactive about preventative 
measures,” Iott adds. 

“Now we’re trying to reach those who 
may not be as inclined to speak with 
their doctor by trying to facilitate a 
doctor-patient conversation. Usually it’s 
the doctor who initiates this discussion, 
but someone who has seen this video or 
visited the website may be more receptive 
and inclined to hear their doctor out on 

Abortion stigma
Groundbreaking research into 
Latino voters’ attitudes on abortion 
found that large majorities of Latinos 
hold supportive views, want it to 
remain legal and accessible, and 
would support a friend or family 
member who needed one. 

So why aren’t Latinos talking 
about abortion more?

Abortion stigma is the pervasive 
societal belief that abortion is shame-

ful. It is personified by 
disorderly and some-
times violent protesters 
outside clinics who 
scream in women’s 
faces and wield grue-
some signs. We see this 
stigma in policy, when 
Medicaid coverage for 
the procedure is singled 
out and banned.

A woman afraid to 
share her story may be 

isolated from loved ones 
who would’ve supported her. This is 
especially true in Latino communi-
ties, where open conversations about 
sexuality are still considered taboo. 

At the National Latina Institute 
for Reproductive Health, we believe 
the most effective way to count-
er abortion stigma in the Latino 
community is to humanize it. To 
that end, we have launched Yo Te 
Apoyo/I Support You, a bilingual 
campaign that aims to disrupt 
abortion narratives in the Latino 
community through bilingual PSAs 
and digital engagement. 

The campaign features photos and 
videos of Latinos telling stories about 
abortion and poses a simple ques-
tion: “There are hundreds of reasons 
Latinos support loved ones who have 
considered abortion. What’s yours?” 

By showing how positive and free-
ing open discussion of abortion can 
be, the campaign encourages those 
who are already supportive to be loud 
and proud. 

Wellness File 

their risks for pneumococcal pneumonia,” 
he explains.

The video itself, a singing audition in 
front of LaBelle where hopefuls are sur-
prised with loud coughing during their 
turn, is meant to show boomers that even 
when you’re feeling your best, an illness 
such as pneumococcal pneumonia can 
suddenly come along, Iott says.

LaBelle is also doing media tours on 
both a local and national level during 
the campaign to raise awareness for the 
disease, along with partnerships with 
influencers and social media.

“Many boomers who are healthy, di-
eting, exercising, and doing all the right 
things don’t see the risk of pneumococcal 
pneumonia,” Iott notes. 

“It can strike at any time. It’s like noth-
ing can knock you off your game when 
you’re feeling good, but that’s what the 
illness does.” 

“We hope the video gets people to 
consider our message that prevention is 
always better than treatment,” Iott adds. 

— Alison Kanski

Brand: Prevnar 13
Owner: Pfizer
Campaign: All About Your Boom 
Agencies/Partners: Rx Mosaic
Duration: September 2017-December 2017

Elianne Ramos
Senior director of 
comms and public 
affairs, National 
Latina Institute for 
Reproductive Health

Drug Stories 

NUMBERS GAME

Send pitches or ideas to 
alison.kanski@prweek.com

www.latinainstitute.org/en
RESOURCES 





18  prweek.com | December 2017

/ JOURNALIST Q&A /

What goals did you have when you fi rst 
came into this role?
It’s an exciting job because we already 
do such great journalism, and we can be 
ambitious in both specifi c and broad ways. 

I want to continue elevating the quality 
of what we do by considering entering 
new coverage areas, or just different ways 
we can have an impact in this chaotic, 
competitive news environment. And do-
ing that all while being a strong steward 
of The Atlantic as an institution. We’re 
teaming the core Atlantic units while 
moving forward.

What new possible areas of coverage 
will The Atlantic explore? 
It’s more about enhancing our coverage 
areas. That may mean looking at how we 
could cover sports more. I don’t think 
you’ll see box scores in The Atlantic any 
time soon, but we’re a news organization 
focused on big ideas, including any realm 
of sports that generates big questions or 
drives forward big ideas about what we 
value as a society.

As a former tech reporter, I’m constantly 
thinking about ways we can enhance that 
coverage, because technology’s place in 
culture and corridors of power is different 
than it was couple of decades ago. 

The biggest companies in the world are 
now tech companies. That shift in infl uence 
affects the way they and policymakers 
view their roles.

We’ve thrived in the internet age. But 

in order to keep thriving, we’re constantly 
interrogating what it means to be The 
Atlantic in a real-time news environment. 

We’re all concerned with the big stories 
of the day, but our readers are smart and 
curious, just as our writers, editors, and 
reporters are. 

So we want to continue cultivating a 
sense of wonder and doggedness, that 
Atlantian spirit that has kept us successful 
in the digital age so far.

What emerging tech do you think will 
defi ne journalism’s future?
There’s interesting experimentation going 
on in AR and VR. I’m more interested in 
AR because people don’t have to be com-
pletely immersed behind a set of goggles. 

Another area is voice-activated devices 
and what that will mean for people’s 
consumption of news and journalism. 
There’s a ton of challenging questions 
around how you retain the tone and 

TheAtlantic.com editor Adrienne LaFrance converses with 
Sean Czarnecki about how the historic brand is staying 
relevant and why it’s the best time to be a journalist

TheAtlantic.com is thriving in the internet age 

while looking for new ways to have an impact

tenor of your publication if a robot voice 
is reading headlines.

The Atlantic recently launched The 
Masthead. What is it?
It’s a membership program that provides 
premium content to subscribers, but it’s 
also a way to give people more of what 
they love and an effort on our behalf 
to stay in closer contact with our most 
engaged and loyal readers.

It’s the best time to be a journalist be-
cause it’s the best time to be a consumer 
of news. There are so many different 
tools for telling stories and for getting 
information to people quickly across all 
different channels. Sometimes people 
take for granted you still have to wait for 
a newspaper on your doorstep.

The idea of the wealthiest and most 
powerful people, such as Laurene Powell 
Jobs, owning a respected publication 
such as The Atlantic is alarming to some 
people. How do you respond?
It’s important for readers to think crit-
ically about where they’re getting news 
and information — especially in the age 
of real-time news and open platforms. 

For example, Facebook is the most 
powerful publisher in the world, yet it 
has been reluctant to acknowledge it’s a 
media company. So it’s encouraging that 
individuals who’ve enjoyed great success 
in other industries choose to invest in the 
future of quality, independent journalism. 

Consider what Pierre Omidyar has done 
for investigative reporting and accountabil-
ity journalism in Hawaii with Honolulu 
Civil Beat, where I used to work, and how 
much Jeff Bezos has invested in top-notch 
journalism at The Washington Post. 

Great journalism takes time and money 
to produce. I feel lucky the individuals who 
choose to invest in some of the greatest 
American journalism institutions — such 
as The Atlantic — understand that.

What effect, if any, will this have on 
your coverage?
The Atlantic has a 160-year-old tradition 
of editorial independence. Our founding 
motto is, “of no party or clique.” 

That’s who we are, and it remains our 
guiding principle. 

Adrienne 
LaFrance

Title

Editor
Outlet

The Atlantic
Website

www.theatlantic.com
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 P eripheral economies such as 
Ireland’s are more sensitive to 
changes in the global economy. 
While Brexit is driving some of 

the growth in comms budgets, the rising 
economic tide is driving spending on cam-
paigns to announce office openings, staff 
expansions, and advocacy for additional 
expenditure in key policy areas. Organi-
zations are once again seeing the benefits 
of retaining outside support for their PR 
and public affairs functions.

It’s important to have on-the-ground 
knowledge to navigate the system. Never 
has the capacity to understand Ireland’s 
economic, social, and political landscape 
been so valued by foreign investors.

With comms budgets being among the 
first to be cut during the recession, down-
ward pressure on fees and shrinking staff 
levels were a reality for many firms. It took 
resilience for the industry to survive — the 
only winners were agencies that specialized 
in public affairs, as tightening regulation 
was felt by bigger companies. 

Consumer PR campaigns tend to have 
smaller budgets and greater alignment 
with U.K. and Ireland combined activities. 
However, as the only English-speaking 
country in the eurozone, many multi-
nationals choose to base their European 
HQ in Ireland, lending greater strategic 
importance to stakeholder relations and 
regulatory affairs. 

This foreign direct investment has been 
Ireland’s primary market driver, making 
it the fastest-growing economy in Europe 
for the past three years. The country has 

become a hub for international companies 
across pharma and tech. 

Five Ireland-based companies are listed 
on the FTSE 100. Companies in Ireland 
are proving it’s an ideal base for their 
international operations, with €34 billion 
in profit in 2016 alone. 

The introduction of the Register of 
Lobbying in 2015 brought welcome 
transparency to the industry. While the 
legislation requires regular returns and 
record-keeping across all sectors, it eased 
understanding of strategic advice to 
organizations by highlighting the value 

IRELAND
POPULATION 4.7 million
CAPITAL CITY Dublin
MAJOR LANGUAGES English, Gaelic
CURRENCY Euro
GDP $293.6 billion
GDP PER CAPITA $69,200
UNEMPLOYMENT RATE 8%

MEDIA
NEWSPAPERS 
Irish Independent, The Irish Times, Irish 
Examiner, The Herald, Sunday World

TV
RTÉ, TV3, TG4, BBC Northern 
Ireland, UTV, Sky TV, Eir Sport

RADIO
RTÉ Radio 1, RTÉ 2FM, Today FM, 
Newstalk, 98FM, iRadio, Spin 1038, 
Q102, 96FM, FM104

INFLUENTIAL COMPANIES
CRH, Medtronic, Google, Microsoft, 
Eaton Corp, PayPal

PR AGENCIES
Teneo PSG, Edelman, FleishmanHillard, 
Elevate PR, Wilson Hartnell, Cullen 
Communications, Kennedy PR + Brand

Postcard 
from… 
Ireland

“It’s important to 
have insight into 
Ireland’s social and 
political landscape”

With €34 billion in profit in 2016, companies in 

Ireland are proving the country is an ideal base 

for their international operations

Lorna Jennings
MD, Dublin, 
Hanover Communications

Source: CIA, The World Factbook

and effectiveness of comms. Due to this 
change, public affairs has become more 
widespread. Previously, only PR firms, 
hiring specialists, or long-established com-
panies were practicing in Dublin. Now, 
more comms companies are diverging 
into this space.

With the well-established clientelism 
of the Irish market and vulnerability of 
the broader economic landscape, it’s no 
longer sufficient to simply offer potential 
clients face time with high-profile media 
and political representatives. You must 
have insight to see around corners. 
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Edelman calls for new set 
of PR ethics standards 
post-Bell Pottinger
Ethical behavior is largely a 
personal matter. In this 
case, professional enforce-
ment amounts to expulsion, 
but after the damage is 
done and the victims are 
left hanging. 

Perhaps we could dis-
pense with the denigration 
of current efforts. 

Richard Edelman, you 
are better than that. There 
is already so much care-
less imprecision in public 
discourse. Let’s have a 
focused, fact-based effort.
Jim Lukaszewski, chairman, 

The Lukaszewski Group

What to expect when you 
hire a PR graduate
Marcel Klebba wrote each 
journalist needs “a different 
approach” when it comes 
to pitching. He went on to 
say, “This is before we con-
sider that ringing total 

strangers to convince them 
to write about your client 
can be intimidating when 
you fi rst start out.” 

Rather, you’re convinc-
ing reporters that you’re 
prepared to link them with 
excellent information that 
will be of interest to their 
readers, viewers, or listeners. 

You can help reporters 
solve readers’ problems.
Brian Kilgore, partner, First 

Principles Communication

Burger King ‘bully’ video 
shows top brands can 
tackle tough topics
It’s easier to take on a tough 
issue that isn’t controversial. 
This was a smart choice by 
Burger King. 

Other companies are 
poorly advised to embrace 
controversial topics. Why 
alienate huge swaths of 
your customer base?
Nick Kalm, founder 

and president, 

Reputation Partners

Tracey Follows 

Founder, 
Futuremade

In order to encourage Gen Z to 
feel comfortable, perform well, 
and be at ease in the workplace of 
the future, we need to fully em-
bed new non-gendered notions of 
emotion in all professional fi elds. 

If our emotions are nothing 
more than our brains’ explana-
tions of internal sensations, then 
it’s better to discuss them and 
what they could mean. A conver-
sation with another person is bet-
ter than a guess from a machine.

Dominic Pendry

SVP and senior partner, 
FleishmanHillard

Changes in public expectations 
are challenging the received order 
of company behavior. The best 
fi rms know when to act and 
when not to, using their values as 
a guide. Whether it’s Puerto Rico, 
Deferred Action for Childhood 
Arrivals, or whichever political 
pivot point comes next, it’s riskier 
for a CEO to stand on the side-
lines than to take the political 
stage. CEOs need to speak up.

Video Of The Month

Blogger Highlights
Top 10 
Articles

Reader Feedback

Claudia Oshry, Girl With No Job, talked to PRWeek about her strate-
gies for finding viral content, the importance of captions, what 
makes a meme successful, her approach to working with brands, 
her favorite campaigns, and how she stays relevant to her followers.
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Bob Feldman

Partner, 
PulsePoint Group

Few people have read the Harvey 
Weinstein and Bill O’Reilly sto-
ries and haven’t been horrifi ed, 
but they’ve also raised the issue 
of what it really means for execs 
to be silent. Most PR pros have 
long understood “no comment” 
is a loud comment. Being silent 
is being complicit. As fi rms grap-
ple with issues of sexual harass-
ment and assault, what role do 
corporate communicators play?

Top 10
Articles
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T he rapid elevation of comms leadership gave many 
practitioners a seat at the table, but left them to fill 
the role without a guidebook. Looking at how the 

top comms spot has changed since the ’90s — and what 
its trajectory might be into the next decade — shows 
how extensive this change has been. It also underscores 
the two factors that drove this transformation: increased 
complexity in comms tech and platforms, as well as in 
the relationship between organizations and society.  

One might think it’s enough to master the comms 
function. However, the lines between PR and other 
areas are becoming blurred. 
For instance, the increasing 
overlap between PR and 
marketing means a good 
comms chief needs a solid 
command of branding strat-
egy. Indeed, we’re seeing 
the rise of the chief marketing and comms officer. 

Society is more polarized than ever, with hot-button 
issues erupting at the center of public discourse. An 
organization’s values will be a guide to how to respond 
to unfolding events, but will not provide cover. Comms 
leaders and the CEOs they advise may be called on to 
stake out positions on issues they could have avoided 
in an earlier day. 

A company’s brand isn’t the only thing to worry about. 
The CEO has always been the face of the enterprise. 
Today, the visibility of that face is amplified by social 
media, speeches, philanthropy, and public service. This 
gives the publicly minded CEO a larger platform in 
which to build his or her brand, and more opportunity 
to reinforce or detract from the organization’s messaging. 

Society will continue to judge companies on their 
values and actions. Even those that provide digital life 
solutions, such as Apple, Facebook, Google, and Amazon, 
are not immune to scrutiny. 

The speed with which the CCO role spec is changing 
means that while expanding one’s competencies will 
always be necessary, it’s no longer sufficient. The best 
comms leaders will thrive on change rather than merely 
manage it. They must also possess qualities such as 
curiosity, insight, engagement, and determination. 

I f I was having a conversa-
tion at a fast-food restaurant 
and one of the employees 

interjected with a snide com-
ment, I would definitely think 
it was unprofessional.

This is what I think any time I 
see a brand being snarky to peo-
ple on social media. Aside from 
getting laughs, high fives, and 
coverage from a smattering of 
media outlets, is it really worth 
it for a brand to put someone in 
their place in the public eye?

A tweet in early October 
read, “PSA: Knowing how to 
mix Hamburger Helper doesn’t 
make you wife material.”

The brand joined the con-
versation, responding with the 

tweet, “And this makes you 
husband material?” 

The crowd went wild. Peo-
ple loved Hamburger Helper’s 
sass — its post got over 80,000 
retweets and 280,000 likes. Not 
to mention, the tweet garnered 
coverage from Mashable, Del-
ish, and the Daily Mail.

Wendy’s is the queen of snark 
on social. Earlier this year, the 
chain argued with a Twitter 
user who accused it of lying 
about using “fresh, never fro-
zen” beef in its hamburgers. The 
user asked if the company de-
livered beef raw on a hot truck, 
adding that McDonald’s serves 

a better breakfast. Wendy’s 
responded, “You don’t have to 
bring them into this just because 
you forgot refrigerators existed 
for a second there.” 

This was another tweet 
that received praise from the 
masses, but after being badly 
embarrassed by Wendy’s, the 
tweeter deleted their account. 

Are all the people who found 
the companies’ tweets fun-
ny going to run out and buy 
Hamburger Helper or Wendy’s? 
No. In fact, a study released 
by social media management 
company Sprout Social in May 
found 67% of consumers don’t 
want brands to be snarky on 
social, 88% find it irritating, and 

83% prefer brands to be friendly. 
A study published in the 

Journal of Marketing Behavior 
last year said consumers had a 
negative view of humor target-
ing a person or group. 

In the Hamburger Helper and 
Wendy’s cases, those guys were 
jerks and needed to be told off, 
but not by a brand.

At the risk of sounding like 
I’m giving clichéd advice: If 
you don’t have anything nice 
to say, don’t say anything at 
all. At least when it comes to 
brands corresponding with 
customers, lest you come 
across as a bully. 

Amanda
Roberts

Diana  
Bradley

What comms leaders must  
know to remain relevant

Being snarky on social carries 
more risk than reward for brands

Amanda Roberts is consultant and head of the North American 
chief communications officer practice at Egon Zehnder.

Diana Bradley is senior reporter at PRWeek, specializing in consumer  
coverage. Contact her at diana.bradley@prweek.com.

“The best comms 
leaders will thrive 
on change rather 
than manage it”

“Is it really worth it for a brand 
to put someone in their place in 
the public eye of social media?”
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Twitter’s announcement that 
it was experimentally upping 
its 140-character limit to 
280 prompted a round of 
speculation about what the 
change means for the future 
of the service. It also made 
many observers wonder how 
it will affect regular users, 
as well as the jobs of social 
media marketers, managers, 
and influencers who are  
active on the social network.

This is a good change, 
and while some might argue 
it removes one of the site’s 
most established, distinc-
tive features, it’s important 
to note Twitter essentially 
upped the character limit in 
2016 by no longer counting 
photos, videos, GIFs, polls, 
and quoted tweets against 
the 140 characters. 

Twitter’s announcement 
of the permanent change 
on November 7 was mostly 
focused on the need to give 
users more space to express 
themselves, and highlighting 
the different experiences 

Twitter is already fighting an 
uphill battle to stay relevant 
among its peer set. LinkedIn 
has far more sophisticated ad 
targeting while also attracting 
a user who’s looking to learn 
and absorb information of a 
professional variety. People 
on LinkedIn plan to spend 
a while digesting long-form 
articles and sharing quotes 
from industry luminaries. 

Instagram is the go-to 
platform for anyone younger 
than 30 and is seeing good 
traction with stories. It’s also 
still the dominant platform 
for social influencers outside 
of YouTube. Snapchat is a 
primary contender.

And, of course, there is 
Facebook, with its 2 billion 
monthly users. It leads due 
to its sheer girth of users, 
high average time on site — 
nudging one hour per day 
— and push toward being 
one step ahead of the others. 
Facebook is always rolling 
out new features, analytics 
updates, and experimenting 

users have when tweeting in 
different languages. Support-
ing this claim is the fact that 
9% of all tweets in English 
hit the 140-character limit, 
whereas 0.4% of all tweets in 
Japanese hit the limit. 

Given that languages such 
as Japanese, Korean, and 
Chinese can convey more 
meaning per character than 
English, Spanish, French, or 
Portuguese, increasing the 
character limit will stan-
dardize the user experience, 
as well as alleviate the frus-
tration of not being able to 
fit a message into the limit.

From a business messaging 
perspective, many companies 
aren’t comfortable boiling 
their messages down to the 
bare minimum. The new 
limit will give advertisers 
greater flexibility to get their 
message across. 

This change may help 
boost Twitter’s anemic ad 
revenues, which have taken 
a hit in 2017 even as rival 
Facebook’s ad revenue con-
tinues to rise. 

The 280-character limit 
will also make the lives of 
social media managers easier, 
given that, when scheduling 
posts for multi-network social 
blasts, they must routinely 
create two sets of messages — 
an abbreviated 140-character 
string for Twitter, and a lon-
ger text string for Facebook. 

While brevity remains 
a virtue and Twitter has 
trained a generation of  
marketers to keep their  
messaging concise, it can 
also be constraining for the 
kinds of messages flying 
around Twitter. 

with new functionality such 
as marketplace. All of those 
attributes put the company 
in a different league.

With so much competition 
among the social media sites 
for consumer attention and 
advertising dollars, Twitter 
must differentiate. 

And it can’t just be all about 
President Donald Trump’s 
early morning tweets. 

While the 140-character 
count was originally based 
on maximum text message 
length, it has since become a 
defining characteristic. It is 
Twitter’s tattoo. What may 
have been chosen arbitrarily 
has come to symbolize the 
platform’s identity. 

There are many things 
Twitter could improve, 
but this is not something 
it should focus on. In light 
of the “paid for by rubles” 
controversy, I’d like to see 
Twitter focus its efforts on 
authenticating users and 
partnering with their coun-
terparts in Silicon Valley to 
recommend a healthy way 
to monitor abusive or false 
content. While less sexy, these 
are steps that will earn trust 
from their users and signal a 
maturity in the tech industry.

Lastly, Twitter’s short 
character count is a forcing 
function for something we 
all need more of: time. The 
brevity Twitter has imposed 
on us is what makes the plat-
form interesting and playful. 
It also spawned hashtag 
culture, which won’t go away 
anytime soon. 

When it comes to the 
maximum length of tweets, 
less is more. 

Kevin Lee 
Cofounder and executive 
chairman, Didit 
Agency founder  
and investor in startups

Jessica Jensen
Global director  
of marketing, Qualcomm
Ten years in digital marketing 
(tech, sports, CPG industries)

PRWeek’s View What makes Twitter, Twitter? The character count. It should have stayed focused on more important things.

Was Twitter’s rise to 280 characters wise?
YES NO
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HOWARD 
RUBENSTEIN

 The assembled dignitaries looked on askance when 
Pope Francis left the school and the first person 
he greeted was New York PR legend Howard 
Rubenstein. Having waited in line all day, they 
were surprised the pontiff ’s attention fell on one 
of the only Jewish people in the crowd.

The Roman Catholic Archdiocese of New York had set up an 
advisory board on community relations, and over the years 
Rubenstein helped build a truly cross-denominational group.

“I became very friendly with the archdiocese and they invite 
me to more Catholic things than the Jewish things I go to,” 
Rubenstein jokes to PRWeek. “[Back in the day] I was invited to 
Rome with Cardinal Egan and I met the pope.”

On this occasion, Rubenstein was promoting something at the 
same school in East Harlem the pope was visiting.

“I was seated outside in the first row and Pope Francis comes 
out, walks past me, and goes to get into his car, but somebody 
from the archdiocese ran after him, walked him back to me, and 
introduced him,” remembers Rubenstein. “He blessed some of 
my rosaries and left. He didn’t say hello to all these other people 
sitting around me.”

‘How did this happen?’
Some of those people were among the archdiocese’s biggest 
donors, lined up in two or three rows at the door of the school. 
“The guy sitting next to me says, ‘You’re Jewish, right?’ I said 
yes, and the guy just muttered, ‘How did this happen?’”

The episode epitomizes the influence of someone who has 
practiced PR in New York City for 64 years across all creeds, 
colors, political persuasions, business, and celebrity sectors. The 
archdiocese was part of the civic life of the city, so it was a 
natural extension of Rubenstein’s other work in New York.

He also has great relationships with the African-American 
community, including people such as David Dinkins, with whom 
he has been friends for more than 30 years.

“Dinkins, Percy Sutton, Charles Rangel, and Basil Paterson 
were inseparable, and for some reason I became buddies with 

Whether it’s the mayor of New York City, the owner of  
the Yankees, the president of the United States, or even Pope 
Francis, this PR legend has been representing and mingling 

with the world’s biggest names for more than 60 years  
By Steve Barrett

the four of them,” says Rubenstein. “In the ’70s, they’d take me 
into Harlem to Sylvia’s, and at the time I was the only white 
person in there. My family said, ‘You’re going to get killed,’ but 
Dinkins said, ‘No one will touch you while you’re with us,’ and 
I was never confronted.”

Rubenstein’s grandparents came to the U.S. from Russia with 
the same aspirations as millions of other immigrants from  
around the world. He did a lot of work with the UJA and 100 
Black Men organizations, trying to make connections be- 
tween the Jewish and black communities in NYC.

“Diversity is our strength [in New York], but you’ve got to 
harness that diversity so they respect one another and work 
toward common goals,” he says in his still broad Brooklyn accent. 
“You’re not going to change people’s attitudes overnight, but 
maybe you’ll carve out a little portion of what New York stands 
for and work toward that.”

Check out archive profiles of Rubenstein in The New Yorker, 
The New York Times, and New York magazine, and you’ll read how 
he dropped out of Harvard Law School and started a PR firm 
from his mother’s kitchen table in Brooklyn in January 1954.

“The students at Harvard took on British accents,” Rubenstein 
says. “I was a good student but I was uncomfortable with that, 
so I took a leave of absence. My parents were somewhat dismayed, 
because no one from Bensonhurst even applied to Harvard.”

The son of Sam Rubenstein, a crime reporter on the New 
York Herald Tribune, he started in PR with the Menorah Home 
and Hospital for Aged and Infirm as his first client, but progressed 
to real estate titans including Fred Trump, Harry Helmsley, 
Lew Rudin, and Alan Tishman, and institutions such as the 
Museum of Modern Art, Guggenheim, Metropolitan Opera, 
New York Philharmonic, and Whitney.

He also represented New York scions such as George Stein-
brenner, Larry Silverstein, Michael Bloomberg, Rupert Murdoch, 
Leonard Lauder, Leona Helmsley, and Mike Tyson, city mayors 
from Abe Beame to Ed Koch to Rudy Giuliani, governors Mario 
Cuomo and George Pataki, senator Chuck Schumer, and, most 
notably in the present-day context, President Donald Trump.
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George Steinbrenner celebrates winning the World Series with RubensteinRubenstein (right) sits alongside Robert Kennedy during a speech 

Key players

Two years ago, he was effusive in describing Trump to Buzz-
Feed: “I find him to be one of the most loyal persons I’ve dealt 
with in my 62 years in business,” adding, “if you’re loyal in terms 
of integrity and honesty, he will show you integrity.”

When questioned now about the Twitter-happy president, 
Rubenstein is more cautious and just says: “While I haven’t 
worked with him for more than 20 years, it was clear even back 
then he was a highly astute communicator.”

Bleeding New York City
Rubenstein’s relationship with high-profile New York politicians 
started with Abe Beame, when Rubenstein’s family lived in the 
beach community of Belle Harbor in the Rockaways.

“I walked to the beach and saw Abe Beame, who was then city 
comptroller,” says Rubenstein. “I introduced myself and he 
started talking about becoming mayor. He reached into his 
bathing suit and pulled out about 10 tiny slips of paper with his 
program on them in microscopic writing. I said, ‘What happens 
if you go in the water?’ and he said, ‘I don’t go in the water.’”

That started a long-term connection and Beame, who became 
mayor in 1974 at a time of tremendous fiscal and political tumult, 
became one of Rubenstein’s closest friends and associates.

Rubenstein bleeds New York City and has been a tireless ad-
vocate for as long as he can remember. In New York magazine, 
Rudin called him a “first-class citizen of the city.” It was Rudin 
who introduced Rubenstein to the Association for a Better New 
York (ABNY), which helped rebuild the city in the ’70s and ’80s.

Rubenstein’s storied association with the Steinbrenner-owned 
Yankees also goes back to this time. “I was promoting ABNY 
and wanted to do a poster with Steinbrenner throwing out a 

Charles Rangel Rupert Murdoch George Steinbrenner Abe Beame Leonard Lauder Larry Silverstein

ball,” recalls Rubenstein. “I went to an empty Yankee Stadium 
with a photographer, gave him a ball, and asked him to throw it.”

“He looked at me and said, ‘Whaddya do for a living kid?’ and 
I said ‘I’m a press agent.’ He says, ‘You’re hired.’ I didn’t even 
know him. He said: ‘How much?’ and I gave him a fee that was 
so small I kicked myself for years after.”

As Steinbrenner’s first press agent, he “talked to him every 
day and learned a lot.” “As much as he wasn’t liked by a lot of 
people, including a lot of media, he and I bonded, and I respect-
ed him,” says Rubenstein. “He invited me everywhere and we 
became very good friends.”

In 2014, Rubenstein’s 60th anniversary in the PR business was 
honored on the field when he was presented with a gold ring, 
engraved with the team’s logo, by Yankees legend Derek Jeter, 
then manager Joe Girardi, and Jennifer Steinbrenner Swindal.

Rubenstein cites Rupert Murdoch as another account that put 
his firm on the map. Murdoch, now owner of News Corp and 
Fox, acquired New York magazine and The Village Voice in 1977, 
but was certainly not universally popular, prompting a story in 
Time with the cover line “Aussie press lord terrifies Gotham.”

“People abandoned him,” notes Rubenstein. “Someone intro-
duced me to him and he asked whether I would represent him. 
I said, ‘Of course.’ Through all the criticisms and turmoil I stuck 
with him, and he never forgot my loyalty to him.”

Rubenstein recalls counseling Murdoch to adopt a much 
lower profile than he had been doing. 

“If you do a lot of interviews, you’re going to look for new 
things to say,” he says. “If you do very few, you’re apt to get good 
play and stick to the truth. If you do too many, the interviewer 
will go, ‘You said that two days ago, give me something new.’”

The Harlem politician 
has been a friend of 
Rubenstein’s since 

the 1970s

The Boss hired Ruben-
stein as his first press 

agent more than 
30 years ago

The Estée Lauder 
chairman calls the PR 
legend the “humble 

genius of the nation”

The World Trade 
Center developer says 
Rubenstein is a trusted 

friend and adviser

Howard Rubenstein 
counted this mayor of 
New York City as one 
of his closest friends

Rubenstein cites the 
Murdoch account as 
one that helped put 
his firm on the map
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Looking west out of Rubenstein’s Manhattan office window 
toward Hell’s Kitchen, you see the Intrepid Sea, Air & Space 
Museum at Pier 86 on West 46th Street. And, true to form, 
Rubenstein was key in getting the World War II aircraft carrier 
Intrepid permanent access to the piers when it faced being 
scrapped following decommissioning. 

His client Zach Fisher of the Fisher real estate family was 
dedicated to the military and in the ’80s saved the Intrepid
from the scrap heap. Rubenstein worked on every aspect of 
bringing the ship to town, considering it one of his principal 
accomplishments in New York. 

“I worked almost full time to see it was anchored here and 
protected,” he says. “People weren’t happy with that [at the time].” 

Rubenstein’s persistence and use of his contacts throughout 
the city of New York to ensure the Intrepid gained a permanent 
berth in history defines his career in microcosm, sometimes in 
unpopular contexts.

“Whatever I did in my business or personal life, I would think 
as a professional,” he explains. “I wouldn’t be a wise guy. I 
wouldn’t make up fake answers. I wouldn’t put myself first and 
my client second. I defined professional early on in my career 
and stuck with it — even though at times it was painful.” 

“In some situations you’ve got to go for it, but as a general 
rule of thumb, don’t portray yourself as an egomaniac. That’s 
so destructive,” Rubenstein adds.

Fellow Brooklynite Larry Silverstein, chairman of Silverstein 
Properties and owner of the World Trade Center during 9/11, 
also considered Rubenstein a friend and trusted adviser for most 
of his life in real estate.

“His keen intellect and boundless wisdom are matched only 
by his commitment to the highest standards of professional 
integrity,” says Silverstein via email. “His quick thinking, 
creativity, and sensitivity to others made him an invaluable 
counselor to me in all my endeavors, including the rebuilding 
of the World Trade Center.”

Another longstanding fan is Leonard Lauder, chairman 
emeritus of The Estée Lauder Companies, who tells PRWeek via 
email: “Howard Rubenstein is the humble genius of the nation. 
He sees everything, understands all, and all will be OK.”

He also attracted sobriquets such as the “dean of damage 
control,” courtesy of Giuliani, “a natural reconciler,” “a very 
likable guy,” and “an extraordinarily skilled publicist.”

However, the profiles are not universally complimentary. He 
has also been variously described as “an evil, duplicitous samurai,” 
“wily” but “devoid of principles,” “a cheap hack flack,” “the 
fixer,” “the consummate survivor,” and someone who has “more 
conflicts than downtown Beirut.”

Sharing his secrets
Indeed, the ability to represent two sides of seemingly uncross-
able divides has been a hallmark of Rubenstein’s career, which 
often saw him play honest broker between deadly political rivals 
or super-competitive businesspeople and remain friendly with 
both parties.

“I made a really good entry into real estate, and the Real 
Estate Board of New York and individual owners started to hire 
me to promote their buildings,” says Rubenstein. “I was a very 
good press agent.” 

His secrets? First, get permission to work for other people in 
the same sector. Second, never share a secret. Third, tell the 
client if you have a conflict and lay off for a period of time.

“I was always careful not to hurt, criticize, or demean clients 
if a conflict arose,” he says. “I tried to figure it out real early and, 
in some instances, I resigned for a month or two. I was always 
cautious and I’ve never been sued as a result.”

Howard’s sons Steven and 
Richard also went into PR. Steven 
has worked at Howard’s side 
for the past 26 years and now 
oversees the day-to-day running 
of Rubenstein as its president.

The strategic comms firm 
works for a new breed of clients, 
including Uber (following its 
leadership change), Shonda 
Rhimes, Refinery29’s The 67% 
campaign, the ACLU, and David 
Letterman’s new Netflix show.

“The world has never been 
more loud, flat, and crowded,” 

says Steven. “Everyone is scream-
ing. It’s harder than ever to be 
heard and even harder to keep 
a good reputation. In that envi-
ronment, the principles on which 
my dad founded the business are 
more relevant than ever.”

Richard launched his own 
agency in 1987, Rubenstein 
Public Relations.

“From the time he started in 
PR, Richard’s goal was to create 
his own strong independent 
business,” says Howard. “I’m very 
proud of his success.”

Rubenstein: the next generation 

Derek Jeter helped honor Rubenstein for his 60 years in the PR businessBarack Obama is just one of the presidents Rubenstein has met on the job



Best known as Microsoft’s first PR person,
Pam Edstrom passed away this past March 
at the age of 71. Edstrom had known the 
tech powerhouse’s legendary founder Bill 
Gates since Microsoft was a penniless start-
up. Post-Microsoft, the majority of Edstrom’s 
career was spent at the agency to which 
she lent her name, working alongside CEO 
Melissa Waggener Zorkin in a relationship 
that spanned more than three decades.

Melissa Waggener Zorkin
CEO, WE Communications
A college counselor once told Pam after 
taking some tests, “so Pam, it turns out you 
are rather ordinary.” No, not true. To me, to 
many, and to anyone who had a chance to 
spend time with her, Pam was extraordi-
nary. In our hearts and minds, her influence 
will live on forever. Pam’s life work was 
communications and most of those years 
were spent with me building our agency. 

Pam’s unwavering belief in technology’s
ability to change the world unleashed 
torrents of new types of storytelling. She 
was generous at every turn, helping those 
reach their fullest potential. She lived life 
one speed, full and fast. She was a commu-
nicator, mentor, family matriarch, and the 
greatest partner I ever wished for and the 
greatest friend I could ever imagine. 

Celebrating its fifth year, 
PRWeek’s Hall of Fame 

recognizes six masters of 
communication and the 
profound impact they’ve 

made on the industry

Steve Ballmer
Former CEO, Microsoft
I remember first meeting Pam, 
and she was just this incredible 
ball of energy. When we hired 
her at Microsoft, she brought us 
idea after idea, pushing us to do 
things that we wouldn’t do — to 
communicate and really get us 
out there. I loved it. 

Pam was part of a group of pi-
oneers in the ’80s who told the 
story of the personal computer 
industry, who figured out how to 
really capture the imagination 
of not just the technical press, 
but also of the popular press. 
She helped us bring technology 
and personal computers into the 
lives of everybody. 

Frank Shaw
Corporate VP, comms, Microsoft
Pam was never much for titles, 
but a good one for her would 
have been “bringer of gifts.” 

She was a genius at brain-
storming, and taught anyone 
who would pay attention how to 
excel at this. She gave the gift 
of ideas and the gift of honest 
feedback — delivered with em-
pathy and understanding. 

But most important, she gave 
the gift of belief. She believed 
people could do better, and so 
they did. 

PAM EDSTROM
Cofounder,
WE Communications

H O N O R E E S

CELEBRATING 
INDUSTRY 

ICONS 
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Muriel Fox was EVP of Carl Byoir & Associ-
ates and a pioneer in breaking into the then 
male-dominated world of PR in the 1950s. 
Business Week once called her “the number 
one woman in PR.” She also cofounded the 
National Organization For Women (NOW), 
which formed in 1966.

What profession would you like 
to attempt other than your own?
I’d like to be a lawyer and work for 
social justice.

When was the last time you 
experienced a fist-pumping 
victory moment?
As board chair of Veteran Feminists of 
America, I helped organize our most recent 
feminist reunion. 

When was the last time you endured 
an “agony of defeat?”
The worst agony was seeing Hillary 

Clinton lose the presidential 
election. She would have been 
one of America’s greatest presi-
dents, in my opinion. 

I learned we need to keep 
working toward our goals, and it 
isn’t easy.

How long ago was the last 
time you truly took the 
time to recharge your bat-
teries? What did you do?
I take frequent trips to recharge 
my batteries. Recent trips 
include Iran and Cuba.

When have you seen 
the communications 
industry shine?
I see the industry shine in 
the current awakening about 
sexual harassment.

What would you tell 
your 20-year-old self?
I would tell myself to not 
accept traditions that shut 
women out from decision-
making activities.

Bill Heyman set up Heyman Associates 
and its sibling firms around the world in 
order to place top PR and public affairs 
talent in executive positions at high-profile 
corporations, foundations, and academic 
institutions across North America, Europe, 
the Middle East, and Asia-Pacific..

What profession would you like to 
attempt other than your own?
I already manage at least 162 New York 
Yankees games per year — either from 
my family room or inside the stadium at 
Section 215.

When was the last time you 
experienced a truly fist-pumping 
victory moment?
Recently a client said to me that our 
team had done “stellar” work. 

You don’t always hear that kind of 
feedback, no matter how well you do, 
so it means a great deal. 

MURIEL FOX 
Former EVP,
Carl Byoir & Associates

BILL HEYMAN
President and CEO,
Heyman Associates
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When was the last time 
you endured an "agony of 
defeat" moment? What did 
you learn from it? 
Any member of the Heyman 
Associates team could predict 
my answer. 

A surprising departure put 
some pressure on our staff, but 
it has proved our resilience. It 
really did prove there is no "I" 
in team. 

How long ago was the last 
time you truly took the 
time to recharge your bat
teries? What did you do? 
For our 30th wedding anniver
sary, my wife Doreen and I took 
a cruise along the Amalfi Coast 
[along the southern edge of 
Italy's Sorrentine Peninsula] 

I didn't check email or the 
box scores for a week. 

What do you find most 
frustrating about working 
in your current industry? 
The slow work of improving 
diversity in the profession 

Our clients are making it a 
priority, and our own placement 
demographics reflect that, but 
we can't be satisfied yet 

When have you seen 
your industry shine? 
In my position, I hear about 
communicators pushing their 
organizations to take a public 
stand and do the right thing, 
even if it provokes a harsh 
response from certain quarters. 
That's the communications 
profession at its best 

Favorite drink? 
A black and white milkshake. 

What would you tell your 
20-year-old self? 
Do something challenging that 
you love, and do it with people 
you respect and can learn from. 
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KIM HUNTER 
President and CEO/chairman 
and CEO/managing partner, 
Lagrant Communications, The Lagrant 
Foundation, and KLH & Associates 

Multimillion-dollar integrated marketing 
communications firm Lagrant Communica
tions is the brainchild of founder, president, 
and CEO Kim Hunter, a long-standing 
champion and pioneer of diversity in the 
marketing and comms sectors. 

What profession would you like to 
attempt other than your own? 
CIA agent or appointment by the president 
to be ambassador to Brazil, Paraguay, Uru -
guay, or Chile in that order. 

When was the last time you 
experienced a truly fist-pumping 
victory moment? 
The launch of KLH & Associates. The 
response has been phenomenal. Many 
Fortune 500 companies retained the execu
tive search firm to source and place ethni
cally diverse candidates. My only regret is I 
should have done this 15 years ago. 

When was the last time you endured 
an "agony of defeat" moment? What 
did you learn from it? 
Losing Southern California Edison after 
23 years But I learned to be focused and 
pursue new business that is committed 

and have significantly larger 
budgets in diversity marketing, 
such as Covered California. 

While we lost the Edison 
account, which was worth 
$75,000, we gained a multimil
lion dollar account within the 
same week. 

How long ago was the last 
time you truly took the 
time to recharge your bat
teries? What did you do? 
Despite being a workaholic, I 
always make time for vacations. 
My birthday is an international 
holiday for me, and I go some
where I have never been. 

This year I went to Finland 
and Norway. I've been to 
Vietnam and Korea, Ireland and 
Scotland, among others. 

What do you find most 
frustrating about working 
in your current industry? 
A lack of true leadership in the 
area of diversity and inclusion. 

When have you seen 
your industry shine? 
When Ann Fudge was named 
CEO of Young & Rubicam. 
She was the first African
American woman to lead a 
global ad agency and has been 
the last, unfortunately. 

I 



Zenia Mucha is responsible for global 
communications at The Walt Disney Co., 
including acting as chief spokesperson and 
overseeing communications strategy and 
media relations for the company, its various 
business segments, and its philanthropic 
and environmental initiatives. 

What profession would you like to 
attempt other than your own?
Something that doesn’t require 24/7 Wi-Fi 
and lots of fully charged mobile devices.

When was the last time you 
experienced a truly fist-pumping 
victory moment?
I’m immensely proud of my team’s work 
in support of the successful opening of 
Shanghai Disney Resort. It was a landmark 
event in our efforts to introduce Disney to 
the more than 3 billion people in China — 
and our media relations, corporate comms, 
and PR teams collaborated to create and 
execute a yearlong strategy to explain 
Disney, shape expectations, and ensure 
maximum impact from the grand opening. 

When was the last time you endured 
an “agony of defeat” moment? What 
did you learn from it?
When I first got this job, Disney was un-

dergoing a shareholder revolt, 
among other crises. It was a 
brutal battle. 

 We realized the deep emo-
tional connection fans have 
with Disney was an untapped 
resource that could support our 
comms efforts going forward. 

The corporate comms team 
created D23, the first and only 
official Disney fan club, and 
our hundreds of thousands of 
members are now passionate 
brand ambassadors and active 
champions for Disney. Our fans 
now give Disney the benefit 
of the doubt and are likely to 
stand with us in the face of 
criticism or challenge.
 
What do you find most 
frustrating about working 
in your current industry?
It’s less about the industry and 
more specific to Disney. Be-
cause our name is guaranteed 
to draw coverage, it’s increas-
ingly used as “clickbait” by less 
than scrupulous people. 
   We have to be vigilant to 
ensure we get in front of these 
efforts before they gain traction 
by constantly listening to social 
media, as well as traditional 
outlets, aggressively responding 
with facts to dispel any misper-
ception of our involvement.

What are you most proud of over 
the course of your career? 
To be successful, I made up my mind at 
the start that I had to be honest and have 
a high level of ethics. Several people in 
PR at the time didn’t have that.

What would you tell your 
20-year-old self?
I’m pleased I made the decision not to 
continue at Harvard Law School. That 
changed my whole life. To be able to fig-
ure that out and leave something people 
would give anything for was the toughest 
decision in my professional life. It led to 
an open field for me with many opportu-
nities. If I’d stuck up there, I would not 
have had those opportunities.
   You’ve got to really work hard — you 
can’t just wing it and hope.

Tell us about an important 
mentor in your life.
My father was my mentor. I respected 
him immensely because of what he 
did for a living, being a crime reporter 
opposite police headquarters. He saw 
the seamy side of life, and he’d educate 
me on how to avoid that trap. For an 
extended profile, see pages 24-27

ZENIA MUCHA
Senior EVP and chief comms offi cer,
The Walt Disney Co.

HOWARD RUBENSTEIN
Chairman,
Rubenstein
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Successful employers listen  
to and empower their entire  
staffs, and none do it better  
than these organizations
By Barbara White-Sax
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DIVERSITY 
& INCLUSION

 M ore than ever, corporations are 
embracing a “doing well by doing 
good” ethic — an approach that 

particularly resonates with younger em-
ployees. In fact, a company’s success — or 
lack thereof — in this regard is increasingly 
impacting how staffers view their employers.

“People just entering the business are 
much more cause-focused,” says McLaugh-
lin. “They think about social change and 
social good all the time.”

To truly walk the walk, Bohlmann advises 
that companies must align their stated 
corporate values with their practices and 
behaviors toward all stakeholders — includ-
ing employees — and through their cause-
related programs and activities. 

“Scrutiny based on mistrust of companies 
has never been higher,“ she underscores. 
“Reputations can fall overnight if this align-
ment is off on any level.”

A commitment to improving corporate cit-
izenship has paid off for many corporations. 
The 2017 Deloitte Millennial Survey reveals 
that more than six in 10 millennials view 
business leaders as committed to helping 
improve society, up nine points from the 2015 
study. The number (continued on page 37 )

O rganizations that earn the “top workplace” 
moniker do so on the strength of both their 
physical workspaces, as well as elements that 
employees can take with them anywhere they 
go. This was underscored by the 2,720 indi-
vidual responses — representing 78 organi-
zations — PRWeek received in response to its 
2017 Best Places to Work survey. But one 

thing is clear: Staffers are happiest when their employers give them 
the flexibility and respect to determine where, when, and how they 
work — both in and out of the office. 

Leaders from previous Best Places to Work honorees, as well 
as judges of this year’s PRWeek program, say the approach leads 
to the design of a more productive physical workspace, fosters 
collaborative relationships among coworkers, and leads to per-
haps the most important factor in employees’ eyes — a good work-
life balance.

The perfect space
Flexible space and work arrangements are workplace musts, but 
it’s a nut many organizations have not totally cracked. In fact, 
only 61.6% of this year’s Best Places to Work survey respondents 
categorized their workplace flexibility as excellent, while only 
half rate their workplace as excellent for inspiring creativity and 
fostering collaboration.

And that perfect solution is elusive. Open floor plans have been 
a recent rage, but more and more organizations are hedging a bit.

“A lot of companies moved to an open plan to foster collabora-
tion,” notes Jamie McLaughlin, president of Capstone Hill Search, 
“but there’s been a rethink about that.”

Jaya Bohlmann, VP of recruitment at PR Talent, adds, “Many 
companies do equate open floor plans with higher levels of 
collaboration, but we have yet to see a direct link from that to 
employee satisfaction.” 

The answer would seem to lie in combining three elements: an 
open plan area for desks, private rooms for quiet and concentration, 
and small spaces where people can break away and collaborate. 

Barby Siegel, CEO of Zeno Group, a multiple-time honoree, has 
seen firsthand the benefits of such options. Flexibility for her firm’s 
employees can mean working in a nearby outdoor space, a local 
coffee shop, or at home several days a month. 

“In many of our offices we provide easy access to an outdoor 
space in which to work,” she explains. “This jump-starts crea-
tivity. And people feel better getting a breath of fresh air in the 
middle of their day.”

Proactive employers also welcome staff input on design decisions. 
“It’s critical to ask employees what will make a difference [to 

them] and recognize that all employees will respond differently,” 
says Rbb Communications CEO and managing partner Christine 
Barney, whose firm was honored last year. “Some will want a 
standing desk. Others will want to sit on a ball. Some want a noisy 
group scene, while others want privacy booths. It’s important to 
offer different options. Even the same employee will have different 
needs depending on the day.”

Another key ingredient is fun. Nearly three out of four (72.9%) 
of this year’s survey respondents rated their organizations as 
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excellent for including work areas designated for 
relaxation and fun. However, it’s not enough to 
simply have the options available. 

“Businesses can have these great spaces with a 
slide going into the office or pool tables everywhere,” 
says McLaughlin, “but if the culture isn’t encour-
aging people to use them, they become almost a 
negative, counterproductive presence.” 

Barney cautions against making assumptions as 
to what employees will most value. One might think 
a pingpong table will be universally loved, but many 
employees might prefer a juicing station. Taking the 
time to really know what motivates your employees 
will inform smart design choices. 

“You want to design the space to enhance pro-
ductivity,” she explains. “When you give people the 
tools and the environment they need, you end up 
with happier employees and lower turnover.”

Cohesive eff ort
Camaraderie tends to boost productivity, but true 
team building is about creating opportunities for 
employees to connect in meaningful ways. 

“While off-sites and volunteering can be fun, the 

lasting impact is not as valuable as using real-life 
team situations,” offers Barney, who believes cama-
raderie is best generated through programs that 
acknowledge and reward teams. 

“If the only rewards you give are to individuals, 
you’re not really saying to your employees that you 
value teams,” she says. At Rbb, one such example 
is a client-service awards program that recognizes 
stellar teamwork with a half day off and $800 for 
the winning team to spend on a group activity. 

Camaraderie is also enhanced when employees 
understand what others contribute to the organization.

“Whether you job share for a day or two or you 
break things up by sitting the account person next 
to an HR person, it’s important for teams to inter-
act,” advises McLaughlin. “Learning about what 
someone from outside your department does and 
how far they go to do that job well is a powerful tool 
for building a team.” 

“We encourage as much face-to-face interaction 
as possible,” notes Siegel. “We move people around 
so they can spend time in other offices. We encour-
age our staff to spend an extra day visiting an office 
if they are traveling for work. ‘Tour de Zeno’ is a 
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PROGRESS ON DIVERSITY AND INCLUSION?

IS DIVERSITY AND INCLUSION WELL REPRESENTED 
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popular annual program where two staffers are 
given the opportunity to visit and work from anoth-
er Zeno office of their choosing anywhere in the world 
for two weeks.”

Integrating work and life
With today’s 24/7 demands, creating work-life balance 
is more challenging than ever. Survey results reflect 
this, as only 56% rated their company as excellent 
in promoting a good work-life balance for employees. 

“It’s not even about balance anymore,” suggests 
Bohlmann. “It’s about work-life integration. We no 
longer address our professional lives from 9 to 5 and 
our personal lives during evenings, weekends, and 
an annual vacation. We want to address our whole 
life all the time and experience a high quality of life 
holistically. And we expect employers to do their part 
in supporting that goal.”

“Offering one flexible Friday a month is not creat-
ing work-life balance,” emphasizes Barney. “It’s just 
a Band-Aid. People fool themselves into thinking they 
have provided a better workplace when they have just 
officially provided some tools that don’t apply to ev-
eryone. It creates an ‘us and them’ not a ‘we’ culture.”

HOW SERIOUSLY IS PR TAKEN BY YOUR ORGANIZATION?

HOW WOULD YOU CATEGORIZE YOUR ORGANIZATION IN TERMS OF 
RECOGNIZING EMPLOYEES FOR DOING A PARTICULARLY GOOD JOB?

DOES THE C-SUITE INVOLVE THE COMMUNICATIONS 
DEPARTMENT IN MOST OR ALL MAJOR BUSINESS DECISIONS?

RESPONDENTS WHO SAID THEIR SALARIES WERE EXCELLENT
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She adds the rules must apply to everyone, from 
receptionist to partner. The fair-minded approach 
wins loyalty and creates camaraderie in an industry 
where everyone is working harder and faster. 

“We try to be as individually humane as possible,” 
says Peter Prodromou, president and CEO of 
Racepoint Global, a 2016 Best Places to Work 
honoree. “Agencies that are humane become that 
way because the individuals that run them grew up 
in less-than-favorable environments and want to 
create something different.” 

The very best places to work offer programs that 
address employees as people, rather than commodi-
ties. Effective programs include ways to keep employ-
ees healthy (gym memberships, on-site fitness, stipends 
for spa services), enable them to travel (stipends and 
work-related travel perks), take care of their families 
(time off for medical and personal care, various in-
surance offers), and learn and develop professionally 
(training programs, education allowances).

In determining the programs and benefits to offer, 
Bohlmann says, “The best companies are continual-
ly asking and listening — with openness — to em-
ployees, and putting this information into action.” 

“Offering 
one 

flexible 
Friday a 
month 
is not 

creating 
work-life 
balance”

BEST
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of respondents agreeing that “businesses behave 
in an ethical manner” increased 13 points over the 
same time period, while criticism of business — 
respondents agreeing that “businesses focus on 
their own agendas rather than considering wider 
society” — dropped 16 points.

While that’s good news, the results of PRWeek ’s 
2017 Best Places to Work survey suggest there’s 
room for improvement. Just less than 60% rate their 
organization’s positive social impact as excellent, 
while just more than half (54.2%) rate their organi-
zation’s charity efforts as excellent.

Contributing to charitable causes is clearly an area 
that deserves more focus. Deloitte’s survey shows 
that only 54% of millennials say their workplace 
provides them opportunities to contribute to chari-
ties/good causes. This is an opportunity, though, as 
that same study reveals employees provided with 
an opportunity to pursue charitable activities in 
the workplace show a greater level of loyalty, more 
positive opinion of business behavior, and are less 
pessimistic about the general social situation.

“The best companies engage in philanthropy 
on national, global, or local levels — or all three — 
based on their company’s mission and strategy,” 
reports Bohlmann. “And they engage their employ-
ees in their cause-related programs through volun-
teering, donating, and instilling in their companies a 
culture of giving.” 

While companywide volunteer days can be team 
builders, Bohlmann says the leading companies let 
employees choose their own causes. 

“For most, a one-size-fits-all approach is not the 
right answer,” notes Barney. “You must find a way to 
make people feel that the company cares about all 
the issues, not just the ones that are important to the 
owners. Giving employees the opportunity to design, 
create, and control the programs that are most mean-
ingful to them is what will make the difference.” 

At Rbb Communications, employees are offered 
one paid day to work at a charitable organization of 
their choice. “If an employee volunteered a certain 
amount of their own time, we’ll match their time 
with dollars,” explains Barney. “We also have a 
matching contribution program.”

When two groups of Rbb employees decided to 
work on back-to-school backpack programs, Barney 
suggested they work together. “They did a great 
program and teamed up with people with whom 
they would not ordinarily work,” she says. That’s a 
win-win for employee camaraderie and citizenship.
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A challenging yet fun
workplace culture and client 
work that makes employees 
“want to jump out of bed in 
the morning” helped earn 
Blaze PR this honor.

Judges were impressed 
with the staff’s access to 
leadership, good training 
opportunities, and flexible 
benefits. Employees were 
effusive about the firm’s 
empowering workplace 
environment. “Leadership is 
egoless and approachable,” 
noted one employee.

Individual accomplish-
ments are recognized com-
panywide by the president 
each month. Employees also 
mentioned a number of other 
benefits, such as the ability 
to bring their dogs to work 
or convert unused vacation 
time to donate to a nonprofit 
of their choice.

Judges noted how Blaze’s 
dedication to staff clearly 
pays off in low turnover, as 
the firm hasn’t lost an em-
ployee in more than a year.

BLAZE PR DAVIES NORTH 6TH AGENCY
“You could clearly sense  
how motivated these em-
ployees are,” noted one 
judge, capturing all arbiters’ 
sentiments about Davies.

The firm’s strong com-
mitment to developing 
employees was evident, with 
particular recognition of its 
effective mentorship and re-
verse mentorship programs. 
Employees also made it clear 
the agency gives them the 
tools they need to succeed. 

“Unlike any other place 
I’ve worked, Davies empha-
sizes skills development,” 
reported one employee.

One factor judges noted 
was the consistent praise 
staffers heaped upon the 
agency’s CEO. “John Davies 
is a mentor, coach, and 
cheerleader to help all of us 
grow,” said one staffer.

Davies’ robust benefits 
and competitive compen-
sation also stood out. “We 
get to share in the company 
profit like no other agency,” 
explained one employee.

It’s not easy to encourage 
employees to work remotely 
while maintaining strong 
collaboration in the office. 
Judges were impressed with 
North 6th Agency’s ability to 
do both.

The firm makes work-
life balance a priority with 
unlimited work from home 
and early Friday dismissal. 
At the same time, employ-
ees praised the camaraderie 
they have with colleagues.

The firm uses a digital 
online monthly performance 
review system to provide 
transparency and motiva-
tion. CEO Matt Rizzetta 
also earned high marks from 
staffers, particularly for how 
transparent he is about the 
agency’s direction.

Recognition is critical 
to the firm’s success. The 
Producer of the Week 
awards give top performers 
a $1,000 raise. “It seems to 
be spearheading the way 
for employee appreciation,” 
noted one judge.

Only two years into its 
existence, Vested has quick-
ly established itself as a firm 
that offers one of the most 
robust employee benefit 
packages in the market.

Vested employees are 
entitled to equity in the 
firm, unlimited vacation, a 
three-month sabbatical after 
four years of employment, 
and the use of the company 
account at Starbucks, Blue-
stone Lane, and Uber. 

Numerous employees 
noted how the equity 
they have in the firm en-
sures they are all part of 
key conversations.

Professional growth 
might be a staple of many 
organizations, but judges 
were particularly impressed 
that such a young company 
was able and enthusiastic 
to offer so much support 
on this front. 

“Vested rewards initia-
tive,” said one staffer. “The 
opportunities are unlimited 
if you seek them out.”

VESTED
Location: Santa Monica, Calif. Location: Santa Barbara, Calif. Location: New York City Location: New York City 

SMALL 
AGENCY
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Employees lauded 
Brodeur as offering the ulti-
mate in workplace flexibili-
ty. In fact, the firm received 
perfect scores on this front.

Moreover, despite having 
offices across the country, 
the agency maintains a 
strong companywide bond 
and places a high value on 
employee camaraderie. 

Staff members say CEO 
Andrea Coville is accessi-
ble to all and transparent, 
communicating regularly on 
agency goals and develop-
ments with all staffers.

With a robust in-house 
professional development 
program that ranges from 
internal training to broader-
level thinking, staffers gave 
Brodeur high marks for 
encouraging them to think 
outside the box.

“Our CEO encourages va-
cations, office outings, and 
other work-life balance tac-
tics that set a great example 
of what that balance really 
is,” said one employee.

BRODEUR PARTNERS JACKSON SPALDING PRAYTELL
In reviewing the staff 
submissions, judges were 
blown away by how fre-
quently the word “family” 
was used when employees 
talked about their coworkers.

Jackson Spalding jet-
tisoned titles to adopt a 
mentor structure that fosters 
a constructive, challenging 
environment with teamwork 
at its core. The flat lead-
ership philosophy allows 
staffers to take on new roles. 

Staffers also praised the 
firm’s transparency. “We dis-
cuss our financials at every 
meeting and provide open 
office hours weekly with 
executive team members,” 
an employee reported.

In recalling a recent 
interview with cofounder 
Glen Jackson, one employee 
noted being asked, “How 
can we convince you to stay 
here for a very, very long 
time?” Judges opined that 
sentiment might certainly 
explain Jackson Spalding’s 
low turnover.

A Best Places to Work 
honoree the past three years 
in the small agency catego-
ry, Praytell won judges over 
this year by growing the 
business but still maintain-
ing enviably high stan-
dards for work-life balance, 
workplace flexibility, and 
employee camaraderie.

Staffers are proud of the 
fact Praytell has never lost 
an employee to another firm, 
and love the company’s 
monthly wellness stipend, 
unlimited vacation, pet in-
surance, referral bonus, and 
commuting funds. 

The firm also netted high 
marks for transparency, 
with agency leaders earning 
plaudits for being clear and 
candid about new business 
pitches, clients lost, and 
financial challenges.

“Whether it’s new puppy 
leave or summer Fridays, 
Praytell goes out of its way 
to ensure employees have 
the mental space they 
need,” raved one staffer.

“Employees really seem 
to have fun working at 
Stone Ward,” noted one 
judge. “Every day at 3 p.m.,” 
reported one staffer, “we 
play a game of foam basket-
ball indoors. It provides lots 
of laughter.”

Flexible work hours, a 
dog-friendly office, and a 
focus on continued profes-
sional and personal develop-
ment were notable attri-
butes myriad staffers talked 
about. In addition, perfect 
scores on performance re-
views — the only firm in this 
category to achieve that — 
truly impressed the judges.

The company’s Done 
Good program, which 
recognizes employee efforts 
with a handwritten note 
and Amazon gift card, got a 
number of shout-outs. 

Judges also took note of 
how employees are encour-
aged to spend time away 
from work for family events 
to maintain a healthy work-
life balance.

STONE WARD

MIDSIZE AGENCY BEST
PLACES

TO
WORK

Location: Boston Location: Atlanta Location: New York City Location: Little Rock, Ark. 



ALLISON+PARTNERS FLEISHMANHILLARD
The larger the firm, the more chal-
lenging it is to achieve true agency-
wide collaboration. On this front alone, 
Allison+Partners scored major points.

Of course, the positive sentiments 
went far beyond that. “Extraordinary 
culture” was a term used by every judge 
based on staff feedback.

Allison+Partners is committed to 
development and its employee training 
and career development includes the 
globally implemented Allison Univer-
sity program, educational webinars, 
a mentor program, and an open-door 
policy fully embraced by the C-suite.

Employees raved about benefits, 
including a one-month paid sabbat-
ical after five years of employment, a 
one-week winter break, birthdays off, 
and extended lunch hours on Workout 
Wednesdays to encourage exercise.

“I continue to be amazed at how great 
the benefits are,” noted one employee. 
“They are better than the Fortune 500 
company from which I came.” 

The agency also fosters strong rela-
tionships between employees across 
offices and practices. “Allison+Partners 
puts culture and people first,” added 
another staffer. “It really is one of the 
best places to work.”

Best Places to Work honorees 
sometimes have great comeback sto-
ries. Last honored in 2013, the agency 
went through some well-documented 
struggles in recent years, underscored 
by very high turnover. But “employees 
clearly feel FleishmanHillard has found 
its groove again,” suggested one judge.

The firm scored high marks for offer-
ing numerous employee development 
opportunities across all levels. “For an 
agency this size, all staffers seemed to 
have a very good grasp on their career 
trajectory,” explained one judge.

CEO John Saunders received a num-
ber of shout-outs from respondents. 
“He is transparent, a visionary, and 
motivating. He is also a kind, caring 
person,” noted one employee.

The agency increased vacation days 
across the board — a huge hit with em-
ployees — and added Fitness Fridays 
and a 10-day wellness and family time 
benefit. The firm also recently rolled out 
family days and paternity leave. 

“I love that ‘sick’ time is now consid-
ered ‘family and wellness’ time,” said 
one staffer.

“Work-life balance is a major plus 
at the firm,” added one judge, “with all 
the recent changes to HR policies.”

Across the board in reviewing 
staff survey feedback, Zeno Group’s 
culture of recognizing and valuing 
employees was impossible to miss.  

“Fearless” is a term this agency uses 
to describe itself externally. “Zeno has 
an entrepreneurial culture that encour-
ages and rewards team members to 
take charge of projects, initiatives, and 
their career,” shared one staffer. 

The firm has a generous bonus pro-
gram and scores particularly well for 
rewarding high-performing employ-
ees. There are weekly in-office awards 
for great client service and exception-
al teamwork, as well as the annual 
“Dan” award, which spotlights a rising 
star (named after Dan Edelman). 

Zeno also awards five Hit of the 
Month performance-based raises to let 
employees know their efforts are ap-
preciated. Other perks include ZenoFit, 
a monthly stipend for something that 
promotes health and relaxation.

“Employee recognition sets the 
agency apart,” opined one judge. 
“This is particularly important for ju-
nior staffers, whose work is often be-
hind the scenes. It also helps explain 
the low turnover rate, particularly for a 
larger firm.”

ZENO GROUP

LARGE AGENCY
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Location: San Francisco Location: St. Louis Location: New York City 
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EXPEDIA JETBLUE
Companies get kudos when they 
exhibit an ability and willingness to 
listen to their employees’ wants and 
needs — and act upon that intelli-
gence. Based on survey feedback, 
Expedia excels on this front. 

Additionally, judges noted the great 
access all staffers have to senior-level 
and C-suite executives and the oppor-
tunity to work in other offices.

“The internal comms team is very 
tuned in to employees,” noted one 
team member, “responding to ques-
tions and coordinating across offices 
around the world to ensure staff are 
happy.” Expedia scored high across 
the board on employee advancement 
and development, camaraderie among 
employees, and work-life balance.

The communications team embod-
ies Expedia’s overall culture of trust 
and flexibility.

“I previously didn’t believe I could 
ever have balance,” said one employee, 
“but at Expedia, balance is a huge 
priority and it starts with the CEO.”

The company also scores high 
on benefits, which include wellness 
compensation that covers fitness pur-
chases, generous parental leave, and a 
personal travel allowance.

Based on feedback, JetBlue takes 
its “You Above All” slogan as seriously 
for employees as it does for customers. 
“Crewmember experience is equally 
as important as customer experience,” 
said one employee. “JetBlue cares 
about me. That motivates me.” 

Judges found that sense of camara-
derie just as apparent between staffers, 
which further underscores the airline’s 
internal culture. Moreover, manage-
ment clearly empowers all team mem-
bers to play a key part in nurturing it.

Employee enthusiasm is also 
prompted by the strong benefits 
offered. From onboarding training at 
JetBlue University to opportunities for 
professional development, manage-
ment invests in developing its people. 

Judges also highlighted the numer-
ous perfect scores given by employees 
on a variety of matters, including inter-
nal comms, community involvement, 
and transparency and accountability. 
The company’s 401K plan also earned 
perfect scores — the only in-house 
entrant that could make that claim.

“We work well together and support 
each other,” noted one respondent. 
“That helps us accomplish a lot both 
internally and externally.”

With work-life balance scores 
that were the best among all category 
entrants, as well as clear commitment 
from the C-suite to encourage flexibil-
ity, the judges were not surprised that 
Pitney Bowes has very low turnover.

In summarizing the broader team’s 
sentiments, one employee raved 
about the “uniquely familial quality 
embedded in the culture of this almost 
100-year-old company.”

This year’s judges noted Pitney 
Bowes’ management does a great 
job of “encouraging staffers to share 
best practices amongst themselves.” 
Employees have access to great col-
laboration tools, making it seamless to 
engage with colleagues worldwide. 

Swapping roles across regions, 
teaming with other functional groups 
on large projects, and a self-publishing 
intranet model all contribute to a 
strong, collaborative team with a 
single mission. 

Pitney Bowes received very high 
marks for internal comms, transparen-
cy, and community involvement. In ad-
dition, staffers made special note of the 
new connected headquarters, which 
explains the high marks received for 
being a top physical workspace.

PITNEY BOWES

IN-HOUSE 
AGENCY

BEST
PLACES

TO
WORK

Location: Bellevue, Washington Location: New York City Location: Stamford, Connecticut 
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/ CAMPAIGNS /

S nack brand Cheetos took on the 
world of fine dining, partnering 
with chef Anne Burrell to create an 

exclusive three-course menu featuring 
Cheetos meatballs, f lamin’ hot limón 
chicken tacos, and Cheetos-crusted 
cheesecake. The meals were served in a 
pop-up restaurant in New York called 
The Spotted Cheetah.

The inspiration came from noticing 
interesting, well-shared recipes by chefs 
and fans that incorporated Cheetos. 

Cheetos and its PR agency partner, 
Ketchum, began planning the campaign 
in February 2017.

Orange-fingered fans flock 
to fancy Cheetos restaurant

The brand wanted a chef who could 
serve as a spokesperson, as well as craft the 
menu for the restaurant. It chose Burrell, 
best known for the Food Network shows 
Secrets of a Restaurant Chef and Worst 
Cooks in America.

The PR team also sought to release a 
downloadable digital cookbook of recipes 
featured in the campaign.

“We wanted to deliver something fans 
could enjoy beyond a pop-up, as well as 
something for fans outside of New York,” 
said Kimberly Scott, director of comms for 
Cheetos’ parent, Frito-Lay North America.

To boost social engagement, Chee-
tos created #TheSpottedCheetah and 
#CheetosRestaurant. A microsite was 
developed to house campaign content, 
most notably the digital cookbook.

In early August, the brand teased the 
campaign by sharing one of Burrell’s  
Cheetos-inspired recipes, as well as a save 
the date.

“The media strategy focused on large, 
national broadcast and different types 
of print outlets,” explained Joan Cetera, 

senior director of PR for 
PepsiCo, which owns Frito-Lay. 

On August 8, Cheetos issued a press re-
lease announcing the upcoming activation, 
teased the news on branded social channels, 
and shared info on reservations.

Cheetos launched the restaurant and the 
digital cookbook on August 15. 

The brand then tapped Burrell for a series 
of interviews.“We started at Fox Business 
and did a full day of media interviews in 
and around Manhattan,” said Cetera. Food 
& Wine was given an exclusive first taste. 
Kathie Lee Gifford and Hoda Kotb did an 
on-air taste test at NBC’s Today.

In the evening, Cheetos hosted a dinner 

Chef Anne Burrell, Kiyan Anthony, and La La Anthony attended the opening of The Spotted Cheetah

COMPANY
Cheetos 
CAMPAIGN 
The Spotted Cheetah  
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Ketchum, The Marketing Arm, 
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Forty years ago, Ray and Wilma Yoder set 
out on a quest to visit all 645 Cracker Barrel 
locations. With the brand’s help, the couple 
completed their mission in late August.

Cracker Barrel’s corporate comms team 
learned of the Yoders’ goal in fall 2015 and 
began giving them insider info on when and 
where new stores were expected to open.

As the Yoders neared the end of their trip, 
Cracker Barrel wanted to create a campaign 
to celebrate the milestone.

“The Yoders’ journey demonstrates the 

deep connection our guests have with the 
brand,” explained Janella Escobar, Cracker 
Barrel’s head of corporate comms.

The campaign team looked to develop a 
shareable story. “We targeted a wide range 
of outlets, including mainstream news and 
consumer lifestyle outlets,” said Escobar.

To drive social conversation, the brand 
created #AdventuresofWilmaAndRay.

In July 2017, Cracker Barrel invited Ray 
and Wilma to a store opening in Lavonia, 
Georgia, marking the couple’s 644th store 
visit. Cracker Barrel’s comms team invited 
the Yoders to lunch at the brand’s first store 
in Lebanon, Tennessee. 

A reporter from the Lebanon Democrat 
attended the lunch to source content for a 
story, published July 6. 

The story was picked up by outlets such 
as Jimmy Kimmel Live! and Good Morning 
America. The initial wave of coverage result-
ed in over 400 placements.

To generate a second wave, the campaign 
team arranged an appearance for the Yoders 
on Fox News. 

The anchor surprised the couple with news 
of an all-expenses-paid trip to Portland, 
Oregon, to finish their trek.

On August 28, Ray and Wilma visited the 
645th Cracker Barrel. The event was covered 
by local and national media. 

“We had a special welcome sign made for 
the front porch,” said Escobar. “The store’s 
employees greeted the couple with a clap 
tunnel, presenting them with Cracker Barrel 
aprons and a set of our iconic rockers.”

Edible managed media outreach and 
assisted in event planning at the Portland 
store. Lead Foot 360 and Tunnel Vision Films 
produced video content.

Ray and Wilma’s tale was featured in over 
1,600 news articles and broadcast stories. 
Coverage highlights include Live with 
Kelly and Ryan, USA Today, Good Morning 
America, Today.com, BuzzFeed, Mashable, 
NPR, Time, Fox News, People, Travel + 
Leisure, Country Living, Delish, Food and 
Wine, Food Network, Thrillist, Eater, New 
York Post, and Refinery29.

The 645th visit video got over 100,000 
views on social since its August 29 release.

— David Frederick

Cracker Barrel records couple’s 
quest to visit all 645 locations

“We wanted to 
deliver something 
beyond a pop-up, 
and something for 
fans outside NY”

— Kimberly Scott, Frito-Lay North America

TV personalities Tom Murro and Dolores 

Catania visited The Spotted Cheetah

“The Yoders’ journey 
demonstrates the deep 
connection our guests 
have with the brand”

for media and VIPs. It included a welcome 
from Burrell and an appearance from the 
campaign’s only sponsored influencer, La 
La Anthony. Anthony, a TV personality 
and author, posted an Instagram story that 
gained more than 100,000 likes.

The pop-up ran through August 17 and 
was fully booked each night. The restaurant 
also hosted influential guests such as Mariah 
Carey, Victoria’s Secret models Jasmine 
Tookes and Lais Ribeiro, Real Housewives 
of New Jersey’s Dolores Catania, and actress 
Shay Mitchell.

Following the August 8 announcement, 
reservations at The Spotted Cheetah were 
booked in less than six hours, with over 
1,000 on the waitlist. The digital cookbook 
was downloaded nearly 13,000 times in 
the first week.

By the end of August, the campaign had 
generated over 3,400 media placements. 
Notable outlets that featured the campaign 
include Mashable, The Washington Post, 
People, The Wall Street Journal, ESPN’s 
SportsCenter, and E! Online.

The microsite thespottedcheetah.com 
received more than 157,000 visits.

— David Frederick

COMPANY
Cracker Barrel Old Country Store
CAMPAIGN
Celebrating a Milestone 645 Stores  
in the Making: The Yoders Visit  
Every Single Cracker Barrel 
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Edelman division Edible, Lead Foot 360, 
Tunnel Vision Films
DURATION
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Communications Week

Send submissions to kevin.zitzman@haymarketmedia.com

Thriving in the commerce revolution

October 20  | New York City
PRWeek news editor Frank Washkuch (right) hosted a 
fireside chat at Communications Week with Bloomberg 
global head of employee and innovation comms Ethan 
McCarty (left).

Earned Media Rising

October 19  | Atlanta
As part of PRWeek’s partnership with Cision, top-level 
communicators appeared on the Earned Media Rising 
podcast. The Home Depot’s Stacey Tank (left) and 
Chick-fil-A’s Carrie Kurlander (right) discussed identify-
ing and confirming influencers. The episode is available 
at earnedmediarising.com.

November 14  | New York City
Industry leaders convened to discuss how communicators can prosper 
in a changing commerce space. Panelists included (l-r) Patrick Fitzgerald, 
FedEx; Blair Rosenberg, Macy’s; Don Baer, Burson-Marsteller; and Jessica 
Doyle, Etsy. The event, sponsored by Burson-Marsteller, was moderated 
by Steve Barrett, VP, editorial, PRWeek and MM&M. A feature covering 
this event will run in the January-February issue of PRWeek.

Operation Kindness

September 8  | Carrollton, Texas
TrizCom Public Relations hosted a food raiser to benefit the pet 
food pantry at Operation Kindness, North Texas’ original and 
largest no-kill animal shelter. The event included (l-r): Katie Mudd, 
Dana Cobb, Jo Trizila, Jeff Cheatham, and Jennifer Kuenzer of 
TrizCom Public Relations.
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/ LAST /  DON SPE TNER

I just finished a three-month project 
working with a colleague who felt  
compelled to point out what was wrong 

with virtually every idea that was raised 
during our time together. To say this guy 
was a piece of work is an understatement. 
If you looked up negative Nancy on 
Wikipedia, there’d be a picture of him.

He wasn’t content just to pooh-pooh 
new ideas. He preferred to offer myriad 
examples of how similar approaches had 
failed in the past, why the organization 
would never react positively, and which 
constituencies would oppose the project. 
He loved to prognosticate on the internal 
opposition we could expect. 

Since he had neither a filter nor an off 
button, he would often enumerate the 
flaws of various coworkers, and explain 
how each of them imperiled the success 
of our project. 

Working with him was like carrying a 
25 pound sack of weights. He sucked the 
energy out of the room like a black hole. 

I found myself dreading future meetings 
with this guy because he transformed each 
interaction into a struggle. After working 
with him for 90 days, I couldn’t imagine 
what life must be like for people who suffer 
with him on a continuous basis.

Actually, I could imagine it, because 
every place I’ve ever worked at had a 
version of this guy.

One memorable colleague at a big 
financial services company was so dour, 
people would often take turns imagining 
her response to an idea. We would then 
attempt to imitate her negative tone and 
expected verbal spew. 

A colleague who worked in the finance 
department at that company saved a 
voicemail from this woman that began 
with the memorable phrase: “You asked 
for feedback on your cost reduction memo? 
Well, I’ve got some feedback.” She then 
proceeded to lambaste the poor man over 
the inanity of his suggestions. He often 
shared this voicemail to cheer us up when 
we were feeling down.

I contrast these downers with a different 
colleague who has the opposite energy. 
Her first step is always enthusiastic. She 
seems to look for paths to success no 
matter how preposterous the challenge. 
Even when it’s an idea she has deep res-
ervations about, she expresses excitement 
before initiating a discussion about the 
feasibility of the project. Needless to say, 
I’d much rather work with her than with 
my grumpy downer workmates.

I’m not alone in my feelings. I learned 
early in my career that senior management 
responds to enthusiasm and optimism 
much better than pessimism and negativity. 
That’s not to say management only wants 
yes men, but it desires commitment and 

“Your first reaction 
to a suggestion by 
the C-suite should 
be enthusiastic”
excitement along with objective thinking 
and analytics.

If you’ve ever played the outfield in 
softball, one of the things you’re taught is, 
“When in doubt, take the first step back.” 
This means if a fly ball is hit your way and 
you’re not sure if it’s going to land behind 
or in front of you, the first reaction should 
be to take a step backward — it’s easier 
to make up ground in front of you than 
to backpedal.

Similar advice could be given when 
dealing with the C-suite. Your first reaction 
to a suggestion by management should 
be enthusiastic. It’s much easier to point 
out challenges after you’ve built rapport.

And nobody likes hanging around a 
black hole. 

Don Spetner is a senior corporate adviser with 
Weber Shandwick. He was previously CCO and 
CMO for Korn/Ferry International. He can be 
reached at donspetner@gmail.com.

When in doubt,
take the first  
step back






