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In this issue, several contributors offer 
insights on 2017 and beyond. 

 Leading off, Keith Burton explores criti-
cal questions that leaders must confront in the 
corporate sector, while Jeff Corbin addresses 
content trends for the New Year. In addition, 
Renée T. Walker, APR, offers insights on 
communications after the 2016 Election.

For a broader look at the world and 
what lies ahead, Sheryl Connelly, Ford Motor 
Company’s in-house futurist, is a sought-after 
source. She forecasts trends based on chang-
ing consumer behaviors — insights with 
broad ramifi cations for society that also affect 
how the automaker 
designs, builds and 
markets cars.

With the De-
cember release of the 
Looking Further with 
Ford 2017 report, 
Connelly outlined 
global trends to 
watch in 2017, based 
on a survey of 8,100 
people across the globe. 

Five years ago, Ford began documenting 
public mistrust of corporations, governments 
and media. 

“Where truth was once indisputable and 
often self-evident, today’s ‘truths’ are often 
heavily infl uenced by perceptions and rein-
forced by like-minded viewpoints,” Connelly’s 
report noted. For marketers, transparency is 
more important than ever. 

The report also concluded that “punctu-
ality is a dying art.” In India, 63 percent of re-
spondents agreed that “procrastination helps 
me be more creative or productive.” (Thir-
ty-four percent of U.S. respondents agree.)

Her team’s research 
began in early 2016, 

when the U.S. 
presidential race 
had yet to be de-
cided, and Brexit 
hadn’t happened. 

However, “we 
had this sense of a 

growing restlessness,” 
Connelly told Fast Company.

And now we enter the year facing unprec-
edented change and uncertainty. “Everyone 
is reassessing their priorities, rethinking what 
they thought they once knew,” Connelly said.

Facing the future
Connelly was 

a General Session 
speaker during 
the PRSA 2015 
International 
Conference in At-
lanta. Her wisdom 
remains timely 
today. Connelly, 
who has led the Global Trends and Futuring 
department at Ford for more than a decade, 
offered six tips on how to become a futurist:

• You can’t be afraid of the future.
• Explore the things you can’t control or 

infl uence.
• It is better to be generally right than to 

be precisely wrong.
• Be provocative.
• Be plausible.
• The best way to predict the future is to 

create it.

She also said that people must realize 
that the past is not a good indicator of the 
future.

“Looking to the past is a bit like looking 
in your rearview mirror while driving down 
the highway. It’s a horrible compass,” said 
Connelly, who mentioned that examining 
trend lines and sales history “will give leaders 
a false sense of confi dence.” It’s best to ex-
plore global trends and their possible reper-
cussions on your market, she said.

Looking at the year ahead
On the topic of 2017, here’s our editorial 

calendar for the coming year: 
• Spring — Thought Leadership/The 

Interview Issue
• Summer — Silver Anvil Special
• Fall — The Crisis Issue
• Winter — On the Horizon/What’s 

next in PR

Please let me know if you are interested 
in contributing to the magazine. I’m always 
happy to talk about possible story ideas or 
interview subjects. You may reach me at john.
elsasser@prsa.org. And now, here’s to a great 
New Year!  n

John Elsasser
@JohnElsasser

As of Jan. 3, 
PRSA’s new 

address will be:

120 Wall Street, Floor 21
New York, NY 10005
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So Many Great Candidates. So Little Time!So Many Great Candidates. So Little Time!So Many Great Candidates. So Little Time!
The PRSA Jobcenter has 20,000 visitors each week who are eagerly waiting to

see your post and have the opportunity to contribute to your organization.
The PRSA Jobcenter has 20,000 visitors each week who are eagerly waiting to

see your post and have the opportunity to contribute to your organization.

Post your open position today by going to www.prsa.org/jobcenter.Post your open position today by going to www.prsa.org/jobcenter.
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Forward Thinking

The Tricky Business of Delivering Negative Feedback 
Negative feedback in employee performance reviews 

could be hurting your team. Researchers at Harvard Uni-
versity and the University of North Carolina found that 
criticizing someone — even in the spirit of helping improve 
their performance — can make them avoid you. “I am 
struck by how difficult it is to have a helpful conversation at 
work,” said researcher Francesca Gino. 

But feedback that’s difficult to hear is often the kind 
that people need most to develop. Walling off constructive 
criticism can block your professional progress. In her own 
career, Gino said, the 
people who’ve been most 
important in helping her 
grow into a better scholar 
— or even a better person 
— were the ones who gave 
her feedback she didn’t 
want to hear. 

Those receiving neg-
ative feedback should be aware of the avoidance tendency, 
so they can overcome it and get the information they need to 
improve their performance, researchers said. n — G.B. 
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Creativity Is Good for Business, Adobe Study Says
Does expensive software encourage creativity, 

which in turn boosts business productivity? That’s 
the implicit message in a new study from Adobe, 

which concludes 
that companies 
that “invest in 
creativity” — 
presumably by 
purchasing Ado-
be products for 
graphic design 
and other visual 

media — enjoy benefits ranging from “higher income 
to greater national competitiveness and productivity.” 

An Adobe survey of 5,000 adults in five coun-
tries links creativity with personal and professional 
success, innovation and benefits for society. Eighty-
five percent of U.S. respondents say creativity makes 
them better leaders, parents and students, and people 
in all countries surveyed who identify themselves as 
“creators” report earning household incomes 13 per-
cent higher than those of “non-creators.” n — G.B. 

Connecting Millennials to Company Purpose 
Starts with Communication 

Just 40 percent of millennial workers 
feel strongly connected to their company’s 
mission or purpose, and even fewer, about a 
third, strongly agree that their organization’s 
purpose makes them feel that their own job 
is important, a Gallup 
report from November 
says. The millennial gen-
eration currently makes 
up about 38 percent of 
the U.S. workforce.

Most workers who 
feel a high sense of their 
company’s purpose have leaders who moti-
vate and inspire them, Gallup research finds. 
Companies with motivated workers realize 
performance gains — including increased em-
ployee loyalty and retention, greater customer 
engagement, improved strategic alignment and 
enhanced clarity about work priorities. 

Connecting millennials to company purpose 
requires consistent communication, Gallup says. 
At every opportunity, managers need to show 
how each contributor and team advances the 
organization’s overall goals. n — G.B.

Communications Still Underappreciated in C-Suite, Survey Finds
Communications executives are getting time with their CEOs, 

but they usually don’t feel heard, says a recent survey by APCO 
Worldwide. Eighty-nine percent of chief corporate communicators 
surveyed said they have direct access to the CEO, and 75 percent 

indicated that their 
CEO understands the 
value of their company’s 
reputation. 

However, only 52 
percent of respondents 
report directly to the 
CEO, and just 26 per-
cent said their opinions 
always matter when 
critical business deci-
sions are being made. 

Twenty-nine percent of top communicators said they are a busi-
ness adviser to their CEO.

When asked how to elevate the importance of communica-
tions in the C-suite, those surveyed recommended always showing 
value and return on investment through measurements; knowing 
the business and its priorities; becoming an expert on the competi-
tion; educating the C-suite on the value of reputation; developing 
a finance and accounting acumen, as well as relationships with 
C-suite executives; having a voice, being confident and pushing 
back; and telling the truth. n — Greg Beaubien 
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Forward Thinking

Older CEOs Staying Put Longer, Study Finds 
Chief executives are remaining in their 

jobs longer than they used to, a new study 
says. On average, a departing CEO last 
year was 61.2 years old and had held the 
post for 10.8 years, compared with 7.2 years 
for those who left in 2009. 

The analysis from the Conference 
Board, an independent business-member-
ship and research association, looked at 
CEO departures from S&P 500 companies 
and found that from 2009 to 2014, chief 
executives ages 64 and older had an average 
turnover rate of 25.5 percent, compared 
with about 8 percent for younger CEOs. 

But in 2015, “for the first time, we see 
a significant reduction” in the difference 
between when the two groups leave the 
top job, said Matteo Tonello, who oversees 
corporate-leadership research at the Con-
ference Board and co-wrote the study. “The 
generational shift in leadership that pushed 
out essentially older CEOs after the finan-
cial crisis seems to have run its course.” n 
— G.B.

As a Boss, Do You Mandate or Facilitate? 
Most bosses fall into one of two cat-

egories: those who dominate people and 
those who want to be liked and admired, 
says Prof. Jon K. Maner of Northwestern 
University’s Kellogg School of Manage-
ment. Dominant leaders mandate their own 
vision, while “prestige leaders” facilitate 
their group’s vision, Maner told The New 
York Times on Oct. 30. 

With many species, including primates, “the biggest and the stron-
gest usually wins and ends up on top of the hierarchy,” says Maner, 
who has conducted research on leadership styles. Among people, 
dominant bosses speak louder and more often. They hoard informa-
tion, closely monitor talented group members to keep them in line and 
prevent subordinates from forming close social bonds with one anoth-
er. But being liked and admired can also propel a person to the top. 
Prestige bosses tend to lead in areas where they have expertise, but 
they may lack a strong overall vision, and so spend more time listening 
to other people and synthesizing their contributions. 

Maner says the best leaders know how to use both styles as the 
situation warrants. n — G.B. 

4 Traits of Successful Leaders 
The most successful leaders 

consistently demonstrate four 
fundamental traits, Marillyn 
Hewson, chairman, president 
and CEO of aerospace and de-
fense company Lockheed Martin, 
wrote on Oct. 18 on Fortune.
com. Strong leadership demands 
a lifelong commitment to sharp-
ening these skills, she says. 

• Trustworthiness: Leaders 
can only earn trust through their 
everyday actions, thereby setting 
high standards for everyone in 
the organization. Demonstrating 
positive energy and enthusiasm 
for shared purpose allows leaders 
to connect with employees and 
customers. A culture of trust 
makes communication, account-
ability and continuous improve-
ment possible. 

• Compassion: Organiza-
tional success flows from the 
hearts and minds of the people 
you lead, so treat them how they 
would like to be treated, Hewson 

says. Small gestures like face-to-
face meetings or personal notes 
are big morale boosters.

• Decisiveness: In uncertain 
times, employees crave clarity. 
As a leader, you won’t have all 
the answers, so listen to others 
and learn from them. Once you 
understand a challenge and the 
options available, make bold, 
optimistic decisions. From a 
foundation of trust and compas-
sion, you can share your vision 
and inspire people to act.

• Innovation: Leaders must 
adapt to rapid change and help 
their teams do the same. Leading 
a culture of innovation requires 
courage and willingness to move 
beyond your comfort zone and 
take measured risks, Hewson 
says. n — G.B. 
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Research Suggests a Greater 
Appreciation of Communications 

Data from the Society for New Com-
munications Research of the Conference 
Board reveal that as companies better 
appreciate the strategic importance of 
the communications role and expand its 
scope, they choose to invest in developing 
internal capabilities and attracting special-
ized skills, despite a continued need for 
professional services from PR agencies 
and ad firms.

 In particular, 61.6 percent of non-
financial services companies used their 
expanded budgetary resources to increase 
their communications team size and hire 
new talent, and 30.8 percent reported size 
increases ranging from 10 to 15 percent. n
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Co-Opting the 
Fourth Estate

The New Rules of Public Relations 
Post Election 2016 

By Renée T. Walker, APR

W
hatever your political stripe, 
the 2016 presidential election 
cycle was unprecedented in 
many ways. And, there will 

continue to be revelations during the 
post-election aftermath for our nation, 
the global community and, most import-
ant, the mass media and the PR profes-
sion in the foreseeable future. 

While every presidential election 
cycle rewrites some rules and even moves 
the needle with the advent of the latest 
technology and the newest communication 
channels, the 2016 presidential election 
undoubtedly will be remembered, dis-
cussed and analyzed for decades to come.

One of the most striking strategies 
employed by the Donald Trump cam-
paign was the effi cient and successful 
co-opting of the Fourth Estate — the 
mass media. It is likely that the Presi-
dent-elect honed his media knowledge 
and formidable strategy execution during 
his reality television days. 

As a former political operative, it 
was beyond interesting to watch Trump 
lead the media through one rabbit hole 
after another, to control the news cycle 
almost daily, to defy conventional PR 
rules, to upend long-standing political 
traditions and to clearly demonstrate — 
at least in the confi nes of this election 
cycle — that all publicity, including the 
good, the bad and the outrageously ugly, 

can deliver unexpected results. 
From the nonstop, wall-to-wall 

media coverage of his campaign events 
to the relentless stories of Trump’s nev-
er-ending tweet storms to win the net-
work rating wars and to fi ll their coffers, 
broadcast and cable media executives 
opted for the short-term gains rather 
than addressing the long-term and signif-
icant issue of the public’s eroding trust. 

According to a Mediapost.com 
article published in August 2016, for 
the trailing 12-month period, Trump 
amassed $4.6 billion worth of earned 
media versus Clinton’s $2.5 billion.

Following months of criticism, CNN 
President Jeffrey A. Zucker admitted the 
outlet’s excessive and unfi ltered coverage 
of the Trump campaign was likely too 
much as reported by Politico. “We prob-
ably did put on too many of the campaign 
rallies in the early months, unedited,” 
Zucker said. “In hindsight, we probably 
shouldn’t have done that as much.”

A matter of trust
The Fourth Estate continues to grap-

ple with the impact of fragmented consum-
er news habits, the pressure to generate 
revenue in a hypercompetitive and shifting 
media landscape, a plethora of both reliable 
and unreliable news options, and the grow-
ing reliance on social media platforms as a 
preferred information source. 

Another signifi cant issue is the ero-
sion of the American public’s trust in the 
mass media. In the search for revenue, 
ratings and relevance, the free and demo-
cratic press has lost its way, achieving the 
lowest public trust rating since the initial 
Gallup Poll in 1972, with only 32 percent 
of poll respondents having “a great deal” 
or “a fair amount” of trust. 

The public’s confi dence in the 
mass media has slowly and consistently 
diminished for more than a decade, and 
has been fueled by a perceived media 
bias, the onslaught of competition from 
social media, the increase of news con-
sumed on mobile devices, the lowering of 
journalistic standards, and the infl uence 
of headlines that appear in personalized 
social media and news feeds. 

Historically, the public’s highest 
trust in the mass media was recorded 
at 72 percent in 1976, during the era of 
investigative journalism around the time 
of the Watergate scandal and the war in 
Vietnam. To effectively compete, mass 
media will need to address its credibility 
and trustworthiness issues through the 
resurgence of investigative journalism 
rather than via the current “infotain-
ment” and sensationalism approach.  

While the seismic shift — created by 
the Trump phenomenon — is still emerg-
ing as of this writing in late November, 
its impact on the PR profession and the 
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mass media business has been immedi-
ate, and offers unmatched opportunities 
for our profession to embrace the rapidly 
evolving communication and media 
landscapes and invent new strategies and 
methodologies to increase client value.

As veteran PR professionals, we 
should conduct a post-mortem on this 
election cycle and examine the lessons 
learned regarding the power of dogmatic 
branding, the celebration of unapolo-
getically resisting the status quo and the 

new rules of media engagement. With 
the public’s trust of the mass media at 
its lowest (and which has been trending 
downward), evaluating the traditional 
media as the principal communications 
strategy is imperative. 

Working with the mass media will 
always be the cornerstone of the PR 
profession. However, the Trump phenom-
enon is a game changer and has ushered 
in new rules of engagement. Employing 
mobile and social platforms to communi-

cate directly with audiences must become 
a signifi cant strategy in our toolbox.  n

Renée T. Walker, APR, is the 
president of Renée Walker & 
Associates, a strategic 
communications consultancy. 
Walker served as the political 
director for the Clinton/Gore 
’96 Michigan General 
Campaign. She is the author of 
“Brand Power for Small 

Business Entrepreneurs.” Visit reneetwalker.com.

Media Trends: A Look at What’s to Come
The 2016 presidential election cycle 

introduced new terms, changed the rules and 
created several new realities. Here’s some 
food for thought:

➭Defend against fake news. 
First, it is important that fake news is not 
legitimized in the industry lexicon. However, 
these pranks, propaganda and misinformation 
efforts are a real and growing problem. 
Identifying potential exposure scenarios 
and developing strategies and protocols to 
address the issues for your organization or 
clients, should they occur, is ideal. 

➭Realize that headlines matter 
now more than ever. In our rapid-fi re 
information consumption culture and with 
the growing preference to receive news and 
information from social media platforms, 

on demand and on mobile devices, studies 
have found that upward of 60 to 70 percent of 
Americans will share a link based on reading 
the headline only. To break through the noise, 
hone your headline writing skills.

➭Communicate directly to 
audiences. Identifying and developing 
direct communication channels to key 
audiences should be a central strategy for 
most communication programs. Working 
with mass media is always an option, but 
should be augmented by a more direct path. 
Bypass the media and communicate directly 
whenever appropriate.

➭Resist the urge to pivot. The 
campaign surrogates were relentless and 
highly ineffective with the use of pivoting as a 
messaging technique and, unfortunately, they 

reintroduced spin into the conversation.  

➭ Prepare for the resurgence 
of investigative journalism. In the era 
of “infotainment,” sensationalism and the 
occasional crisis situation, it’s never too 
early to polish your skills. When the mass 
media decides to address its credibility 
issue and improve its trustworthiness 
numbers, watch for the signs and stay ahead 
of the curve.

➭ Listen more often and with 
intent. A key takeaway for the Trump 
campaign is to be purposeful in listening and 
authentically connecting with the targeted 
audiences. Don’t dismiss the social media 
voices as they provide an unfi ltered “reality 
check” and should be used to make well-
informed strategy decisions.  — R.W.  
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“Working 
with the mass 

media will always be the 
cornerstone of the PR profession. 

However, the Trump phenomenon is a 
game changer and has ushered in new 
rules of engagement. Employing mobile 
and social platforms to communicate 

directly with audiences must 
become a signifi cant strategy 

in our toolbox.” 
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The Future of Corporate Culture 
How to Achieve Excellence in Internal  

Communications Management 
By Keith Burton

D
ecked out in black anodized 
aluminum and gray-tinted glass, 
the iconic Mies van der Rohe-de-
signed IBM Plaza rises like a 

sentinel along the Chicago River. In the 
early morning hours, shafts of sunlight 
sprayed into empty cubicles and offices, 
tracing along carpeted hallways that a 
week earlier teemed with people. Now 
everyone on the floor was gone — thou-
sands falling victim to a major downsiz-
ing spawned by the earliest reengineer-
ing project in American business.

In the wake of the employees’ 
departures, the floor was cluttered with 
the personal artifacts of their work and 
“I Bleed Blue” careers 
at IBM Corp. Huge 
wheeled dumpsters 
filled with bulging 
manila file folders and 
computer printouts 
sat in quiet testament 
to the corporate car-
nage that had taken 
place. The IBM lead-
er accompanying me 
stopped to examine 
a few of the files and 
shook her head as we 
moved down the hall. 

In assessing a 
critical challenge 
during a change pro-
cess — that of com-
municating clearly to 
cut through infor-
mation overload, she 
said, “It’s funny. Today we’re ‘gagging on 
data and starving for information.’” 

And so it began. The reengineering 
of IBM in 1992 was like the first orches-
tral movement of an Aaron Copeland 
symphony that would echo through 
more than 25 years of successive waves 
of corporate change. 

We’re still enduring change related 

to the corporate restructuring, down-
sizing, postmerger consolidation and 
growing globalization of great corporate 
brands: In 2015, global corporate M&A 
activity of $4.7 trillion eclipsed all prior 
years, while 2016 was breaking records 
for deals that soured without being con-
summated. New generations of employ-
ees have ascended to put their imprima-
tur on corporate culture and the values 
that guide their beliefs and behaviors. 

And developments in technology — 
the introduction of text messaging; VoIP 
services like Skype; apps like Insta-
gram, Snapchat, Twitter and Facebook; 
multiplayer games; and leaps in PDA 

technology accelerated by the warp 
speed of Moore’s Law, to name only a 
handful — have resulted in revolution-
ary changes to the way we communicate 
in the workplace and how we interact 
with friends, family and society, any-
where and everywhere.

In our 24/7/365 worlds, where work 
can be unrelenting and unyielding, we’re 

still gagging on data and starving for 
information. Just ask the frontline man-
agers and supervisors at the ExxonMobil 
refinery in Torrance, Calif., who once 
reported receiving more than 100 emails 
daily, wading through multiple overnight 
voicemails and enduring a procession of 
teleconferences and meetings with their 
leaders before finally turning their atten-
tion to direct reports in the remains of the 
day. Or Facebook’s millennial employees, 
who have all the social and digital tools 
and streams of data any New Age worker 
could ever imagine, but long for seasoned, 
experienced managers more advanced 
than “twentysomething” who can provide 

critical context for their 
work. 

What does good look 
like?

Alex Thursby 
stared down his glasses 
as he asked this ques-
tion in his conference 
room at the National 
Bank of Abu Dhabi’s 
headquarters in the 
United Arab Emirates. 
Through the windows 
behind us, the late-af-
ternoon sky was a 
pinkish gold, and the 
sun was beginning to 
bow to the waters of the 
Arabian Gulf. “That’s 
what I want to know,” 
Thursby continued. 

“What does good look like?” 
Then CEO of nBAD, the laconic 

Thursby was driving a new strategy that 
would fuel the bank’s expansion in the 
West-East corridor, from the Gulf region 
into India, the Philippines, Indonesia, 
Malaysia and China. Strategic employ-
ee engagement would be critical to his 
strategy, and the Australian executive 
wanted his corporate communications 
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team to know and adopt best-in-class 
practices that would help educate, 
inform and align his employees with the 
strategy. 

Not only did our global consulting 
team show Thursby a clear, measur-
able strategy through qualitative 
research and by applying 
proven models; we also 
delivered a program 
that enabled em-
ployees represent-
ing more than 30 
ethnic groups and 
a multitude of 
differing cultures to 
coalesce and expand 
nBAD’s footprint 
in key commercial hubs 
across the West-East corridor.

As practitioners, we face challenges 
more dramatic than at any time in our 
history. These include:
n Structural challenges related to 

the globalization of companies and the 
ascent of matrixed leadership models
n Workforce challenges tied to 

information overload, the fast pace of the 
workplace, finding skilled workers, gen-
erational differences, morale issues and a 
failure to recognize the contributions of 
frontline employees
n Media challenges related to bad 

press, misinformation, the consolidation 
of global media and “citizen journalists” 
who are at the core of Andrew Keen’s 
Cult of the Amateur
n Product challenges related to re-

calls, shortages, quality issues, distribu-
tion problems and the need for applying 
new, more innovative technologies
n Marketplace challenges — com-

petition that is ever-changing, every-
where, as well as our ability to quickly 
read and respond to fast-changing 
customer needs

To 2020: Where do we go from here?
Over the next five years, more than 

21 billion information devices will be in-
stalled globally, dramatically influencing 
how we engage with others. In the U.S., 
minorities will be the majority by 2020, 
and millennials will be the dominant 
generational group, easily eclipsing Gen-
eration-X and Boomer employees. Forty 
percent of all large American factories 
closed their doors in the 2000s, and 5.7 
million manufacturing jobs were lost, 

mostly to overseas markets. 
As its middle class rises, China, too, 

will lose jobs to countries in Southeast 
Asia like Myanmar, Cambodia, Laos, 
Thailand, Vietnam, Indonesia and the 
Philippines, bringing even greater com-

petition in that geographic theater. 
Regrettably, we can expect 

to see a continuing 
growing gap between 

the rich and the 
poor throughout 
the world.

There will be 
critical questions 

that our leaders 
must answer:

“What about corpo-
rate culture?” 

“Empathy is in short supply among 
managers. Why?” 

“The world is going to college, but 
does it really matter when jobs aren’t 
available. Why train or educate people 
when we can’t hire or advance them?”

“What happened to pay raises?”  

“Where does work end and work-
life balance begin?” 

“Why do CEOs say one thing but 
act differently when it really matters?”  

In 1992, when we created for IBM 
the very first receiver-based, omni-di-
rectional model for employee commu-
nication tied to research, metrics and 
integrated streams of information, we 
could not have anticipated changes like 
those I’ve referenced. And more change 
surely lies ahead.

While our model for employee com-
munication has endured the test of time, 
I believe the 2020 model will be driven 
by analytics, business performance, out-
comes and strategy socialization; steeped 
in discussion, dialogue and debate; 
optimized to enhance the organization’s 
ability to communicate with its internal 
stakeholders; known for boundary-free, 
platform-agnostic, integrated, democra-
tized, multiway, peer-to-peer channels; 
and segmented and targeted for influ-
ence, engagement and social prowess.

I leave you with a final story that’s 
quite telling. While in Seattle for Boeing 

many years ago, I paid a visit to Jerry 
Calhoun, the global human resources 
leader. As we sat down, Calhoun, who 
later led human resources for CEO Alan 
Mulally at Ford Motor Co., looked at me 
for a long time before speaking. Then he 
shook his head and said, almost prophet-
ically, “This is the last time we’ll ever 
meet here in the corporate office.” 

Thinking our firm had been fired 
before our engagement started, I re-
coiled and asked for clarification. 

“Real work is done out in Renton, 
in Everett, and places where people 
build our aircraft and other products,” 
Calhoun said. “That’s where you need to 
be. not here in the corporate office.”

I never forgot this conversation. 
Like J.M.W. Turner, arguably Britain’s 
greatest painter, who lashed himself 
to the mast of a ship to observe the 
foundering of the Ariel, a paddle steamer 
that would sink in a squall after leaving 
Harwich in 1842, I have forever been 
“strapped to the mast” — destined for 
client locations in the field that allow 
me to observe leaders, managers and em-
ployees, and to see how communication 
works where “real” work is done, where 
careers ebb and flow, where leaders 
struggle to cut through information 
overload and seize the day, where the 
people on the front lines we’ve forgotten 
to thank and recognize for their contri-
butions await us. 

Let me encourage you to get out of 
your office or classroom, to leave your 
teleconferences, your voice messages and 
your social media behind for a time, and 
to go see people where real work is done. 

This article is adapted from Keith Bur-
ton’s foreword to the forthcoming “Excellence 
in Internal Communication Management,” 
co-authored by Dr. Shannon A. Bowen, Uni-
versity of South Carolina, and Dr. Rita Lin-
juan Men, University of Florida, now awaiting 
release by Business Expert Press.  n

Keith Burton, principal, 
Grayson Emmett Partners, 
Chicago, is recognized as one 
of the world’s leading employee 
communication consultants. He 
has been a PRSA member 
since 1984 and serves as 
chairman-elect of the Board of 
Advisors for the Plank Center 

for Leadership in Public Relations and is a 
trustee and chair of the Commission on 
Organizational Communication of the Institute 
for Public Relations. 

“In our 24/7/365 
worlds, where work can be 
unrelenting and unyielding, 

we’re still gagging on data and 
starving for information.”
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Rethinking Content Distribution 
3 Trends to Look for in 2017

By Jeff Corbin

I 
have been in the PR profession for 20 
years, recently as the CEO of a new 
York City consultancy and currently 
as the CEO of a tech company servic-

ing the communications industry. Many 
people — among them VCs, technology 
analysts and fellow PR professionals — 
are now challenging me regarding the 
importance of content and want to know 
what is different about it today.

Here’s the simple answer: As com-
munications professionals, we ultimately 
want to ensure the proper, effective and 
efficient delivery of key messages and 
information (i.e., content) into the hands 
of our target audiences and constituen-
cies.

Companies hire us or pay our firms 
to get information to prospective cus-
tomers (to help make a sale), to investors 
(to help demonstrate the true value of 
their stock) or to employees (to build 
engagement and make sure they know 
about things such as benefits, company 
news, etc.).

In doing so, the challenge has al-
ways been to figure out the best strate-
gies and tactics for getting the job done. 
This could involve traditional approach-
es like media relations and conference 
participation; more modern approaches 
like email campaigns and blog writing; 
or the futuristic and sometimes provoc-
ative methods like using chat bots. For 
those reading this article from my gener-
ation (somewhere between baby boomer 
and Gen-X) you probably understand 
what I mean by futuristic.

When you consider how the strate-
gies we use to do our work have evolved 
over the past several decades, you realize 
that a change is upon us that is forcing 
us to rethink content and its distribution.

The last time this happened was in 
the late 1980s. Up until then, content 
delivery and distribution took place via 
paper (books, newspapers, leaflets — re-
member those?). With the commercial-
ization of PCs, we rethought content de-

livery with respect to the television-like 
boxes that sat (and still sit) on our desks. 
Now we are being challenged again with 
respect to the 2 x 4-inch smartphone 
screens.

If you are like me, then your mobile 
device is with you 24/7. The first thing 
you do when you wake up is look at 
your phone to see what happened during 
the night (either by way of push notifica-
tions that appear on the home screen or 
by scrolling through the emails that were 
delivered to your inbox).

Given this, we need to rethink our 
work in light of the way content is now 
being consumed, but we also need to 
recognize the tremendous opportunity 
presented to us. Never before have we 
had the ability to push information and 
communicate so personally, directly and 
instantaneously with the people we want 
to reach.

The year 2017 has the potential to 
be a transformative one for us in the PR 
and communications industry. It will 
require that we acknowledge something 
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is different and then consider innovative 
ways of doing our work. It will also 
require asking our organizations to allow 
us to do things differently, and that may 
require additional resources.

To assist in making these requests 
for change, consider the following three 
trends that will undoubtedly unfold in 
the coming year.

1. The Digital Workplace is here and 
requires new, not old, ways of com-
municating.

Only a couple of years ago, Gartner, 
the leading technology industry analyst 
group, formalized its digital workplace 
practice, recognizing that a transforma-
tion was taking place in businesses as 
a result of new technologies like social 
media, mobile and others. In its recent 
“Cool Vendor” report with respect to 
the digital workplace (Monica Basso, 
analyst, April 27, 2016), Gartner says:

A digital workplace isn’t a product one 
can buy. Nor can an enterprise reshape itself 
overnight as a digital workplace. Instead, a 
digital workplace is the realization of applied 
effort in multiple areas, and the result of 
partnerships between business, HR and IT 
departments. Gartner envisions that the digital 
workplace will enable organizations to attract 
and retain employees, increase transparency, 
and embrace the changing nature of work and 
collaboration. It will help organizations bring 
employees on board, give them the skills they 
need to succeed, enable them to feel valued and 
heard, and allow them to contribute.

In 2017, we will need to keep an ear 
out for discussions regarding the digital 
workplace but also strive to have a voice 
in them. This is not a conversation that 
requires IT expertise; rather, it’s about 
the importance of content and its impact 
on business, regardless of function.

Whether it’s sales, human resources, 
finance or R&D, the communication of 
information and delivery of content are 
critical to all. And the effective delivery 
of content is what we as communications 
professionals do for a living.

2. Working together, corporate com-
munications, human resources and IT 
can become revenue generators, not 
cost centers.

Over the past couple of years, 
when consulting for companies on their 

newly implemented mobile employee 
communications strategy, I have noticed 
something very interesting.

In many instances, professionals 
from corporate communications and 
human resources work collaboratively 
to ensure unified employee communica-
tions. And this totally makes sense given 
the commonality in their respective 
functions, which is to deliver content, 
albeit different types of content, to the 
same audience. 

The same holds true 
for IT. In the past, 
IT professionals 
operated inde-
pendently from 
the various 
business units 
within the 
same compa-
ny. This was 
the case when 
their primary 
responsibility was 
to maintain the many 
computer servers on the 
premises.

However, with the shift to cloud 
computing, IT professionals now have 
the ability to provide a more consultative 
role when it comes to identifying new 
tools and solutions to accommodate the 
transformation to the digital workplace.

When communications, HR and 
IT work together, this can translate into 
greater productivity, customer satisfac-
tion and profitability. Study after study 
demonstrates that those departments — 
which previously may have been consid-
ered cost centers — have an opportunity 
to become actual revenue generators, 
regardless of whether it’s in an enterprise 
or a small- to medium-sized business. 
The good news is that this is starting 
to happen, and it’s a trend that should 
continue in the years to come.

3. Legacy tools and systems don’t cut 
it for millennials.

It goes without saying that millennials 
grew up with mobile devices the way their 
elders grew up with rotary-dial telephones. 
However, only recently have these devices 
become important in the workplace.

The legacy systems of yore (e.g., 
intranets, SharePoint) don’t work well, if 
at all, on small screens. Something needs 
to be done about this if mobile devices 

are to serve as a functional conduit for 
the delivery of information, workplace 
tools and solutions.

In 2017, look out for what Gartner 
refers to as the mobile hub. In a recently 
released “IT Market Clock for Enter-
prise Mobility” report (Bryan Taylor, 
analyst, Oct. 7, 2016), Gartner defines 
the mobile hub as follows:

Mobile hubs (formerly referred to as 
mobile collaboration) aggregate content and 

functions under a “single pane of 
glass” in a mobile app; on 

the back end, they inte-
grate with corporate 

systems through 
an intermediate 
server or cloud 
component. 
Their main 
focus is gather-

ing content from 
multiple sources 

and aggregating them 
into a single view for a 

smarter user experience. In 
addition, mobile hubs also may aggregate 

communications content such as messages, 
email and presence; relationship data, such as 
contacts; or project activities and tasks.

Just as software was written for 
computers to enable workplace func-
tions and to ensure an excellent end-user 
experience, the same is now happening 
for mobile. App-based products are on 
the market that make it easier to deploy 
mobile-based communications systems 
(i.e., mobile hubs). They’re designed for 
the communications and HR teams to 
implement quickly and cost-effectively, 
without the need for heavy-duty devel-
opment.

And this will become even easier 
given the closer collaboration between 
IT and business units, since they are 
now there to consult and assist.  n

As a PR consultant for the past 
20 years, Jeff Corbin is 
pioneering the use of 
technology in the communica-
tions industry as the founder of 
APPrise Mobile, a busi-
ness-to-business/enterprise 
native app. Prior to APPrise 
Mobile, he served as the CEO 

of KCSA Strategic Communications in New 
York City. You can follow and connect with him 
on Twitter @jcorbinIR.

“When you consider 
how the strategies and 

tactics that we use to do our work 
have evolved over the past several 

decades, you realize that a change is 
once again upon us that is forcing 

us to rethink content and its 
distribution.”
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Food for Thought 
Winning ‘Share of Mouth’ in the  

All-Natural, High-Tech Future of Food
By Steve Bryant

F
ood and beverage 
marketing, once the 
bastion of the tried 
and true, has experi-

enced a decade of turmoil 
as “Big Food” feels the 
burn from rising upstart 
brands. The growing 
premium segment, ven-
ture capital investments 
and the acceleration of 
technological innovation 
have conspired to turn 
the industry on its head. 
Where will this lead, and 
what role can communi-
cations strategy play in its 
evolution?

In a recently pub-
lished global assessment of the Future 
of Food Communications from MSL-
GROUP, I posited a paradox on which I 
believe the future of the industry hinges. 
It’s puzzling on the face of it: Food 
consumers are reverting to the sim-
plicity and trustworthiness of naturally 
grown foods fresh from the farm while 
at the same time benefiting from rapidly 
developing technologies that address the 
demands of urban living and the values 
of highly informed food and beverage 
consumers.

The resulting tension requires 
nuanced communications that help 
consumers navigate this new world and 
its unprecedented range of choices. This 
food industry shake-up is all part of 
what many are calling the Fourth Indus-
trial Revolution. The World Economic 
Forum describes this revolution as such:

“The First Industrial Revolution used 
water and steam power to mechanize produc-
tion. The Second used electric power to create 
mass production. The Third used electronics 

and information technology to automate pro-
duction. Now a Fourth Industrial Revolution 
is building on the Third, the digital revolution 
that has been occurring since the middle of the 
last century. It is characterized by a fusion of 
technologies that is blurring the lines between 
the physical, digital and biological spheres.”

In the context of this revolution, the 
demand for both all-natural and high-
tech choices is not in opposition; in fact, 
they are natural partners. For example:
n Food technology can help bring 

us foods that are safe without preserva-
tives, colorful without dyes and flavorful 
without artificial ingredients.
n Biological technology promises 

to deliver plant-based nutrition that 
allows us to maintain our “bloodlust” for 
a juicy burger.
n Agricultural technology now 

helps us harvest fresh food practically 
anywhere.
n Nutrigenomic technology recom-

mends foods to favor and avoid for our 
personal benefit.

n Digital communi-
cations technology helps 
us discover foods, refine 
our tastes and determine 
which foods meet our 
particular needs and val-
ues, however specific.
n Biotechnolo-

gy will help us feed a 
burgeoning population 
and adapt to an altered 
climate.
n Packing and 

distribution technologies 
are putting ready-to-eat 
food easily within reach 
at any time.

Smart brands will 
profit by finding these “natural tech” 
solutions, bringing them to market and 
communicating their benefits. At stake is 
“share of mouth” in the years to come as 
this revolution finds consumers prone to 
rapidly shifting their consumption habits 
and brand allegiances.

The Fourth Revolution is still in its 
infancy, yet it is already disrupting the 
historically stable food and beverage 
businesses. Big Food companies that 
once appeared on a steady march toward 
industry domination are starting to look 
like slow-moving dinosaurs.

Now, upstarts are winning through 
rapid innovation buoyed by eager inves-
tors and a democratized Internet that 
can rapidly popularize a new food or 
drink. Within a decade, the sector will be 
radically transformed on a global scale, 
and effective communication will be vital 
for any food and beverage marketer who 
hopes to stay relevant.

Opportunities for food technology
Technology holds incredible promise, 
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and consumers are excited about it. 
Still, communicators will be required to 
explain new technologies, cultivate trust 
in unseen innovations and popularize new 
ways of eating. In a time when knowledge 
of, and trust in, science has ebbed, this 
task is not without complications.

Take, for example, the genetic modi-
fication of food. Most scientists and poli-
cymakers agree that it is highly beneficial 
and, in fact, essential to our future food 
supply, yet consumers remain suspicious. 
Some say it’s because the introduction 
of the technology largely left them out of 
the conversation, and its early benefits 
— tomatoes that would not go bad, crops 
that could fight weeds — seemed to favor 
industry more than consumers.

For another example, look at baby 
food, a category that was revolutionized 
by the introduction of pouch packaging, 
a solution that made parents’ lives easier 
and empowered babies to feed them-
selves. The pouches are plastic and not 
recyclable, yet this packaging solution, 
which was introduced with an 
emphasis on organic in-
gredients from small-
er-scale producers, 
is quite popular.

In each 
case, storytelling 
was a key de-
terminant in the 
acceptance of 
the technology. 
And storytelling 
will be pivotal to 
the adoption of new 
technologies that will fuel 
our food in the future. It will 
reveal innovations, express purpose and 
encourage loyalty. For communicators 
and marketers looking to leverage this 
trend to capture share of mouth, some 
key lessons emerge.

Transparency
The increased pace of change and 

the growing scale of global food enter-
prises can spawn consumer suspicion, 
making transparency essential for win-
ning acceptance. Food marketers who 
embrace transparency will win through 
enhanced reputations, heightened de-
mand and more rapid adoption.

Trust in food companies has badly 
eroded. Even a brand like Chipotle, 
which pledged to lead consumers to the 

promised land of natural food, sick-
ened consumers with tainted food and 
didn’t deliver on promises of wholesome 
nutrition.

Don’t expect to hide in the Fourth 
Industrial Revolution. Instead, tell all. 
Smart labels on food packages will allow 
consumers to use smartphones and QR 
codes to learn anything they could possi-
bly want to know about a food product: 
ingredients, origins, genetics, allergens, 
nutrition. Full disclosure will prove they 
have nothing to hide. 

Personalized innovation
The more consumers know, and the 

more choices they have, the more likely 
they are to prefer, even demand, per-
sonal solutions that are a match for their 
tastes, values, health needs and sensory 
desires. This phenomenon can fuel a 
high degree of market segmentation, but 
it also opens up opportunities for food 
makers and retailers who can closely 
personalize their offers. Personalization 

is essential to sustaining a 
brand and a company, 

and this can come in 
many forms. Oreo, 

for example, is 
constantly evolv-
ing its varieties, 
its storytelling, 
its applications 
and its recipes. 

Winning 
brands will 

innovate faster, 
over time, as options 

proliferate for consumers. 
Communications will tell those 

stories but also contribute engaging 
content and media innovations. Speed is 
of the essence. Big Food today is famous 
for taking years to develop and introduce 
a product. It’s a hopelessly dated practice 
in a world where growth is being driven 
by fast-moving upstarts.

Contrast giant food companies 
with some of the most promising new 
food business models: subscription and 
delivery services that offer a constantly 
evolving menu. Variety is an old strategy, 
but this is a new approach that relies on 
Big Data to reduce innovation cycles to 
weeks, not years.

Not only can these companies now 
understand the constantly evolving 
tastes and needs of their consumers, 

they can also innovate and test in rapid 
response to them. It’s a marketer’s dream 
in a sector where tastes are now evolv-
ing at an ever-faster pace as consumers 
crowdsource their food tastes.

Communicators who are listening 
and reacting in real time will help brands 
keep up and stay relevant.

Mobility
Food and beverage consumption is 

going mobile at roughly the same pace as 
communications technology. Consumers 
on the move require food on the move, 
as well as availability or delivery any-
where they might need it. As people can 
work, communicate and be entertained 
anywhere they wish — often, in fact, 
while in motion — then eating anywhere 
or on the move is becoming second na-
ture. This requires smart storytelling to 
highlight food mobility innovations.

Old-guard companies are therefore 
scrambling to move from cereal to cereal 
bars, from salads to salad cups, from 
easy-prep meals to ready-to-eat snacks. 
The quaint habit of dining at a table 
will increasingly be reserved for special 
occasions.

Instead, look for foods that easily 
move with us and are always within 
reach, even in a “wearable” form. Au-
tonomous cars will escalate the trend, 
prompting consumers to enjoy meals 
and snacks on their commute like never 
before.

At MSLGROUP, we believe the 
revolution facing the food and beverage 
industry requires a new communica-
tions planning model, one that leverages 
today’s key drivers of food consump-
tion. We’ve developed such a model to 
address new opportunities to engage 
consumers and win “share of mouth” 
from competitors. The model recognizes 
the primacy of well-targeted content for 
today’s marketers and can help brands 
strategically prioritize opportunities and 
craft communications.  n

With 30 years of experience in 
food and beverage communica-
tions, Steve Bryant led the 
development of MSLGROUP’s 
global Future of Food 
Consumption report and leads 
workshops to apply the 
agency’s planning model, which 
prioritizes and leverages the six 

communication drivers of food and beverage 
consumption.

“Technology 
holds incredible 

promise, and consumers 
are excited about it. Still, 

communicators will be required to 
explain new technologies, cultivate 

trust in unseen innovations  
and popularize new ways 

of eating.”
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Communications and  
Workplace Predictions for 2017

To spot trends for 2017, the editors of Fortune magazine 
say they combined journalistic intuition with artificial in-
telligence from IBM that mined tens of millions of sources. 
With a note of irony, it predicts that virtual reality will not 
be the next big thing that gaming and entertainment firms 
have been betting on. So far, consumers are finding that 
novelty alone doesn’t justify the high prices of headsets 
available in stores. 

The internet will continue to be vulnerable to hacking in 
2017, Fortune predicts. In October, Twitter, Amazon, Spoti-
fy and other major sites were knocked offline when a “bot” 
swarmed a new Hampshire firm that serves as an internet 
switchboard, hijacking “Internet of Things” devices such as 
surveillance cameras, toasters and other home appliances. Far 
from being fixed, the problem will only worsen as more devices 
are sold with weak default passwords. 

For tech-savvy marketers, AOL could become cool again 
in 2017, as the Verizon unit builds its data-and-technology- 
based advertising platform OnE by AOL. Also in 2017, which 
will mark the 10th anniversary of Steve Jobs’ original iPhone, 
the new iPhone 8 is expected to include a super-high-resolution 
screen that stretches from edge to edge of the device, and may 
even charge wirelessly. 

The first Fortune 100 company will jettison the office 
altogether in favor of telecommuting in 2017, the magazine pre-
dicts. But as mentoring declines, laptop-bound workers report 
ergonomic issues, and employees burn out working from home, 
a backlash may follow.  n  — Greg Beaubien 

Gen Z, Wellness Programs and 
Trends for the New Year

The U.S. job market will improve in 2017, giving job seek-
ers and employees more leverage and flexibility, and pushing 
salaries higher, Forbes predicts.

Among other workplace trends, the magazine forecasts 
that the ongoing “war for talent” will see companies trying to 
improve experiences for job candidates and employees. In a 
recent study, nearly 60 percent of job seekers reported having 
a poor experience as a candidate, such as not being notified of 
their application status — and 72 percent of those people have 
shared their stories on employer-review sites.

Workplace wellness is becoming an important benefit for 
attracting talent and lowering health care costs. But at the same 
time, more companies will hire on-demand workers to cut costs 
by removing health insurance and other employee benefits. 
With younger generations expecting instant feedback — behav-
ior they’ve adopted from using social networks like Twitter and 
Facebook — annual performance reviews are giving way to 
continual reviews. More companies will offer to help pay back 
their employees’ student loans, according to Forbes.

In 2017, Generation Z, or people born in 1995 or later, will 
be graduating from school and entering the workforce, bringing 
new demands and further widening the technology gap between 
younger and older workers. A quarter of millennials and Gen Z 
workers want their employers to incorporate virtual-reality and 
augmented-reality technologies into the workplace, for training 
and other purposes. To accommodate the preferences of young-
er workers, organizations will also continue emphasizing team 
performance over individual performance.  n  — G.B. 
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Insights Talent Show: 
How to Find and 
Retain Key Staff

Page 16

Push Notifications on Election Day Offer 
a Look at the Future of News Delivery

A record number of Americans learned of the Election 
Day results from their phones this year, including via  
mobile-device push notifications from news organizations, 
Columbia Journalism Review reported on Nov. 30. 

These types of notices forward breaking news alerts or 
social media updates to the lock screen on a mobile device 
along with a tone, without the user having to open an app or 
log on to the device with a password. 

According to the Tow Center for Digital Journalism, 
publishers sent a total of 469 push notifications on Election Day 
and the day after, including more than 60 from Yahoo News. 
The Wall Street Journal, by comparison, sent out fewer than 10. 

The iPhone’s new operating system lets publishers embed 
videos and images in expanded push notifications. On Tues-
day, nov. 8, the Guardian Mobile Innovation Lab, a team in 

the media organization’s U.S. newsroom, set up automatically 
updating alerts that continued to refresh throughout the night 
for users who had opted in. These alerts included news about 
electoral votes, swing states, the popular vote and percentages 
of precincts reporting.

Push notifications did not discourage visits to the Guard-
ian’s news app, according to the lab’s editor, Sasha Koren. 
Some 230,000 subscribers to the alerts reportedly generated 
more than 800,000 page views. For breaking news or sports 
events, Koren said, many news sites still rely on live blogs that 
“were really built for desktop, beginning in the early 2000s.” 

newsrooms will likely continue experimenting, as staffs 
grow savvier with presenting content on mobile phones, deliv-
ering content to reach readers.  n  — Greg Beaubien 

nRecruitment  n Executive Communications  n Ideas  n In the C-Suite
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Talent Show
How to Find and Retain Key Staff 

By Wendy Lund

Finding and keeping top talent is 
a priority for every PR agency and, in 
fact, should be viewed as a top priority 
for leadership. 

From interns to executive vice 
presidents, staff is the most valuable 
asset an agency has, and the critical 
thinking and skill sets they bring to the 
table are the reason many clients fi rst 
engage with, and then ultimately stay 
with, an agency. Unless agencies are 
able to retain a happy, engaged and 
dedicated workforce, they won’t be able 
to win and keep new business or meet 

current client needs.
A variety of current social and 

economic factors (such as employee 
attitudes toward staying with an agency 
“too long” and local job markets) 
impact both the hiring and retention of 
employees at PR agencies.

As such, it’s not surprising that 
according to a 2016 report by the USC 
Annenberg Center for Public Relations, 
both agency and corporate executives 
agree that the ability to attract and 
retain the right talent is the greatest 
challenge preventing them from achiev-

ing their future goals.
Although agency leads may be 

quick to blame talent turnover on mil-
lennial employees (according to a 2016 
Gallup poll titled “How Millennials 
Want to Work and Live,” 55 percent 
of millennials are not engaged at work, 
meaning they’re keeping employment 
options open), the truth is that it’s 
essential to engage employees of every 
generation to ensure agency success. 

Recruiting properly
So what’s the key to fi nding the 
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right talent? Needs vary from agency to 
agency, but in the simplest terms, we just 
need to find the people who are the right 
fit for the client. Then we need to make 
sure we’re spending the time to refine 
these employee/client relationships over 
the long term. Once we have them, we 
want to make sure we keep them. 

What do we mean by the “right 
fit”? In the health care space, employ-
ees generally fall into two categories: 
“science” people and 
“consumer” people. 
That is, some employ-
ees embrace the more 
technical aspects of 
the work — such as 
data and regulatory 
milestones — while 
others lean more 
toward consumer-fac-
ing work, such as 
events and celebrity 
campaigns. Given that, 
GCI Health makes 
every attempt to feed 
an individual’s interest and give him 
the opportunity to take on something 
new and challenging. Experience shows 
that nurturing this interest is generally 
rewarded with superior work and out-
standing results.

Keeping talent on track
Once you’ve scored the perfect hire, 

the obvious goal is to keep her happy 
and continue the positive momentum. 
That’s often easier said than done, but 
GCI Health’s methods for nurturing 
employees has paid off. We’ve been 
able to achieve a high level of retention 
through traditional benefits as well as 
nontraditional, highly motivating, fun, 
hands-on engagement programs: Of 
note, our senior managers have been 
with the company an average of 11 years 
and for as long as 23 years, and we have 
14 staffers who were hired at the junior 
levels who are now in senior positions. 

Beyond the traditional benefits and 
competitive salaries, setting your agen-
cy apart with a host of nontraditional 
perks is also a great way to strengthen 
company culture and keep employees 
engaged. At GCI Health, nontraditional 
perks fall roughly into three categories: 
work-life balance, recognition and per-
sonal achievement.

Perfect work-life balance is the 

proverbial pot of gold at the end of the 
rainbow, and it’s an important com-
ponent of job satisfaction. So while 
it’s great to offer flexibility in work 
schedules, agencies should also consid-
er other ways to help their employees 
balance work and life. 

For instance, we’ve recently imple-
mented a “Summer Lovin’” program 
as a thank-you to employees for the 
particularly hard work they’re putting 

in with existing client 
accounts as well as 
new business. Among 
many components of 
the program (including 
meals, snacks, raffles 
and more), two of the 
most appreciated are 
the early closings and 
breaks we surprised 
staff with as we headed 
toward Labor Day.

In terms of recogni-
tion, there are so many 
ways to show employees 

they’re appreciated. It’s simply a matter 
of figuring out what’s most meaningful to 
your staff. For instance, monthly shout-
outs and small gift cards for great work 
(in GCI Health’s case, we honor those 
who are “doing something differently”) 
at all-staff meetings allow employees to 
enjoy the admiration of their colleagues 
and encourage them to strive for future 
accolades. Also, sending emails recog-
nizing staff who participated in a new 
business win or a great client achieve-
ment goes a long way toward making 
employees feel their work is appreciated 
on a consistent basis. 

Not surprisingly, food is also a 
successful route to employees’ hearts as 
a way of expressing appreciation. The 
occasional free lunch, bagel Mondays 
and snack carts (GCI Health rolls out 
themed snack carts with treats and 
beverages) are ever-popular methods of 
showing staff how important they are 
to your agency. It also recognizes that 
employees don’t always take the time to 
stop and enjoy a meal.

Finally, in terms of personal 
achievement, there are so many ways to 
ensure every employee is reaching his 
or her full potential and making strides 
within the agency. For starters, it’s 
essential that each employee not only 
have a mentor to support, encourage 

and motivate her (sharing advice for 
tricky situations, offering career guid-
ance, etc.) but that each employee also 
meets regularly with his direct manager. 
Direct managers are held accountable 
within the agency to ensure employees 
are on the right track for career growth 
and that they’re feeling professionally 
fulfilled as well. They should work with 
the employee to come up with solutions 
to any issues in real time before they 
escalate. In addition to internal man-
agement, you can foster an employee’s 
sense of personal achievement by giving 
her opportunities to spread her wings 
within the agency. 

For example, GCI Health’s U.S. 
offices offer an “exchange” contest 
with our London office. Staff have the 
opportunity to pitch senior manage-
ment on why they should be chosen to 
work in our London office (all expenses 
paid) to expand their global mindset; 
our London colleagues have the same 
opportunity to come to new York. The 
program allows participants to broaden 
their perspectives, foster collaboration 
and ultimately expand their thinking to 
benefit their clients. What’s more, we 
also encourage employees (and top staff 
at every level) to participate both in 
real new business as well as new-busi-
ness boot camp (a program we offer in 
which employees team up to practice 
the new-business process for a simu-
lated RFP in order to hone and polish 
individual skills). 

Across the board, there are 
multitudes of ways to keep employees 
engaged once you’ve found the perfect 
hire. Options are limitless, so I hope 
some of GCI Health’s retention exam-
ples serve as an inspiration for you. 

The point is to find what works 
best with your employees and have 
fun doing it, because as you recruit 
and support your most valuable assets, 
you’re ultimately supporting the success 
of your clients, and we can all agree 
that’s something worth striving for.  n

Wendy Lund is CEO of GCI 
Health, an award-winning PR 
agency with professionals in 
the U.S., Canada and Europe. 
She was inducted into the 2016 
PR News Class of Top Women 
in PR, was one of PRWeek’s 
True Women Champions of PR 
and was a finalist for PRWeek’s 

Agency Professional of the Year. 

“ So what’s the key to 
finding the right talent? 
Needs vary from agen-
cy to agency, but in the 
simplest terms, we just 
need to find the people 
who are the right fit for 
the client.”
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Executive Communications

Measuring the Motivators 
How Should Organizations Assess 

Leadership Communication Eff orts?
By David Murray

Executive com-
munication is often the 
most expensive function 
of a communications 
department. Ironically, 
by most measures, it’s 
also the least strategically 
focused. The just-re-
leased 2016 membership 
study by the Professional 
Speechwriters Associa-
tion (PSA) focused on 
“intentionality” in execu-
tive communication and 
came to these combined 
fi ndings, which can only 
be described as twisted:

Although two-thirds 
of professional speech-
writers are involved in 
annual executive com-
munication strategy planning, only 23 
percent say that it’s their responsibility 
to place their leaders at the best forums 
to reach important audiences. It’s hard 
to believe, but most speaking oppor-
tunities originate not from proactive 
speaker placement but from incoming 
invitations.

Only 41 percent of organizations 
even attempt to quantify the effective-
ness of executive communications, 
which leaves at least 59 percent of 
organizations with not the faintest idea 
of whether they’re spending the right 
amount, too much, or too little.

In any case, they’re spending a lot. 
Speechwriters are the best-paid special-
ists in most corporate communication 
departments, some of them making a 
quarter-million dollars a year and more. 
And the obscured cost — the cost that 
doesn’t come out of the communication 

department’s budget — is time spent by 
the executive preparing for the speech 
and traveling to deliver it. A prominent 
Fortune 100 speechwriter estimates the 
per-speech cost for his CEO at $60,000, 
and he thinks that’s being conservative.

And they’re taking requests over 
the transom? It’s even worse than that, 
actually, because a number of speeches 
every year are given as favors — to the 
executive’s favorite charity, to an asso-
ciation run by her sorority sister, to a 
business conference run by his protégé. 
Imagine an executive trying to justify 
making an ad buy or an equipment 
purchase based on that.

And if corporate communication di-
rectors are peeved by the lack of strate-
gic discipline involved in their executive 
communication operation, they’re not 
as frustrated as the speechwriters, who 
want more than anything for their work 

to amount to something 
more than a lot of one-off 
vanity projects. Asked 
by the PSA survey how 
the exec comms could 
contribute more reliably 
to organizational goals, 
they fairly shouted:

“If my boss didn’t 
have a policy of speaking 
at every event she’s invit-
ed to — doesn’t leave a 
lot of time to be thought-
ful and strategic, or to do 
research.”

“If we brought some 
proactive planning to it. 
There’s very little of that 
in my company.”

“If we would execute the strategy 
and stop being so reactive.”

“If we integrated across the orga-
nization — look at all leaders’ speeches 
holistically.”

“If we had fewer messages compet-
ing seriously with overarching messages.”

Looking for measurement standards
Because it is so crowded with 

egos, executive communication will 
always run partly based on feelings 
— of obligation, of fear, of ambition. I 
have also observed that attempts to pin 
exec comm efforts strictly to strategic 
messages and key audiences often wind 
up generating matrices within matrices 
within matrices. “This year, Executive 
A is assigned three main messages 
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under one central theme, which she will 
deliver to one internal and one exter-
nal audience per quarter via speeches, 
monthly via her blog and weekly on 
Twitter. now, for Executive B…”

Measuring the effectiveness of 
executive commu-
nications amounts 
to little more than 
“The audience 
seemed to like it.” 
Or if you want to 
drill down to the 
real bottom line: 
“The boss seemed 
pleased.” 

Measurement 
guru Katie Paine 
recently spoke at 
a PSA event and 
gave the speechwriters her usual rigor-
ous talk, seasoned by three decades of 
experience quantifying the effectiveness 
of communication. “Helpful to think 
about ways to quantify our results,” 
said one speechwriter afterward, “and 
also a little scary. Not sure I want to 
open the door to assessing my speeches 
based upon the outcome of some initia-

tive or policy debate.” 
Another consultant poured her heart 

into developing a sophisticated software 
program that would quantify the effec-
tiveness of a speech based on three dozen 
criteria. I was there when she presented 

it to a meeting of 
exec comm people. 
Crickets. Who wants 
to pay good money 
to fi nd out a speech 
that went over well 
was actually a 3 on a 
scale of 1 to 10?

Understand-
able. But then, how 
should organizations 
assess leadership 
communication 
efforts? How should 

they tie leadership communication to 
measurable — or at least describable 
— objectives? Respondents to the PSA 
survey said they engage in leadership 
communication to achieve fi ve prima-
ry objectives: to show executives to be 
thought leaders, to enhance the organiza-
tion’s reputation, to build the brand, to get 
media coverage and to engage employees.

Pretty important goals, those. Too 
important to base executive communi-
cation largely on who happens to invite 
executives to speak. Too important to 
not seek some way of knowing whether 
the program is getting the proper bang 
for its buck. And certainly too import-
ant to throw up our hands and resign 
ourselves to operating by gut-feel this 
pricey, labor-intensive and intellectually 
demanding PR function. Speechwriters 
shouldn’t view leadership communication 
as a means of ego gratifi cation, and their 
bosses shouldn’t view it that way either.

Speaking of speeches, John F. Ken-
nedy gave one once: “We choose to go to 
the moon in this decade and do the other 
things,” he said, “not because they are 
easy, but because they are hard.”

If a speech can send a man to the 
moon…  n

David Murray is executive 
director of the Professional 
Speechwriters Association. He 
is also editor of Vital Speeches of 
the Day, a monthly magazine 
that collects the best speeches 
in the world.

“ Measuring the effectiveness 
of executive communications 
amounts to little more than 
‘The audience seemed to 
like it.’ Or if you want to drill 
down to the real bottom line: 
‘The boss seemed pleased.’” 



THE STRATEGIST/WInTER 2016 PAGE 20

Ideas

Moving the Agenda
3 Common Fears That Arise in the 

Face of New Ideas and How to Overcome Them
By Samuel B. Bacharach

As PR professionals, we are 
constantly asking others to consider 
new ideas. We’re always pitching new 
projects or plans and looking for buy-in 
from a diverse group of stakeholders. 
That’s why it’s important to anticipate 
how people will react to new ideas and 
be prepared to deal with any fears they 
might have. 

Three fears, in particular — fear of 
failure, fear of the new, and fear of turf 
encroachment — often arise in the face 
of new ideas. These are discussed in my 
latest book, The Agenda Mover (Cornell 
University Press, 2016). Here are tips 
for responding to each:

Fear No. 1: Failure
When you propose a new idea, you 

are not only asking for acceptance, you 
are looking for support. Essentially you 
are asking individuals to invest time, 
effort and money in a project that has 
an uncertain outcome. Given that most 
of us are risk-averse, the fear of failure 
is a huge source of anxiety and resis-
tance. The challenge is to get buy-in 
from others by demonstrating that your 
project is viable. 

Solution: 
You can help others face their 

fear of failure by framing your intent 

vis-a-vis their reality — that is, viewing 
your agenda from their perspective 
and illustrating how it relates to their 
goals and aspirations. Beyond that, you 
have to set forth concrete ideas. Certain 
ideas are rejected because they are too 
sweeping. Rein in the scope and focus 
on exact costs and timelines. Don’t 
promise more than you can deliver.    

Fear No. 2: “The New”
Humans necessarily routinize 

behaviors, processes and methodolo-
gies, and nowhere is this more evident 
than in organizations. Fear of the new 
is potent. Habits are powerful motiva-
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tors, as there is comfort in doing things 
the same way every time. People know 
what to expect; anything different adds 
a layer of confusion. In organizations, 
patterned behavior becomes institution-
alized and repeated, and when it is chal-
lenged, there is resistance: “That’s not 
how we do things here.” 
This fear is far more 
subtle than the fear of 
failure, and the person 
moving the agenda must 
deal with it directly.

Solution:
When you are 

trying to get individuals 
to support your agenda, 
you need to communicate what resourc-
es will be at their disposal during the 
transition. Hollow reassurances of “It’s 
going to be okay” are not enough. You 
have to let them know in very specifi c 
terms how you will be there for them. 
You need to make the unfamiliar feel 
somewhat comfortable for them if you 
want your new idea to become a reality.

Fear No. 3: Turf Encroachment
When faced with a new initiative, 

individuals or groups may fear they will 
lose their identity, or the power and 
ability to control their own destinies.  

A bit of paranoia about turf 
encroachment may be justifi ed. The 

introduction of new 
ideas can create a 
shift in priorities and 
resources that will 
make some feel alien-
ated, undervalued or 
nervous. Broad change 
initiatives can make it 
diffi cult for people to 
protect the old ways of 

doing things. 

Solution:
You must take these concerns 

seriously and think of ways to preserve 
the status and resources of key stake-
holders while implementing the new 
agenda. While it may be necessary to 
encroach on someone’s turf to move an 

agenda forward, it is also important to 
fi nd a way to recognize and value the 
parties involved without giving them 
the sense that something is being taken 
away from them. For example, you 
can accentuate the social prestige and 
recognition they will likely receive by 
joining your efforts.

You may have a great idea, and 
others may actually want to join you. 
However, if you want their buy-in, you 
must give them a sense that they will 
both benefi t and be safe. This means 
focusing on the fears of those whose 
support you need. Simply put, you must 
always think of your audience and their 
world.  n

Samuel B. Bacharach is author 
of The Agenda Mover: When Your 
Good Idea Is Not Enough (Cornell 
University Press, 2016). He is 
also co-founder of the 
Bacharach Leadership Group, 
which focuses on training 
leaders in the skills of the 
Agenda Mover, and is the 

McKelvey-Grant Professor at Cornell University. 

“ When you propose a 
new idea, you are not 
only asking for accep-
tance, you are looking 
for support.”

Do You Need a Meeting B efore Your Meeting?
When planning a meeting about a contentious issue, you might 

want to hold a “pre-meeting” fi rst, Harvard Business Review suggests. 
The best way to gain acceptance for a new idea, these preliminary 
huddles are opportunities to gather information, test and refi ne 
arguments, and build trust with allies and detractors alike before the 
offi cial meeting occurs, the post said. 

Rather than inviting everyone who will attend the offi cial meeting, 
try to line up whoever will be directly 
affected by the decision that will eventually 
be made, and those who have the most 
political infl uence in your organization. 

Gain a clear understanding of their 
perspectives. Also listen to stakeholders 
who have a different point of view, so you 
can anticipate objections and incorporate 
their thinking into your proposals at the 
subsequent meeting. Be forthright about 
possible points of contention, and frame 
the problem as something that you’re 
working together to solve. 

Present contentious issues in ways 
that resonate with other people, the post 
said. For example, if someone is afraid 

of rocking the boat, then frame your initiative as incremental and 
endorsed by upper management, not as something revolutionary or 
risky. When talking to a risk-taker, explain how your idea is a bold 
move for the company. 

Of course, both personalities might be present at the pre-meeting, 
but everyone will be more likely to accept your ideas if you’ve treated 
them with dignity and respect at this initial stage. — Greg Beaubien 
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If you’re looking for a case study in 
how to avoid, manage or recover from 
a corporate crisis, then don’t look at 
Wells Fargo. It’s hard to fi nd anything 
that the company’s leaders did correctly.

When analyzing how executives 
of companies get their organizations 
into crisis situations, certain words 
commonly pop up: insular, entrenched, 
unethical, insensitive. Every one of 
those terms applies to Wells Fargo.

Leaders of the San Francis-
co-based company seemingly looked 
the other way while outrageous wrongs 
were being committing against its cus-
tomers and employees. They included:

✦ Opening more than two million 
unauthorized deposit and credit card 
accounts over fi ve years

✦ Collecting thousands of dollars in 
fees through some of those transactions

✦ Creating a high-pressure atmo-
sphere that many employees say caused 
them to take illegal and/or unethical 
actions and resulted in serious damage 
to their health

✦ Minimizing the situation and 
blaming “rogue” employees when the 
scandal broke

✦ Failing to tell its own board 

that it had fi red 5,300 employees —1 
percent of its workforce — before regu-
lators made the fact public

Perhaps worse, Wells Fargo stone-
walled many questions from legislators 
and inquiries from news media about 
sales practices that eventually led the 
bank to agree to a $185 million fi ne and 
regulatory enforcement action.

The company’s fi rst mistake was to 
ignore explicit and repeated warnings 
over fi ve years and even some earlier 
employee warnings. Some employees 
reported the practices to incoming 
CEO John Stumpf as early as 2005. He 
didn’t take any action.

Then, according to Stumpf, a 
board committee became aware of the 
fraud “at a high level” (his words) in 
2011. There still wasn’t any action.

The Los Angeles Times detailed Wells 
Fargo’s questionable sales structure in 
2013. No indication of any action.

The city of Los Angeles fi led a law-

suit against the bank in 2015, alleging 
that it pressured employees to commit 
fraud. Still, there wasn’t any sign of any 
remedial action beyond the ongoing fi r-
ing employees — many of their stories 
are sad and poignant. 

Angie Payden, who worked for 
the bank in Hudson, Wis., from 2011 
to 2014, told The New York Times that 
she was forced to commit a number of 
unethical actions, including opening 
travel checking accounts for customers 
by convincing them that it was unsafe 
to travel without a separate checking 
account and debit card, and coercing 
customers to open credit card accounts 
to use as overdraft protection for their 
checking accounts when they were al-
ready struggling to keep their checking 
accounts balanced.

Other employees told similar sto-
ries of high anxiety created by constant 
pressure from management to sign up 
customers by any means necessary or 
lose their jobs. Ex-workers also claimed 
that the bank targeted immigrants who 
spoke little English and older adults 
with memory problems.

The pressure was relentless. As 
one employee told the Times: “They 

In the C-Suite

Anatomy of a Scandal at Wells Fargo

By Virgil Scudder
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would grill us every day; it was non-
stop badgering and berating. It was 
verbal and mental abuse.” Another 
said, “We would have conference calls 
with regional presidents and managers 
coaching us on how to word our selling 
points so the customer can’t say ‘no.’ I 
felt like a cheat.” 

A lack of preparation
It was clear when Stumpf was 

called to testify before congressional 
committees in September that the going 
would be rough. The task was daunt-
ing. He would need to stay cool under 
heavy fi re from outraged senators. He 
would have to show contrition, apol-
ogizing for Wells Fargo’s wrongdoing 
and outlining positive steps he had 
taken to make restitution to victims 
and fi x the problems. While this was a 
tough assignment, it was also a chance 
to restore some public and government 
confi dence in the 164-year-old institu-
tion and begin the healing.

The problem at his company was 
clearly severe and systemic, but the 
embattled CEO tried to minimize its 
scope, saying the wrongdoing involved 
only about 1 percent of the bank’s em-
ployees. He gave evasive answers and 
repeatedly dodged questions, frustrat-
ing and angering his interrogators.  

He received a blistering interro-
gation from Sen. Elizabeth Warren 

(D-Massachusetts), who reportedly 
told Stumpf: “It’s gutless leadership; 
you should be criminally investigated.” 
Other senators were 
equally outraged by the 
CEO’s lack of contrition 
and cooperation.

If Stumpf was pre-
pared for the hearings 
at all, then he was badly 
prepared. His testimony, 
and the comments of 
angered legislators, only 
worsened the bank’s 
predicament.

Encrusted, complacent leader-
ship is often a hindrance to detect-
ing problems and avoiding crises. 
And Wells Fargo had, and has, such 
leadership in spades:

✦ Stumpf, who has since resigned, 
was at Wells Fargo for nearly 35 years, 
including nine years as CEO.

✦ Carrie Tolstedt, who headed the 
retail unit that was responsible for the 
bad behavior, had been with the bank 
for 27 years before being sent off with 
a golden parachute when the scandal 
broke.

✦ The company’s current top 
management began working at Wells 
Fargo as far back as 1979. Their aver-
age tenure is calculated at 25.7 years. 

✦ Three people have been on the 
board of directors since the 1990s. The 

average tenure of 
board members is 
almost 10 years, 
which is well 
above the industry 
average.

Here’s the 
worst part: At this 
writing, there aren’t 
any new faces in 
either Wells Fargo’s 
senior management 
or its board; thus, 
there isn’t any new 
thinking or any 
likely call for strong 
action. A 27-year 
Wells insider, Tim 
Sloan, succeeded 
Stumpf. A much 
better move would 
have been picking 
an outsider without 

any fi nancial stake in the bank.
The role of the organization’s 

communications team is critical here. 
Surely, they be-
came aware of these 
improper practices 
at some point. Did 
they warn top man-
agement of how the 
situation could play 
out? If so, were the 
warnings ignored? If 
not, were they afraid 
of losing their jobs if 

they spoke up?  
These questions 

are important to many, 
but answerable only 

by a few. We may never 
know.

A long recovery ahead
Wells Fargo’s recovery problems are 

compounded by weak statements on its 
website and in advertising such as:

✦ “We’re making changes to make 
things right.” (How about a full-fl edged CEO 
apology for making things wrong?)

✦ “We reached settlement over 
allegations that some of our customers 
received products they did not request.” 
(Ah, free products. Harmless enough. Except 
that they weren’t always free, or harmless.)

✦ “Our goal is to do what’s right 
for you, our customer, every single day. 
We recognize that we have fallen short 
of that goal.” (Fallen short? Talk about 
minimizing!)

Here are some things that Wells 
Fargo should do to regain public trust:

✦ Clean house: Some executives 
and board members need to go.

✦ Bring in an outside administra-
tor or monitor, along with a new CEO.

✦ Listen to outside legal and PR 
counsel.

✦ Don’t mince words; start telling 
it like it is.

Otherwise, the recovery could be 
quite an extended process.  n

Virgil Scudder is the author of 
“World Class Communication: 
How Great CEOs Win With 
the Public, Shareholders, 
Employees and the Media,” 
which received an Award of 
Distinction as one of the best 
business books of 2012. Email: 
virgil@virgilscudder.com.ge
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“ Encrusted, complacent 
leadership is often a 
hindrance to detecting 
problems and avoiding 
crises.”

Watch an 
exclusive video with 

Virgil Scudder:
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In Closing

What Really Matters to 
Chief Communications Offi cers
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Digital communications and employee engagement will be 
top priorities for chief communications offi cers over the next 18 
months, says a new survey by Weber Shandwick and Spencer 
Stuart, an executive search fi rm. More than 70 percent of corpo-
rate communications executives surveyed ranked digital com-
munications as their top priority for the coming months, while 90 
percent of North American CCOs and 70 percent of those based in 
Europe, the Middle East and Africa called employee communica-
tions a top responsibility. 

According to the survey, primary responsibilities for the 
CCO position, in descending order of importance, include media 
relations; crisis or reputation management; employee commu-
nications; social media or digital communications; corporate 
social responsibility; foundation or charitable giving; marketing, 
branding or advertising; government relations or public affairs; 

marketing research and measurement; data analytics to evaluate 
company reputation and refi ne marketing messages — func-
tions that are expected to grow in the next few years, even as 
CCOs still say they rely more on intuition than analytics; investor 
relations; and customer experience. Asked to identify the one area 
they’d most like to focus on, the majority of CCOs surveyed cited 
reputation management.

As PRWeek reported, the reason employee engagement is 
so important to CCOs might be that “employees have a louder 
voice now more than ever,” according to George Jamison, who 
heads Spencer Stuart’s corporate communications business. Said 
Leslie Gaines-Ross, chief reputation strategist at Weber Shand-
wick, “The war for talent is the biggest, most worrisome concern 
of leaders.” n — Greg Beaubien 
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REED COLLEGE OF MEDIA

ONLINE 
GRADUATE PROGRAMS
MASTER’S DEGREE IN 

Integrated Marketing Communications
MASTER’S DEGREE IN 

Data Marketing Communications
GRADUATE CERTIFICATE IN 

Integrated Marketing Communications

mediaonline.wvu.edu

OUR ONLINE COMMUNITY BY LOCATION
Current Students, Graduates and Faculty

PLUS...
Antigua and Barbuda
Australia
Canada
Egypt
Mexico
Nigeria
South Korea
Spain
Switzerland
United Kingdom
Vietnam

25 or fewer professionals 26-50 professionals 50+ professionals



Learn more today:

877-960-2043

admissions@usccommunication.com 

Communicationmgmt.usc.edu

The online Master of Communication Management 
degree program is offered by the Annenberg 
School for Communication and Journalism at the 
University of Southern California. The program 
prepares communication professionals for the 
modern landscape of the workplace, independent 
of industry.

Setting New Standards
for Communication

Master of Communication Management Online

100% online coursework allows flexibility to 
balance your career

Learn the latest theories, strategies and
communication skills

Be a part of the USC Annenberg network
of 15,000 alumni

Gain insight into marketing, social media,
communication research and
corporate communication

GRE waiver available for eligible applicants

Accreditation

USC is accredited

by the Western

Association of Schools

and Colleges (WASC).

Recognition

In 2016, U.S. News &

World Report ranked

USC among the top

colleges in the country.


