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The World Today:  Scary, Shocking 
and Seamless

ÅBankruptcies
ÅBailouts
ÅLayoffs
ÅStock crashes
ÅFrozen credit markets
ÅCEO excesses
ÅGlobal warming
ÅPandemics
ÅPhysical and cyber terrorism



Does Anyone Trust Anything Anymore?

Å¢Ǌǳǎǘ ƛƴ ƛƴǎǘƛǘǳǘƛƻƴǎ ǘƻ ƻǇŜǊŀǘŜ ƛƴ ǎƻŎƛŜǘȅΩǎ ōŜǎǘ 
interest:

ïArmed forces                              +43%

ïNGOs                                            +27%

ïEducation system                       +26%

ïHealth system                             +17%

ïTrade unions/labor                      +2%

ïLegal system                                  -2%

ïGlobal companies                         -9%

ïLarge national companies         -10%

(Source:  Accenture: The Business of Trust, net rating = + % trust; - % distrust)



Does Anyone Trust Anyone Anymore?
Very high/ High % 

Nurses 84
Druggists, pharmacists 70
High school teachers 65
Medical doctors 64
Clergy 56
Policemen 56
Funeral directors 47
Accountants 38
Journalists 25
Bankers 23
Building contractors 22
Lawyers 18
Real estate agents 17
Labor union leaders 16

Business executives 12
Congressmen 12
Stockbrokers 12
Advertising practitioners 10
Car salesmen 7
Telemarketers 5
Lobbyists 5

"Please tell me how you 

would rate the honesty and 

ethical standards of people in 

these different fields: very 

high, high, average, low, or 

very low? . . . ."

Gallup Poll. Nov. 7-9, 2008. 

N=1,010 adults nationwide. 

MoE Ñ3.  



Turmoil = Opportunity

Å24 x 7 instant, global news

ÅNeed for constant, consistent, transparent 
communications 

ÅArthur W. Page CEO Survey: CCOs more 
valuable than ever



PR/Communications Experts as 
Leaders during Chaos 

ÅUnderstand all audiences

ÅEyes and ears for the organization

ÅInteract with all aspects of a company

ÅComfortable with change/new media 

ÅDǊŜŀǘ ŀǘ ŜȄŜŎǳǘƛƻƴΥ  ά9ȄŜŎǳǘƛƻƴ Ŝŀǘǎ ǎǘǊŀǘŜƎȅ 
ŦƻǊ ƭǳƴŎƘΦέ



CEO View of Communications

Åά¸ƻǳ ǿŀƴǘ ǘƘŜ ƘŜŀŘ ƻŦ ȅƻǳǊ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ 
ǎǘŀŦŦ ǘƻ ōŜ ǎǘǊƻƴƎŜǊΧƳƻǊŜ ŜȄǇŜǊƛŜƴŎŜŘΣ ǿƛǘƘ ŀ 
higher quality thinking process, being able to 
see around the corners, broader experience 
ōŀǎŜΦ  !ƭƭ ǘƘƻǎŜ ǘƘƛƴƎǎΦέ



5ǊƛǾŜǊǎ ƻŦ ¢ƻŘŀȅΩǎ ²ƻǊƭŘ

Globalization

Digital 
Network 

Revolution

Stakeholder 
Empowerment



Stakeholders: Equal Voices?
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US Credible Spokespersons

Source: 2009 Edelman Trust Barometer



Globalization

ÅImmediate and worldwide communications: 
What happens in Vegas does not really stay in 
Vegas!

ÅNeed for one brand, one voice, many accents

ÅCorporate no longer the center of the universe



The Digital Network Revolution

ÅYouTube
ïUsers watching hundreds of millions of videos a day and 

uploading hundreds of thousands (YouTube fact sheet)
ïJanuary 2009: U.S. internet users viewed 14.8 billion online 

videos  in the month (comScore)

ÅTwitter.com
ïReached 44.5 million people worldwide in June (comScore)
ï1,448% increase from May 2008 (Nielson Online)

ÅFacebook
ïMore than 300 million registered users to date (Facebook); just 

half are U.S.
ï88 million U.S. uniquesin July 2009, 14% increase from June 

2009 (comScore)



ÅLinkedIn

ï8 million users as of July 2009, a 66% increase 
from July 2008 (comScore)

ïMay 2009: users spent 202 million minutes on the 
site

ÅGlobal Internet 

ïConstant access via cell phones

ïJanuary 2009: 63 million U.S. mobile web users; 
35% online daily via handset (comScore)

The Digital Network Revolution



ÅBlogs, blogs and more blogs

ïTechnorati tracking 133 million blogs in 81 
languages (Technorati)

ïAs of April 2009, 96.6 million U.S. internet users 
read a blog at least once per month; 128.2 million 
by 2013 (eMarketer)

ï27.9 million users have a blog which they update 
at least monthly; by 2013, the number will be 37.6 
million (ResearchandMarkets.com)

The Digital Network Revolution



CEO View of Communications

ÅPrioritize inquiries

ÅManage press & events

ÅSpokespersons

ÅMonitor reputation

ÅCrisis management

ÅDevelop ideas & campaigns

ÅMessaging

ÅMonitor reputation across 

stakeholders

ÅEducate employees

ÅCollaborate with key 

Stakeholders

ÅDefine and enable 

company values

ÅShape strategic direction

ÅMeasure results 
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complex at the exact time that it has become absolutely essential.

InteractiveProactiveReactive


