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Respondents indicated their top 3 relevant skills for the future
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TALENT AND CHALLENGES

TIME TO SEE THE BIG PICTURE

Rohan Shah

MANAGING DIRECTOR
AND CO-FOUNDER,
REUBEN SINCLAIR

As the industry makes a buoyant
return amid the Covid-19 pandemic,
it’s clear that in many areas relating
to talent sourcing, strategy, and
future planning, not much has
changed since last year’s ICCO
World Report. Firms continue to
seek highly skilled and competent
new employees from rival agencies,
which ensures that retaining

key talent remains a significant
challenge across the board. We
must remember however, that with
the industry lacking in employees
from diverse groups, sourcing
existing talent from rival agencies will
unlikely help achieve a more diverse
workforce in the workplace and the
industry.

It's interesting to see that motivating
younger executives is no longer
deemed to be such a priority for
many this year, whilst a greater
emphasis has been placed on the
need to develop junior and mid-level
staff and find people with non-
traditional backgrounds. Given the
tumultuous nature of the last two
years, it is perhaps no surprise that
45% of respondents believe the
most relevant skillset for future PR
executives over the next decade
will be in the realms of strategic
consulting. Providing companies
follow through on hiring people
with non-traditional backgrounds,
the diverse career experiences will
help pave the way for innovative
approaches and alternative working
dynamics, which will ensure
organisations stand out from the
mainstream.

Many will undoubtedly wonder how
to keep their senior staff and key
players off the radars of competitive
businesses, and this is a thought
that will continue to dominate over
the coming year. The first step for
any organisation looking to improve
in this area is to ensure you have a
compelling offering when it comes
to your Employee Value Proposition
(EVP).

Being absolute in distinguishing
between key staff will be critical; are
your most highly prized personnel
those who hold critical roles, or are
they your current top performers?
Perhaps you’re more interested in
looking ahead and want to ensure
you retain those employees who
show the most potential when it
comes to moving from junior to mid-
level, or mid-level to senior staffing
positions.

Identifying whom you
believe it’s essential to
keep will allow you to
create a strategically
aligned EVP as well

as enabling better
measurement of job
satisfaction.

This should, of course, be done
across the board, but ensure you

are creating an environment where
your team feels they can talk openly
about their job satisfaction and how
they perceive their value against your
wider offering.
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Compensating above market value
is often a significant motivator for
encouraging staff to stay with you;
however, it is by no means a sure-
fire way to get dissatisfied and
unmotivated talent to stay.

Other benefits, such
as healthcare, the
opportunity to work
from home, increased
holiday allowance
and additional job
security are all worth
considering.

Find what your staff value most, if
this can be done on individual basis
— even better and build that into
your perks, benefits and incentives
wherever possible. Incentivising all
staff, not just your senior members,
is a critical component of this and
something more organisations
should be looking to invest time and
money in.

TALENT AND CHALLENGES

As well as retaining staff, these
approaches and a solid employer
brand message will be vital in
helping to attract future talent.
Whether that be across sectors, or
via your competitors.

ICCO | Opinium
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DIVERSITY AND INCLUSION

Diversity - reflecting ethnicity demographics by region

Total Africa Asia-Pacific Eastern Europe Latin America Middle East North America United Kingdom Western Europe

Respondent indicated whether their workforce was representative of their local ethnicity demographics

% of firms that have a diversity and inclusion policy by region

1%

Total Africa Asia-Pacific Eastern Europe Lafin America Middle East North America Unifed Kingdom Western Europe

Frequency the diversity and inclusion policy gets reviewed and updated

Every month

Every three months
Every six months
Once a year 35%

Less than once a year

Never
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DIVERSITY AND INCLUSION

2021: A TIME FOR AUTHENTICITY AND ACTION

It is that time of the year again, when
businesses and individuals take
stock of where they are at, so they
might plan for the future based on
insights and learnings of the current
year. As | review the data from
ICCQO’s World PR Report, | sit with
the awareness and understanding
that coun-tries and cultures are not
homogenous, they are different and
unique. That when we speak about
diversity, equity and inclusion (DEI),
we are at different points in our
journey; sensitivity and awareness
levels may wildly differ from

country to country within a region
or a continent. It is important to
understand that priorities differ from
country to country and sometimes in
the same country the drivers of DEI
differ from one region to another.

The insights from the
report are interesting
but not surprising.

The US and UK - parts of the West
that were roiled last year after the
brutal murder of George Floyd and
‘Black Lives Matter’ (BLM) - and
Latin America fared poorly on the
question of ethnic representation.
The US was at 3.6 and the other
two at 4.1. The key takeaway here is
that there is heightened awareness
and recognition of the inequalities
in these geographies which is great,
because it means that there is an

acknowledgement of a) the problem
and b) the need for urgent change.

This is further re-flected in the
fact the same three countries
score highest on firms that have a
diversity and inclu-sion policy with
the US at 71% followed by Latin
America(62%) and UK(60%).

However, there seems to be
worrying shift though in the Middle-
East, Asia-Pac, and Africa if we
compare with last year’s data:
representation of ethnic minorities
has gone down in percentage terms.
Surprisingly Western Europe fares
the worst amongst the eight regions
surveyed and we need further data
to understand why that is. Overall
the data is indicative of the absence
of sub-stantive progress across
countries/corporates and that may
very well be due to the fact that

in the past 18 months companies
have paused to reflect and review
their efforts in the direction. Or that
most corporates have been fairly
oblivious to systemic inequalities.

It is encouraging to see that a large
number of those surveyed review
their policy at least once a year if not
more.

The DEI agenda in the West was
propelled by the horrific murder

of George Floyd, BLM and the
pandemic that exacerbated racial
and ethnic inequalities. It required
seismic events to spotlight the trials
and tribulations of marginalised
communities.

SUDHA SINGH

FOUNDER, THE PURPOSE ROOM

PODCAST HOST, THE ELEPHANT IN THE
ROOM

C O-CHAIR, PRCA EQUITY & INCLUSION
ADVISORY COUNCIL,

FOUNDING MEMBER, PRCA RACE &
ETHNICITY EQUITY BOARD(REEB)

The impetus in some regions/
countries is regulatory requirements
and for many companies it gets

to the top of the agenda because
of the associated business and
reputation risks. In India for example
the conversation centres largely on
gender; the LGBTQ agenda comes
to the fore at multinationals - where
DEl policies at the HQ become

the trigger points in local markets.
Western multinationals have the
power to enable positive change

in the countries and communities
where they operate.

ICCO | Opinium
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However, it is crit-ical to keep in
mind that companies must not try

to force fit their policies in local
markets, they must be mindful of
local realities and engage with teams
and experts to identify priorities or
focus areas.

The last 18 months has laid bare the
stark inequalities in our world. As
we slowly move towards recovery,
the outlook is fairly positive for

our industry. This has also been a
time for the sober-ing realisation
that we are failing abysmally on
representation, equity and inclusion,
and the consensus all around is that
it will require transformative changes
if we are to build a fairer in-dustry.
For businesses as they struggled
with aftershocks, it has been a

time to align their core purpose to
broader societal needs, listen to
their stakeholders, take a stand

on important is-sues and not just
because of share holder imperatives.
CEOs and the C-suite are grappling
with the pace of change, to adapt,
and understand whatever state of
flux we are in at that point in time.
For an industry that aspires to have
a seat at the table, and advise clients
on purpose and sustainability, this
puts us on the back foot. How can
we advise clients authentically if we
as an industry are not equitable or
inclusive?

24 1CCO World PR Report 2020

DIVERSITY AND INCLUSION

As we look to the future it is
important to think about what we
can do to build a better and fair-er
industry. We can start by creating
awareness about best practice
through setting benchmarks and
making cultural intelligence a key
skill for all practitioners. According
to a recent article in Forbes, the rise
of awareness about diversity and
inclusion has been one of the most
transform-ative cultural trends of the
last 10 years. How can we ride this
wave, and what can we do to take
advantage of the momentum?

Prioritise on just two things:

a) Be Authentic
b) Take Action

To be authentic live the values
that we preach. Don’t just say it
to other people or for your cli-
ents, embed inclusion into your
business. Start with C-Suite buy
in and accountability; listen to
your employees and stakeholders;
create an inclusive hiring process;
be transparent about the pay gap;
consider intersectionality; be a
sponsor and monitor constantly.

Take Action: Before you head to the
next conference or write the next
blog on equity and inclu-sion check
your equity and inclusion policy. If
you have one, map where you are
on the journey; share your journey
including your challenges. If you are
not on the journey, get started.

And lose diversity,
make it about equity
and inclusion.

“It is not our
differences that divide
us. It is our inability
to recognise, accept
and celebrate those
differences.”

AUDRE LORDE
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MENTAL WELLBEING IN THE WORKPLACE

% of firms that have formal mental health and wellbeing support by region

76%

Total Africa Asio-Pacific Eastern Europe Latin America Middle East North America United Kingdom Western Europe

Agreement with the following statements

42% 43 43%

The mental health support from my organisation Mental health support from my organisation
is effective in tackling mental health issues has improved over the last 12 months

©® Agee @ Disagree
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DIGITAL TRENDS

Most used B2C Social media platform Most used B2B Social media platform
Instagram 37%  Facebook 30%  Twitter 13% LinkedIn 65% Twitter 12%  Facebook 11%
Linkedin 9% | YouTube 2% | TikTok 2% Instagram 4%
6% do not use social media for B2C purposes 1% do not use social media for B2B purposes
Most relevant Artificial Infelligence 53%
technologies Do o
— future .
o Cyber security
pI'EdICtIOI'I Augmented & Virtual reality
Infemet of things
Process aufomation
Blockchain
Coding
|mp0rta nt Building online communities 55%
tech Operating more efficiently
licati Improved employee engagement
appiications Modelling & predicting future outcomes
for Enterfainment and content
businesses Authenticating accuracy of onling information
— future Onling customer service automation
pre diction Online refail experience
Offline consumer experiences
Rating of Total 58
adoption of new A P‘“";“ 60
sia-Pacific 6,1
tecl_lnomgy by Eastem Europe 5,6
reg ion Latin America 58
Middle East 57
North America 55
United Kingdom 6,2
Wesfern Europe 54
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DIGITAL TRENDS

Technology having the greatest impact — future prediction

0%

Measurement ~ Research,  Social media  Influencer Strategic  Digital build ~ Multimedia  Engagement (risis Creativity Media Employes
and analytics ~ insight community  communications  consulfing  and production content creation  and CRM  communications relations  engagement
and planning  management
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NO TIME TO LOSE

Richard Bagnall

CHAIR AMEC AND
CO-MANAGING PARTNER,
CARMA INTERNATIONAL

ICCQO’s World PR Report this year
makes for some fascinating reading.
After the shock of the calamitous
world events in 2020, it is great to
see the PR and comms industry
recovering so strongly from the
pandemic. Optimism abounds
across the world for the future
growth of the market. More agencies
than not believe that profitability

will increase. Opportunity exists in
multiple areas with clients looking
for support with corporate purpose
initiatives, managing reputations and
digital services.

MEASUREMENT AND EVALUATION

There is confidence
about future
investment decisions
and priorities.

The long list of areas where
investment will be made features
both ‘measurement, evaluation
and analytics’ - where one in four
ICCO members are expecting to
invest, and ‘research, planning
and insights’ where 18% are
expecting to invest in 2022. This
investment reflects some of the
perceived challenges expected for
the future. Approximately one third
of all respondents see these same
two investment priorities as top
three issues for forthcoming skills
challenges. They are topped only
by ‘strategic consulting’ — which
surely can only occur at an agency
that has a good grip on research,
planning and insights as well as
its measurement, evaluation and
insights.

We need however to see a lot more
focus on getting these investment
priorities right as there are other
areas of this report that concern
me, especially in relation to the
great scourge of the measurement
industry, the dreaded AVE.

A shocking 52% of ICCQO’s survey
respondents state that they use
AVE as a metric, despite all the
education work that has been done
in the industry by the likes of AMEC,
the PRCA and ICCO to eradicate
its use. Since 2010’s Barcelona
Principles, AVE has been globally
acknowledged as an ‘invalid metric
that is not worth the paper it is
written on. For a sector that knows
how important ethical behaviour is,
its continued widespread use in PR
agency is simply not good enough.
To blame its use on ‘client demand’
- which 38% of the respondents
have done in this report - is not
acceptable. Where is the courage to
take an ethical stand and a strategic
consulting position and advise the
clients that are asking for it that it is
a waste of time and money? Those
looking for help on how to do this
can find 22 reasons that they should
not be used over on AMEC'’s site
here www.bit.ly/saynotoaves. It’s
not just AVEs though. The top three
metrics cited as being provided

to clients are ‘media clippings’,
‘engagement metrics’ and ‘AVE’s.
These are all activity driven metrics
and are all ranked in the survey
results well ahead of the metrics
that actually measure the benefits
that our work brings to our clients
(metrics like awareness, web traffic
and business results).
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As we move out of
the pandemic into
the anticipated better
days ahead, it is time
for the PR agency
sector to wake up.

There is no more time for excuses,
blaming others or inaction. Economic
uncertainty around the globe driven
by unprecedented debt levels, socio-
economic and political challenges
means that budgets will be tight

and client organisations will be
expecting a meaningful return for
their investment. They are looking for
organisational-relevant results that
support their objectives, not to be
serviced by ‘busy fools’ confusing
meaningful evaluation with activity-
driven ‘counts and amounts’. Your
client does not benefit from activity
that cannot show any link to relevant
results. If the counts and amounts

of vanity metrics and AVEs are what
you rely on for your measurement,
you run the risk of your agency being
seen as a cost centre and not a value
creator.

MEASUREMENT AND EVALUATION

If that is you, it is time to lean in,
learn and embrace the approaches
to provide meaningful measurement
and evaluation. Join the 73% of
ICCO members who already use
AMEC’s tools and resources. Head
on over to the AMEC website where
we provide multiple free resources
to help you with your measurement
journey, adopt best practice and
solve these challenges. But hurry!
There is now no time to lose.

ICCO | Opinium
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MEASUREMENT AND EVALUATION

Use of AVE by region

1%

Tofal Africa Asia-Pacific Eastern Europe Latin America Middle East North America United Kingdom Western Europe

Uses for measurement and evaluation

41%

- @ Planning

Reporting 72% lustifying fees and budgets

@ Advising

Decision (reative ideas
making 44%

Usage of AMEC by region

3%

Total Africa Asia-Pacific Easter Europe Latin America Middle East North America Unifed Kingdom Westemn Europe

____________________________________________________________________________]
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CLIENT REQUESTS

Most likely client requests

Engagement
metrics 43%

Media
clippings 50%

Advertising value
equivalency (AVE) 38%

Web traffic analytics 32% Sentiment metrics 24%

5

Media summaries 27% ==
Most important objectives to clients’ Purpose and social issues clients
public relations goals are most likely to address

228 2

r\ fiq Corporate reputation 61% 9 Sustainability & environment 56%
A

% Building brand purpose 47% O// \

O Diversity & social inclusion 34%

MNy—M

N

()
Increased sales 46 % EEj Healthcare 27%
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GLOBAL WOMEN IN PR

ANNUAL INDEX SURVEY FINDINGS

Angela Oakes

CO-FOUNDER &
JOINT PRESIDENT,

GLOBAL WOMEN IN PR

GW

Global Women in PR

Flexible working -
highly valued and here
to stay

The Covid-19 crisis has put
extraordinary pressure on companies
and employees. The pandemic has
shaken the global economy and
turned peoples’ lives upside down,
both at work and at home.

Over the past 18 months there has been
a fundamental change in the way people
work. Companies have embraced
flexibility and remote working at levels
that would have seemed impossible just
afew years ago.

It will take time for the full impact

of the pandemic to be realised, but
one thing is clear: hybrid working is
here to stay. So will this advantage
the careers of women working in the
global PR industry?

Since the beginning of the pandemic
there has been a significant increase
in PR professionals working flexibly —
up to 91%

Flexible working in 2019, 2020 and 2021

@ 2019
91%
O,
83% 789%
44%
I 7
NET: Yes Yes, frequently

(frequently or occasionally )

® 2020 @ 2021

72%

45%

39%

19%

Yes, occasionally

Of note is the finding that remote working is the workplace benefit most
desired now by 57% of PR professionals — ahead of financial reward.

32 ICCO World PR Report 2020
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GLOBAL WOMEN IN PR

What do PR ® 2019 @ 2020 @ 2020

professionals 469,

want from their Remote working N 5675
1 5 /%

workplace? 7%

Training opportunities

I 37%

Compressed hours

Our GWPR research clearly
reveals there is a huge and
growing demand amongst PR would be more likely to choose a job that
women for flexible and remote offered flexible working over one that did not;
working. Flexible working is up from 69% in 2020

particularly beneficial to women
with children; who believe it

gives them a healthier work-life On average respondents
balance. . believe that in the next
believe flexible working . year they will be working
is the most important . remotely 3 days a week
initiative to help women | with 21% expecting to
progress their career . work remotely full time
A burn-out work culture

On the down side flexible working can quickly turn into an “always on” 24/7 work culture and burn out. Only around
half of PR professionals claim to have a good work-life balance. One in three have suffered from work-related stress
and worryingly this increases to over half of 18-34year olds. One thing organisations must do is set clear boundaries
for flexible working and provide more mental health support initiatives. Globally, 1/3 of organisations don’t provide
any support.

____________________________________________________________________________]
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GLOBAL WOMEN IN PR

Have you ever been
absent from work
because of work-
related stress, or
anxiety?

Yes, frequently I]%

Yes, occasionally - 9%

Yes‘ putnot e often _ 23%

Yes: 33%

Prefer not to say I 3%

Boardroom benefits and
barriers

The prospect of more women in
the boardroom is acknowledged
as great for business, but change
continues to be frustratingly slow.

would be more likely to choose a job that

offered flexible working over one that did not;
up from 69% in 2020

Business Benefits

feel having women in the
boardroom improves the
creativity of the company

83%

feel having women in the
boardroom helps to improve
company productivity

g

believe that having women
in the boardroom helps to

£40 ome

improve working practices in
the PR industry
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GLOBAL WOMEN IN PR

Biggest Barrier

We know the biggest barrier women face when it comes to progressing in to senior positions continues to be
childcare or caring responsibilities (86%). So what can we do to accelerate change?

Top 5 initiatives
to get more

women into the
boardroom: .
di_n YA

Flexible working practices

® . »

62% Mentoring schemes 2t ji} {S

Senior recognition of the issues
around gender inequality
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GLOBAL WOMEN IN PR

Flexible working is recognised as
being the most beneficial initiative
to get more women into the
boardroom. As we’ve seen this is on
the rise and will help drive change.

At GWPR we are launching
EMPOWER - the first ever
international leadership and
mentoring programme for women in
2022. Another initiative to encourage
and support the next generation of
PR women.

It will be fascinating to see if the
long-term impact of Covid will have
positively helped women in the PR
workplace of the future.

The GWPR Annual Index 2021
report will be available to download
at www.globalwpr.com.

Our thanks to strategic insight
agency Opinium for continuing to
support GWPR.

Founded to connect,
champion and support
women in senior PR and
Communication roles around
the world, GWPR is a not-
for-profit organisation
driven by a desire to change
the landscape for women
working in our industry.

____________________________________________________________________________]
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Top 3 most commonly selected answers

/\f which of the following service areas did your

organisation see the most growth last year?

1. Corporate reputation
2. Strategic consulting
3. Marketing communications

8

In which of the following business areas do you
expect an increase in PR firms’ investment this year?

1.Social media community management
2. Multimedia content creation
3. Measures and analytics

(©

Has the covid-19 pandemic impacted your PR firm and
it’s work in any of the following ways since January 2021?

1.Cancelled/delayed campaigns
2. Payment delays
3. Loss of company earnings

O

Looking at the next decade, which skill
sets will be most relevant for PR executives?

1. Strategic consulting
2. Crisis counsel
3. Measurement, evaluation and planning

@; Which of the following social issues are you/

your client most likely to address?

1. Sustainability and environment
2. Education
3. Economic inequality and poverty

ICCO | Opinium

a In which of the following sectors did you

see the most growth last year?

1.Technology
2. Financial and professional services
3. Healthcare

2

In which of the following service areas do you expect
to see the most growth over the next five years?

1. Corporate reputation
2. Marketing communications
3. Multimedia content creation

2.8
Q
o What is the biggest challenge PR agencies

face when it comes to their talent strategy?

1. Retaining key talent
2. Finding people with diverse career backgrounds

3. Hiring senior staff

Which, if any, of the following do you think are currently the
biggest ethical challenges for PR professionals and agencies?

1. Lack of consequences for agencies that do not
behave ethically/work with unethical clients
2. Pressure from clients
3. Misinformation/disinformation

; Which of the following tech applications is

important to your business in the near future?

1. Authenticating accuracy of online information
2. Building online communities
3. Operating more efficiently
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ASIA-PACIFIC
Top 3 most commonly selected answers
/\4 which of the following service areas did your @ In which of the following sectors did you

organisation see the most growth last year? see the most growth last year?

1. Corporate reputation 1.Technology
2.0nline PR 2. Healthcare
3. Digital PR 3. Financial and professional services
In which of the following business areas do you In which of the following service areas do you expect
expect an increase in PR firms’ investment this year? 1o see the most growth over the next five years?
1.Social media community management 1. Influencer marketing
2. Multimedia content creation 2.Social media and community management
3. ESG (environmental, social and governance) 3. Corporate reputation
(U Q O
— OvyOo
N’ Q
Has the covid-19 pandemic impacted your PR firm and = What is the biggest challenge PR agencies
it’s work in any of the following ways since January 2021? face when it comes to their talent strategy?
1.Cancelled/delayed campaigns 1. Retaining key talent
2. Payment delays 2. Developing junior and mid-level staff
3. New opportunities 3. Finding people with diverse career backgrounds
0]
[Eﬁnn! PQ%
Looking at the next decade, which skill Which, if any, of the following do you think are currently the
sets will be most relevant for PR executives? biggest ethical challenges for PR professionals and agencies?
1. Strategic consulting 1. Lack of consequences for agencies that do not
2. Measurement, evaluation and analytics behave ethically/work with unethical clients

2. Lack of training
3. Misinformation/disinformation

@; Which of the following social issues are you/ ; Which of the following tech applications is

your client most likely to address? important to your business in the near future?

3. Research, insight, planning

1. Sustainability and environment 1. Building online communities
2. Healthcare 2. Operating more efficiently
3. Education 3. Improved employee engagement
ICCO | Opinium
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Top 3 most commonly selected answers

/\f which of the following service areas did your

organisation see the most growth last year?

1. Social media and community management
2. Corporate reputation
3. Public affairs/government relations

8

In which of the following business areas do you
expect an increase in PR firms’ investment this year?

1. Social media and community management
2. Multimedia content creation
3. Strategic consulting

(©

Has the covid-19 pandemic impacted your PR firm and
it’s work in any of the following ways since January 2021?

1.New Opportunities
2. Cancelled/delayed campaigns
3. Delayed payments

O

Looking at the next decade, which skill
sets will be most relevant for PR executives?

1. Strategic consulting
2. Research, insights, planning
3. Measurement, evaluation and analytics

@; Which of the following social issues are you/

your client most likely to address?

1. Education
2. Sustainability and environment
3. Healthcare

EASTERN EUROPE

a In which of the following sectors did you

see the most growth last year?

1.Healthcare
2. Consumer products
3. Technology

2

In which of the following service areas do you expect
to see the most growth over the next five years?

1. Purpose and CSR
2. Corporate reputation
3. Strategic consulting

2.8

Q
o What is the biggest challenge PR agencies
face when it comes to their talent strategy?

1. Developing junior and mid-level staff
2. Retaining key talent
3. Hiring mid-level staff

R84

Which, if any, of the following do you think are currently the
biggest ethical challenges for PR professionals and agencies?

1. Lack of consequences for agencies that do not
behave ethically or work for unethical clients
2. Misinformation/disinformation
3. Pressure from clients

; Which of the following tech applications is

important to your business in the near future?

1. Operating more efficiently
2. Improved employee engagement
3. Building online communities

ICCO | Opinium
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LATIN AMERICA
/\4 which of the following service areas did your

organisation see the most growth last year?

1. Digital PR
2. Strategic consulting
3. Marketing communications

=

In which of the following business areas do you
expect an increase in PR firms’ investment this year?

1.Strategic consulting
2. ESG ( Environmental, Social and Governance)
3. Social media community management

(©

Has the covid-19 pandemic impacted your PR firm and

it’s work in any of the following ways since January 2021?

1. New Opportunities
2. Cancelled/delayed campaigns
3. Payment delays

O

Looking at the next decade, which skill
sets will be most relevant for PR executives?

1. Strategic consulting
2. Research, insights, planning
3. Measurement, evaluation and analytics

@@ Which of the following social issues are you/

your client most likely to address?

1. Sustainability and environment
2. Diversity and inclusion

3. Social media ethics (e.g. bots,
fake news, hate speech etc)

Top 3 most commonly selected answers

8 In which of the following sectors did you

see the most growth last year?

1.Technology
2. Financial and professional services
3. Consumer products

2

In which of the following service areas do you expect
to see the most growth over the next five years?

1. Corporate reputation
2. Strategic consulting
3. Influencer marketing

2.8

Q
o What is the biggest challenge PR agencies
face when it comes to their talent strategy?

1. Retaining key talent
2. Developing junior and mid-level staff
3. Finding people with diverse career backgrounds

A8

Which, if any, of the following do you think are currently the
biggest ethical challenges for PR professionals and agencies?

1.Misinformation/disinformation
2. Lack of training
3. Lack of consequences for agencies that do not
behave ethically or work for unethical clients

; Which of the following tech applications is

important to your business in the near future?

1. Building online communities
2. Operating more efficiently
3. Improved employee engagement
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MIDDLE EAST
Top 3 most commonly selected answers
/\f which of the following service areas did your @ In which of the following sectors did you

organisation see the most growth last year? see the most growth last year?

1. Insights, data, evaluation and analytics 1.Technology
2. Digital PR 2. Consumer products
3. Influencer marketing 3. Public sector
@3 ©)
DN

In which of the following business areas do you In which of the following service areas do you expect
expect an increase in PR firms’ investment this year? to see the most growth over the next five years?

1.Influencer marketing 1. Social media and community management
2.Social media community management 2. Influencer marketing
3. Digital build and product 3. Multi media content creation
N
Q O
— OvyOo
N’ Q
Has the covid-19 pandemic impacted your PR firm and = What is the biggest challenge PR agencies
it’s work in any of the following ways since January 2021? face when it comes to their talent strategy?
1.Cancelled/delayed campaigns 1. Retaining key talent
2. Payment delays 2. Developing junior and mid-level staff
3. New opportunities 3. Motivating younger executives
o
A AR
Looking at the next decade, which skill Which, if any, of the following do you think are currently the
sets will be most relevant for PR executives? biggest ethical challenges for PR professionals and agencies?
1. Creativity 1. Pressure from clients

2. Lack of training
3. Lack of consequences for agencies that do not
behave ethically or work for unethical clients

@; Which of the following social issues are you/ ; Which of the following tech applications is

your client most likely to address? important to your business in the near future?

2. Crisis counsel
3. Measurement, evaluation and analytics

1. Sustainability and environment 1. Building online communities
2. Technology empowerment 2. Entertainment and content
3. Mental health 3. Operating more efficiently
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NORTH AMERICA
Top 3 most commonly selected answers
/\4 which of the following service areas did your @ In which of the following sectors did you

organisation see the most growth last year? see the most growth last year?

1. Healthcare
2. Technology
3. Consumer products

1. Strategic consulting
2. Digital PR
3. Mutlimedia content creation

In which of the following business areas do you
expect an increase in PR firms’ investment this year?

In which of the following service areas do you expect
1o see the most growth over the next five years?

1. Corporate reputation
2. Social media and community management
3. Influencer marketing

1. Social media and community management
2. ESG (Environment, social and Governance)
3. Influencer communications

2.8

(©

Q
= What is the biggest challenge PR agencies

Has the covid-19 pandemic impacted your PR firm and
face when it comes to their talent strategy?

it’s work in any of the following ways since January 2021?

1. Retaining key talent
2. Developing junior and mid-level staff
3. Motivating younger executives

1. New Opportunities
2. Increased business
3. Increased recruitment

i 88

Which, if any, of the following do you think are currently the
biggest ethical challenges for PR professionals and agencies?

O

Looking at the next decade, which skill
sets will be most relevant for PR executives?

1. Misinformation/disinformation
2. Lack of consequences for agencies that do not
behave ethically or work for unethical clients
3. Balancing agency income/growth with
considerations around ethical bahaviour

@@ Which of the following social issues are you/ ; Which of the following tech applications is

your client most likely to address? important to your business in the near future?

1. Strategic consulting
2. Research, insights, planning
3. Measurement, evaluation and analytics

1. Operating more efficiently
2. Building online communities
3. Improved employee engagement

1. Diversity and inclusion
2. Sustainability and environment
3. Healthcare
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UNITED KINGDOM
Top 3 most commonly selected answers
/\f which of the following service areas did your @ In which of the following sectors did you

organisation see the most growth last year? see the most growth last year?

1. Technology
2. Healthcare
3. Financial and professional services

1. Strategic consulting
2. Digital PR
3. Corporate reputation

8

2

In which of the following service areas do you expect

In which of the following business areas do you
to see the most growth over the next five years?

expect an increase in PR firms’ investment this year?

1. Purpose and CSR
2. Strategic consulting
3. Corporate reputation

1. ESG (Environment, Social and Governance)
2. Multimedia content creation
3. Social media community management

2.8

(©

Q
o What is the biggest challenge PR agencies

Has the covid-19 pandemic impacted your PR firm and
face when it comes to their talent strategy?

it’s work in any of the following ways since January 2021?

1. Developing junior and mid-level staff
2. Retaining key talent
3. Hiring mid-level staff

1. New Opportunities
2. Increased recruitment
3. Cancelled/delayed campaigns

i R84

Which, if any, of the following do you think are currently the
biggest ethical challenges for PR professionals and agencies?

O

Looking at the next decade, which skill
sets will be most relevant for PR executives?

1. Strategic consulting 1. Lack of consequences for agencies that do not
2. Measurement, evaluation and ana|ytics behave ethically or work for unethical clients
2. Balancing agency income/growth with

3. Media relations ! : | h
considerations around ethical behaviour
3. Lack of internal policy on ethical behaviour

@; Which of the following social issues are you/ ; Which of the following tech applications is

your client most likely to address? important to your business in the near future?

1. Operating more efficiently
2. Building online communities
3. Improved employee engagement

1. Sustainability and environment
2. Diversity and Social inclusion Education
3. Technology empowerment
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WESTERN EUROPE
Top 3 most commonly selected answers
/\4 which of the following service areas did your @ In which of the following sectors did you

organisation see the most growth last year? see the most growth last year?

1. Digital PR 1.Technology
2. Strategic consulting 2. Financial and professional services
3. Marketing communications 3. Consumer products
In which of the following business areas do you In which of the following service areas do you expect

expect an increase in PR firms’ investment this year? 1o see the most growth over the next five years?

1. Strategic consulting 1. Purpose and CSR
2. ESG (Environmental, Social and Governance) 2. Corporate reputation
3. Social media community management 3. Strategic consulting
(L Q QO
— Ovyo
N’ Q
Has the covid-19 pandemic impacted your PR firm and = What is the biggest challenge PR agencies
it’s work in any of the following ways since January 2021? face when it comes to their talent strategy?
1. Cancelled/delayed payments 1. Retaining key talent
2. New opportunities 2. Hiring senior staff
3. Increased business 3. Motivating younger executives
0]
A AR
Looking at the next decade, which skill Which, if any, of the following do you think are currently the
sets will be most relevant for PR executives? biggest ethical challenges for PR professionals and agencies?
1. Strategic consulting 1. Lack of consequences for agencies that do not
2. Creativity behave ethically or work for unethical clients

2. Pressure from clients
3. Misinformation/disinformation

@; Which of the following social issues are you/ ; Which of the following tech applications is

your client most likely to address? important to your business in the near future?

3. Measurement, evaluation and analytics

1. Sustainability and environment 1. Building online communities
2. Diversity and inclusion 2. Improved employee engagement
3. Healthcare 3. Modelling and predicting future outcomes
ICCO | Opinium
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Learning new ways, managing
expectations and delivering on
client objectives remains the focus
and priorities of the PR consultant
regardless of the impact of Covid.
Life goes on and our dynamic
industry adjusts and performs
accordingly.

Much like last year, the status quo
is that the public relations industry
has been affected as much as any
other. Maybe even a bit more, when
you consider how dependent it is on
media attention, much of which has
been consumed by other mask and
lockdown-related headlines.

It is not just about the challenges of
campaigns being put on hold, or having
to re-build relationships, or navigate
the shrinking media environment or
even navigating the authenticity of
online information, it is also about
building, focusing on diversity and
promoting an inclusive workplace as
well as recognising the need to meet
sustainable business practices.

Our peers remain optimistic about
the future as they have settled

into a new norm. Corporate
Reputation was a growth area as
well as an increase is crisis counsel
and management. Healthcare,
financial and professional services
and technology were the highest
performing sectors and it is
expected that the demand will
continue into the coming year.
Technical and digital innovations are
likely to shape agency offerings to
clients going forward.

The pandemic made it difficult or
impossible to meet in person at
client meetings, industry events, and
elsewhere. Sure, the whole planet
learned to “Zoom” but there are still
limits to contact in the virtual world.
The drastic reduction in the amount of
facetime, has led to previous contacts
being lost and fewer new ones made.

One of the biggest challenges is
not being able to meet up with
journalists in person or have the
opportunity to engage at media
round tables or other similar events.
We have learnt to put more effort
into creating video footage and
sound bites. We have trained

our clients to effectively deliver
messages online.

It's difficult to keep track of which
reporter or key contact at which
media outlet still covers a particular
industry or area, as many media
outlets continue to downsize, rely on
freelancers, or reconfigure. This pivot
to an increasingly remote workforce
at media outlets has made it more
difficult to be able to connect with the
right person for the pitch via phone and
in-person networking opportunities

are only just now ramping back up.
We’ve been able to overcome this
challenge by creatively utilising other
available avenues of communication,
like Twitter and LinkedIn.

As for clients, we are so used to
doing all business meetings on
Zoom, Teams or Google Meet and
when we want the personal touch,
we actually pick up the phone and
make a call.

ANALYSIS: AFRICA

Bridget von Holdt

CO-MARKET LEADER: SOUTH
AFRICA, MANAGING DIRECTOR
& ICCO AFRICA PRESIDENT

One real issue is landing your

story in a top publication. Getting
noticed by the journalists has really
become a difficult task. These top
publications receiving 100’s of
pitches a day, so getting attention is
difficult. And to add to the pressure,
they are receiving pitches from email,
text, phone calls, DMs, LinkedIn
requests, Tweets, Instagram and
TikTok comments, and more. The
competition for attention is fierce.

Talent retention and attracting

senior talent remains a priority for
consultancies now and into the future.
While the talent is there, the corporate
sector is attracting the practitioners.
The time is not to look after staff,
plot their career paths and provide
flexibility in the working environment.

The World Report results are a valuable
indicator of where consultancies can
adapt to meet the needs of employees
and clients and lead them into the future.

ICCO | Opinium
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ANALYSIS: ASIA PACIFIC

HOPE FLOATS

The last year has been a mixed bag
of challenges and opportunities.
Hope followed closely on the heels
of despair as vaccines followed
COVID-19 and recovery followed
lockdowns.

The PR industry was no exception.
Consultancy heads, across regions
worldwide, admitted that Covid-19
hit business, with 43% identifying
cancelled or delayed campaigns
as the worst fallout while others
said new opportunities (39%) and

Nitin Mantri payment delays (30%) were also
PRESIDENT, ICCO affected. However, it was not all
GROUP CEO, AVIAN WE gloom and doom as the score for

perceived growth and opportunity
for PR touched an optimistic 7.3, on
an ascending scale of 1 to 10.

Asia Pacific (APAC) region agency
heads were the most confident
about industry growth, pegging
the predictive score for growth and
opportunity at 7.8, a notch above
Africa and United Kingdom scores
of 7.6 and surpassing the global
score of 7.3.
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Growing stronger

The industry is expecting a
decent increase in profitability this
year despite the challenges. PR
agencies have been successfully
addressing client needs, guiding
them through the tricky post-
pandemic terrain.

The APAC region was most

in agreement in this aspect,
scoring client needs addressal
an enthusiastic 6.8. And this

in the face of hurdles like fake
news. APAC PR leaders gave
an agreement score of 6.3 — at
par with the global score - to
the increasing difficulty in
differentiating between accurate
information and fake news.
However, leaders insist that the
PR industry continued to operate
ethically, with APAC sentiments
(6.6) similar to the global stance
(6.5) on this.
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Looking ahead, the biggest areas

of growth are expected to be
corporate reputation (35%), purpose
and CSR (35%) and strategic
consulting (32%). IT and technology
will continue to be the biggest
sector of growth, followed by health
care and financial and professional
services.

In fact, the APAC region PR

heads have shared a score of 7.1,
validating that the PR industry is
adapting to new technologies at
an appropriate pace. This is way
ahead of the global score of 6.5.
And of these technologies, artificial
intelligence, data science and
SEO were seen as becoming the
most relevant to PR practitioners
in the next decade. Tech apps to
build online communities, help
operational efficiency and improve
employee engagement were
identified as PR heads as being
most important for business in the
near future.

In terms of expected areas

of investment, the industry

chose social media community
management, ESG and multimedia
content creation as top priorities.

What matters most

The industry seems to have

been performing well in terms

of corporate responsibility and
purpose, both of which have
emerged as the most important
objectives to clients’ public relations
goals.

The APAC region agencies gave

a score of 7.2 in agreement with

the fact that corporate CEOs take
corporate reputation seriously and
7.4 to the statement that companies
are paying more attention to
corporate purpose. The global
scores for both aspects stood at 6.9.

Internal affairs

Internally, one of the pain points for
the industry is still talent. Retaining
key talent has come up as the top
issue (52%). The APAC relatability
region scores with the premise that
there is a plentiful supply of talent
is 6.1. Skill sets most relevant to
PR executives in the future will

be strategic consulting, followed
by measurement, evaluation and
analytics; research, insight and
planning, and creativity.

ANALYSIS: ASIA PACIFIC

When it comes to employee well-
being, diversity and inclusion are
the buzzword across industries
globally. For the APAC region this
is another pain point. Reflection

of ethnic demographics among
employees here scores 5.9,
indicating considerable scope of
improvement. Only 56% firms in the
region have a D&l policy compared
to 70% in North America, 62% in
Latin America and 60% in the UK.

The mental well-being support
situation, though, is more promising.
60% of the APAC firms have

formal organizational mental health
and wellbeing support available -
extremely heartening given that the
corresponding global figure is 48%.

ICCO | Opinium
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ANALYSIS: EUROPE

FROM RESILIENCE TO AMBIDEXTERITY, PR MOVING FROM
BUSINESS TO BUSINESS TO HUMAN TO HUMAN

Massimo Moriconi
XX

The results of the ICCO 2021 World
Report highlight the “ambidexterity”
of the PR sector, or rather, the ability
to be excellent consultants and, at
the same time, plan the evolution

of our profession in the context of
the “BIG reset” originating from

the pandemic. If over the last year
covid 19 highlighted the resilience
of the industry, today the social
movements on issues such as
vaccines, climate change, and DE&I,
give PR consultancies the chance
to work on their own evolution. A
challenging scenario but also full of
opportunities. In the study, in which
Western European professionals
highlight an optimism equal to 7.2
on a scale of 1 to 10 compared to

6 out of 10 a year ago, it emerges
that it is Western Europe that has
the highest expectations of growth
in profitability, more than any other
region in the world.

While Digital PR and strategic
consulting have represented

the fastest growing services for
agencies over the last 12 months,
investment intentions for the

future and areas with the greatest
potential are identified in Strategic
Consulting, ESG, Purpose Comms
Report and Creativity. The situation
shows the willingness of the PR
sector to guide and accompany
business, and the society in

which it operates, in a European
context of great change thanks

to various investment programs
(such as the Next Generation EU

or the Fit For 55 package), and the
increasingly crucial conversations
on environmental and social issues.
In this scenario, PR professionals
take on the role of co-designers of
the information society, an important
role that can help create a better
world and that must be able to rely
on quality and ethical certifications
on which, according to the World
Report by ICCO, Western Europe is
the most virtuous region.

But what are the
challenges in this
path for the industry?

According to the Report, retaining
talents and attracting new ones,
especially seniors, from other
disciplines remains the main
challenge for the Region together
with the need for agencies to offer
their people support on mental
health and flexible working issues.

The human dimension, therefore,
emerges in the era of the pandemic
as never before, and the opportunity
to think about the relationship
between clients and agencies

no longer just from a business to
business but a human-to-human
perspective is evident.

To make the most of it, our industry
can work on its own culture, HR
policies, and areas such as DE&.
Not only that, it can make its own
contribution on issues that relate

to communication but have a
significant impact on society, on
people’s lives, for example, freedom
of expression and media, media
literacy to fight fake news, and the
implications of Artificial Intelligence.
ICCO is already working on all these
thanks to the collaboration with
institutions and qualified partners
from other sectors, with the aim of
co-creating the first White Paper

on the challenges of the modern
information society. Today, more than
ever, is the moment to shape future
generations of PR professionals
who will be protagonists of the big
reset, with new skills and cultural
backgrounds.
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A FUTURE ALREADY IN THE MAKING

Not two years ago, the digital future
was a milestone that we were
building towards, exploring the
breadth of artificial intelligence and
machine learning. Within months
from the onset of the pandemic,
that same future blindsided us by
becoming our immediate present,
emboldening our resilience while
changing the world in the process
overnight.

Our homes became
our workspaces,
meetings were
restricted to virtual
interactions, and
schools transitioned
to an online system
that none were
prepared for but had
to adapt to.

But this human experience,
challenging as it may have been,
consolidated our resistant spirits and
our capability to instinctually adapt
to changing situations; we created
technology to assist us, and when
we needed it most, every tool we
had innovated proved worthy.

Of all, the most interesting of

such journeys is that of the
communication sector, which was
equipped to handle the challenges
of the pandemic, especially as the
onus had always on us to anticipate
the future and lay the foundations
for adapting to processes before
they become prevalent trends. For
us in the PR industry in particular,
the digital transition is but one of
the building blocks that we are
employing towards the future and
the changes it will bring.

From a statistical standpoint,

the Middle East PR ecosystem
remained optimistic about the
growth of the public relations
market, with those surveyed mostly
agreeing with the sentiment, scoring
7.5 out of a 10-point mean average,
placing the region alongside mature
markets, such as those of North
America and the UK.

Another important Middle East
takeaway from the report is that of
the surveyed professionals, most
agree (6.3/10) that corporate CEOs
have started taking corporate
reputation seriously since the

onset of the pandemic and that
companies are now paying more
attention to corporate purpose
(6.1/10). This brought forth the need
for effective thought leadership
programmes that would reflect and
exemplify the values and mission of
a personal or corporate brand.

ANALYSIS: MIDDLE EAST

Ahmad ltani

CHAIRMAN OF PRCA MENA

PRESIDENT OF ICCO MIDDLE EAST

FOUNDER AND CEO OF
CICERO & BERNAY COMMUNICATION
CONSULTANCY

Subsequently, as more mediums
pivoted towards digitalisation, PR
services in the Middle East reflected
that change (6.3/10), with agencies
now positioning digital presence

to the forefront to successfully
address clients’ evolving needs.
Businesses also found themselves
in an opportune ecosystem that
encouraged the roll-out of innovative
services to cater to this change,
from virtual showrooms for vehicular
brands to an expanded use of
e-commerce across every sector.
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ANALYSIS: MIDDLE EAST

Therefore, it comes as no surprise
that the Middle Eastern PR
landscape was cited as one of

the most advanced in terms of
technology adoption, with the
regional PR industry adapting to new
technologies at an appropriate pace
(6.5/10). This was further reflected
in a report by PWC Middle East that
positioned Al as a game changer in
businesses and PR industry was no
different.

The pandemic upended the talent
strategies of global organisations,
with remote work becoming more
of a norm and surveyed Middle
East PR professionals stating that
retaining key talent, motivating
younger executives, and training
and developing junior and mid-level
staff remained the main challenges
PR agencies faced in their talent
strategies in the region.

When asked about the areas they
expect an increase in PR firms’

investment this year, the top three
were influencer marketing, social
media community management, and
digital build and product. Influencers
and social media platforms hold

a lot of pull with youths and
millennials, but that doesn’t mean
marketers can take a back seat;
audience segmentation and market
understanding are key to identifying
the right tools and influencers to
work with to deliver optimal results.

Overall, the results

of the survey are a
reminder of the fact
that the PR industry in
the region is resilient
and ready to adapt to
the changing times.

These are motivating and
encouraging insights for the industry
as well as a signal of a positive

path ahead that hint at the absolute
necessity of 360-degree solutions
that are as offered as they are
anticipated.
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ANALYSIS: NORTH AMERICA

HUMAN CONNECTIONS ARE OUR
OPPORTUNITY FOR GROWTH

This year’s report is particularly
exciting, arriving as the world goes
through a period of rapid change.

In North America, agencies and
consultancies have grown over

the past year and, importantly,

that growth has been driven by
strategic consulting and digital
services. As complex and systemic
issues stacked up and companies
accelerated their own digital
transformation, boards and C-suite
leaders called more on our industry’s
expertise to help them talk about and
make that shift. Communications

in health care or technology had a
particularly busy year, and as we look
ahead, we can see the intersections
of these industries increasing.

Health, in fact, was the year’s biggest
growth area, and | think we can
understand the current opportunity

as being at that intersection: both
physical health and the qualities

of mental, social, economic, and
planetary health, which are now so
prominent in our cultural conversation.

In every sphere of life, from the
cultural to the economic, from

our personal lives to our national
politics, it’s clear this is a time of
change. Change was in the air well
before the shock of Covid-19 — I'm
thinking in particular of the Business
Roundtable’s redefinition of a
corporation’s purpose to focus
on positive impact — and the last
two years have proven to be fertile
ground for thinking about how we
might remake the world differently.

You will have felt it yourself, relearning
what matters most to you as you
build a routine which isn’t anchored
by the office. The world has
recognized that technological and
cultural developments are needed

to accommodate new ways of

fitting work and life together, but the
individual attitudinal shifts that stem
from this change will play out over a
longer timescale. Our task will be to
understand and shape that narrative.

It’s likely that you also felt it yourself
when facing the challenges of
personal motivation in a disrupted
world, having to find new channels
to build a sense of community with
colleagues. As working patterns
diversify, establishing a clear brand
identity which includes purpose and
culture and gives people meaning
and belonging is becoming more
important than ever. Our task will

be to take on a more strategic,
consultative role which captures that
holistic picture of business health.

We’ve also been witnessing and
participating in the upswell of social
justice action over the last two years.
The headlines may have changed,
but the energy and passion of 2020’s
protests in the US and elsewhere
have not, and it’s clear that a
newfound sense of organizational
ethical responsibility will drive real
change in how the world works.

Our task will be to lead on what

truly meaningful action looks like,
marrying our business vision with our
own sense of ethical purpose.

Heather Kernahan
CEO, HOTWIRE

Ultimately, a focus on health
highlights how the human is being
recentered in so much of the
business world. When English
speakers raise a glass, we say
cheers; in most other languages |
can think of, we toast to health or to
life. With human needs and human
connection as our north star, the
conversations our industry enables
will come back to health, in all its
forms.

To me, this is nothing
less than an incredible
opportunity for
positive, sustainable
growth.
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DIRECTORY OF ICCO MEMBERS

COUNTRY //

REGION TRADE ASSOCIATION

Armenian Public Relations

Armenia Association (APRA)

Public Relations and
Communications Association
South East Asia

Asia Pacific

Public Relations Institute

Australia of Australia (PRIA)

Public Relations Verband

Austria Austria (PRVA)

Belgium Public Relations

Balgium Consultants Association (BPRCA)

Brazilian Associationof
Communication Agencies
(ABRACOM)

Brazil

Bulgarian Association of Public

Bulgaria Relations Agencies (BAPRA)

Canadian Council of Public
Relations Firms (CCPRF)

Czech Association of Public

G T Relations Agencies (APRA)

Denmark Public Relations Branchen
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WEBSITE

apra.am

prca.seasia.global

pria.com.au

csquare.be

abracom.org.br

bapra.bg

ccprf.ca

apra.cz

publicrelationsbranchen.
dk

info@apra.am

tara.munis@
prca.seasia.global

membership@
pria.com.au

office@prva.at

info@bprca.be

contact@
abracom.org.br

katya.dimitrova@
interimage.bg

judylewis@
strategicobjectives.com

patrik.schober@
pram.cz

sa@kreakom.dk
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COUNTRY //
REGION

Finland

France

Georgia

Germany

Greece

Hungary
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TRADE ASSOCIATION

The Finnish Association of
Marketing, Technology (MTL)
and Creativity

Syntec Conseil en Relations
Publics

Association of Communications
Agencies Georgia (ACAG)

German Public Relations
Association (GPRA)

Hellenic Association of
Communications Agencies (EDEE)

Hungarian PR Association
(HuPRA/MPRSZ)

Public Relations Consultants
Association of India (PRCAI)

Public Relations Consultants
Association of Ireland (PRCA)

Unacom / PR Hub

DIRECTORY OF ICCO MEMBERS

WEBSITE

syntec-rp.com

acag.ge

mprsz.hu

prcai.org

prii.ie

unacom.it

alpo.raina@mailand.fi

office@
groupment-syntec.org

e.zhvania@gepra.ge

info@gpra.de

edee@edee.gr

mprsz@mprsz.hu

jayoti.lahiri@prcai.org

martina@prii.ie

martin.slater@
noesis.net &
Massimo.Moriconi@

fleishmaneurope.com
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DIRECTORY OF ICCO MEMBERS

COUNTRY //
REGION

Kazakhstan

Latin America

Middle East and
North Africa

Nigeria

Poland

Portugal

Romania

TRADE ASSOCIATION

Kazakhstan Press Club

PRCA Americas

Public Relations and
Communications Association
Middle East and North Africa

(PRCA MENA)

Public Relations Consultants
Association of Nigeria (PRCAN)

Certified Communicatins Agencies
Association (KOMM)

Zwaizek Firm Public Relations
(ZFPR)

Portugese Association of Business
Council

Romanian Public Relations
Association (ARRP)

Association of Consultancies in the
Field of Public Relations (AKOS)
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WEBSITE

pressclub.kz

americas.prca.global

prca.mena.global

prcan.ng

abelia.no

apecom.pt

arrp.eu

akospr.ru

asel@pressclub.kz

melissa.cannon@
prca.org.uk

hayley.clements@
prca.mena.global

prcan.ng@
prcanng.com

post@abelia.no

katarzyna.rudzik@
zfpr.pl

marta.sa@apecom.pt

arrpoffice@gmail.com

director@akospr.ru
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COUNTRY //
REGION

N E]

Slovakia

Southern
Africa

Sweden

Switzerland

United
Kingdom

United States

ICCO | Opinium

TRADE ASSOCIATION

Public Relations Society of Serbia
(DSOJ/PRSSRB)

Association of Public Relations
Slovak Republic (APRSR)

The Public Relations Institute of
Southern Africa (PRISA)

The Association of
Communications and PR
Consultancy Companies (ADECEC)

The Association of Public Relations
Consultancies in Sweden

Leading Swiss Agencies

Communications Consultancies
Association of Turkey (IDA)

Public Relations and
Communications Association
(PRCA)

PR Council

DIRECTORY OF ICCO MEMBERS

WEBSITE

pr.org.rs

aprsr.eu

prisa.co.za

adecec.com

precis.se

leadingswissagencies.

(H)]

ida.org.tr

prca.org.uk

prcouncil.net

drustvo@pr.org.rs

info@aprsr.eu

info@prisa.co.za

comm.mng@
adecec.com

info@precis.se

r.wilhelm@
pantarhei.ch

ida@da.org.tr

francis.ingham@
prca.org.uk

kim@prcouncil.net
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DIRECTORY OF ICCO MEMBERS

CONTACT PERSON CONTACT DETAILS
Marg1%re6e\rllstraBeA70 /2/10
50 Vi " Austri
a'e AGENCY ExperTs | Juergen H. Gangoly, 243 664 2000260
Anita Mohl www.agencyexperts.org
agency experts office@agencyexperts.org
195-197 Victoria St,
- : Westminster,
c CREATIVE CULTURE Mélanie Chevalier London SW1E 5NE, UK
+44 20 7798 2000

Culture www.creativecultureint.com

9 Market Square, Suite 301,

fletcHer SEEICHER ey e ee e ek o

Coordination HQ
Muenchener Str. 14

GLOBALCOM inq Bei
Z Ralf Hartman 85748 Garc(;glr]% Eﬁl Muenchen
PR NETWORK +49 89 3603y6350
GlobalComPR Network www.gcpr.net

2 Waterhouse Square
140 Holborn

ml N Matt Neale London EC1N 2AE, UK
+44 20 7067 0600

www.golin.com

29-35 Lexington Street
GRAYLING GRAYLING Sarah Scholefield s R

www.grayling.com

Mo e RETE

HILL+KNOWLTON . : erkenwell Green
. London EC1R OEB, UK
Hill+Knowlton STRATEGIES Sl Wt

Strategies www.hkstrategies.com

69 Wilson Street

HOTWIRE HOTWIRE Andy West e

THE GLOBAL COMMUNICATIONS AGENCY www.hotwirepr.com

INS 65 Gresham St
TIN INSTINCTIF o London EC2V 7NQ, UK
cCT PARTNERS Tim Linacre +44 20 7457 2020
IF www.instinctif.com

Interel Group

," . I INTEREL GROUP G McG GreeEcogt Hosu\x/e,PFraSﬁisU?(treet
b 1 1 b
-y Intere eorge fichregor *144 30 7592 3800
www.interelgroup.com
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IPRZ=X

Global Communication

MaA\dvisory

MWWPR

\

Newington

Odilvy

D pressreader

SPN

COMMUNICATIONS

aﬁo thenetworkone

WEBER
SHANDWICK

MANDA
ADVISORY

NEWINGTON
COMMUNICATIONS

OGILVY

PRESS READER

SPN
COMMUNICATIONS

THENETWORKONE

WEBER
SHANDWICK

DIRECTORY OF ICCO MEMBERS

CONTACT PERSON

Andrei Mylroie

David Blois

Patrick Herridge

Mark Glover

Joanna Qosthuizen

Johannes Burk

Andrey Barannikov

Paul Squirrell

Helen Bennett

CONTACT DETAILS

315 West Riverside,
Suite 200, Spokane,
WA 99201, USA
+1 414 755 2170
WWW.iprex.com

2-4 Samson Street
London ETW 1NA, UK
+44 207 6809849
davidb@mandaadvisory.com

56a Poland Street, 2nd floor
London W1F 7NN, UK
+44 20 7046 6080
WWW. MwWw.com

Newington Head Office
Skylight City Tower
50 Basinghall Street
London EC2V 5DE, UK
www.newingtoncomms.co.uk
@newingtoncomms

Subsidary of www.secnewgate.com

Sea Containers,
18 Upper Ground
London SE1 9RQ, UK
+44 20 3193 3000
www.ogilvy.com

200-13111 Vanier PI,
Richmond, BC,
Canada V6V 2J1,

Tel +1 604 278 4605,
jburk@pressreader.com

Ryady Soldatenkova Building
Danilovskaya Manufactura
Business Centre
9/1, Varshavskoye Shosse
117105, Moscow, Russia
+7 495 510 22 00
WWW.Spncomms.com

48 Beak St, Carnaby

London W1F 9RL, UK

+44 20 7240 7117
www.thenetworkone.com

2 Waterhouse Square
140 Holborn
London EC1N 2AE, UK
+44 20 7067 0000
www.webershandwick.com
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The media
intelligence
partner you
can trust

to deliver

Media monitoring and social listening tools
Print, social, online, and broadcast coverage,
24/7 across the globe

PR measurement and media analysis
Real-time dashboards and expert-led
insights from our 18 regional offices

Consultancy and market research
Evaluation framework workshops and
reputation management specialists

* CARMA

=, Delivering what matters

Carma.com

¥ twitter.com/CARMA
in linkedin.com/company/CARMA



www.iccopr.com

&

1ICCO

INTERNATIONAL
COMMUNICATIONS
CONSULTANCY
ORGANISATION

07

Op

Opinium

#worldprreport


http://www.iccopr.com

