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C EOS t a ke Optimistic Companies Agencies are  Industry Plentiful Clients using  Industry Difficult to Marketers are  Industry does  Agencies

about the are paying successfully operates supply PR to lead adapts at a differentiate spending well at sourcing an increase
COpr rate growth of the  more attention addressing ethically of talent non traditional good paceto  from fake more than talent from in agency

PR market to corporate client digital servies new tech news and other outside profitability
reputation purpose needs accurate comms of PR this year

seriously



Most important objectives for clients

Improve corporate Increased sales Building brand purpose
reputation (proactive)
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Plan ahead
It wasn? rotntng

when Noah budlt the arc.
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Dove
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Let's break the rules
0f beauty




The Dove Self-Esteem Project has reached over




Department
for Environment
Food & Rural Affairs
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Flood Action .S
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