
� Links PR, new media
� Biz surges in China
� Joins "green" wave
� Wins HP, Hyatt work
� Firmly all in the family

EDELMAN

CEO Richard Edelman

Consider the dominant marketing
and business trends of the past year,
and there's a good chance that public-
relations agency Edelman is already
one step ahead of its competition in
defining them. 

Adapting to the new digital and so-
cial media marketplace? 

Edelman last year established a dis-
tinct division, Me2Revolution, dedi-
cated to incorporating new media into
appropriate campaigns, and the firm's
eponymous CEO, Richard, blogs regu-
larly on the corporate website. 

Expanding business in China? 
Edelman's revenue increased 27%

there, outpacing even its strong 25%
growth in the U.S. 

Embracing more green-friendly ini-
tiatives? 

Edelman in 2007 launched Goodpur-
pose, a global unit that aims to bring
social-responsibility marketing to its
stable of blue-chip clients. 

The one marketing movement Mr.
Edelman has continued to resist, how-
ever, is the pressure to sell his family-
owned business to one of the holding
companies. 

This go-it-alone strategy continued
to serve Edelman well in 2007, as it
notched dozens of new-business wins
such as Hewlett-Packard, Hyatt and
Mars while not losing an account of
consequence. 

More importantly, the PR giant cre-
ated meaningful campaigns for its ex-
isting base of clients, most notably for
Microsoft Corp. (for the launches of
both Vista and "Halo 3"), Duke Uni-
versity (restoring the institution's rep-

utation while growing its pool of new
applicants) and Unilever's Dove (con-
tinued efforts for its widely recognized
"Campaign for Real Beauty"). 

Chalk this up to a steady commitment
to consumer marketing, something
many other PR agencies have gotten
away from because profit margins are
higher in other practices such as public
affairs and financial communications. 

Led by Mitch Markson on a global
basis with big names such as Rick
Murray and (Advertising Age colum-
nist) Steve Rubel in the U.S., the prac-
tice is arguably best-in-class among PR
firms and even has some ad agencies
with shared clients a bit nervous. 

Importantly, Edelman managed to
steer clear of any high-profile snafus a
year after concocting a fake blog for
Wal-Mart that momentarily sullied the
agency's reputation, and that's no mean
feat when you consider how Edelman is
living on the edge of a new-media land-
scape. Add it all up – an excellent new-
business year, impressive work and a
scandal-less 12 months – and 2007 was
a charmed year for Edelman. 

With 800 new employees worldwide,
including former Newt Gingrich aide
Tony Blankley, Edelman is well-posi-
tioned to take on the PR challenges the
U.S. presidential election and the Beijing
Olympics are sure to present to its clients. 

Among its tasks: continuing to grow
in China and other emerging markets
and recharging its Washington office,
which lost two big rainmakers in the
past year. Former Reagan adviser
Michael Deaver passed away, and Leslie
Dach went in-house at Wal-Mart Stores.
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AGENCY EXECUTIVE OF THE YEAR

HOW EDELMAN IS CHANGING 
THE IDEA OF A PR AGENCY

NEW PATH: Marketers turn to firm for focus on ‘public relationships,’ 
not media relations; exec talks about possibilities of going public

By MATTHEW CREAMER

What was the high point of 2007 for you? 

Proving that our thesis around social
media actually works. And it doesn't
just work in the marketing space. It
works in employee communications
and corporate reputation. We're
starting to see establishment clients
embrace it – clients like GE doing
employee blogs. It's a big deal. 

Also, for clients who have histori-
cally relied on ad agencies as the
exclusive supplier for this kind of
thinking, from Unilever to Wal-Mart,

we are now absolutely in the game for
all things digital, particularly if they
come from the rational side of the
house. That opens up the thinking and
the budgets to say we don't have to
have the ad agency in the lead position
and that there are times when PR
ought to lead or at least we should
have equality at the table. We have the
ability to do it ... in multiple countries. 

Another thing that's paid off is a long
focus on things environmental.  We
started pointing out the importance of
[nongovernmental organizations] and

having good relationships with them
back in 2000. In the last 18 months,
everyone wants this. 

It seems as though Edelman is good at
seeing these cultural moments before
they happen or at least before they crys-
tallize.  How do you do that? 

These ideas come from multiple senior
people. Our initiative in green came
from Chris Deri [exec VP-global leader,
corporate social responsibility and
sustainability], who heard [Al] Gore

IN JUST A FEW years' time, the realm of news has gone from an austere
information oligarchy to the messiest of democracies. No agency has
done more to grapple with that power shift than Edelman. Where
other public-relations firms have made meek advances into the
blogging and social-network fray or retrenched into the more-
controlled environs of public affairs or financial PR, Edelman has
jumped into the consumer maelstrom headfirst.  Leading the charge
is CEO Richard Edelman, whose significant financial and personal
investment (he's been blogging for years) into what the agency has
dubbed the Me2Revolution might just change what it means to be a
PR agency. The independent grew 26% globally in 2007 to $376
million in revenue. 

Here Mr. Edelman chats with Advertising Age about changes in
media and the possibility of going public. Ph
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talking about this in 2000. We're not a
top-down organization. We also let
offices have independence and leeway
in the local market. It's less a distribu-
tion network ... 70% is local, 30% is
global. That works well because we can
do "glocal" – global clients with local
feel. That's the essence of PR. 

Are social media replacing traditional
notions of media relations? 

What interests me is the intersection
of the horizontal and vertical axes.
Trojan's ad agency did a fantastic ad
that was rejected by Fox. For us, the
first shot was getting a piece in The
New York Times. Then it was No. 1
blogged item on the Times, and then
we got some of the bloggers to go on
NPR. ... You can keep a story alive
for longer. 

Is that hybrid the future? Is it even worth
talking about distinctions between tradi-
tional and social media?

There's a distinction. The lines blur,
certainly. On its website, the BBC, for
example, only takes on so-called tradi-
tional media, like The Washington
Post, but they're clearly moving to a
time when bloggers ... will be there. 

Why did Edelman remain committed to
consumer marketing, more so than
many competitors that focus on more-

profitable areas such as crisis
communications? 

Our entire corporate ethos is make
money, invest, make money, invest –
like squirrels taking acorns. That's
how this private company works. The
initial phase was to build out a global
network. Then it was build out the
practice areas. We're still in some
places doing that. The idea that we'd
stop investing and stop seeking the
next growth area is not in our DNA.
We're always looking for the next
opportunity for PR to say we're at
the table. 

Is it easier to do that outside of the
holding company, as a private inde-
pendent? 

It's being both private and inde-
pendent -- private because our margin
expectation is lower than if we were
part of a holding company, inde-
pendent because we don't have sister
agencies saying, "That's digital. That's
ours." We don't have a definition of
what we are or what we have to be. We
talk about PR as being public relation-
ships. It's not media relations. 

Edelman was at the center of a big
social-media blunder in 2006, when the
firm was exposed for creating fake blogs
on behalf of Wal-Mart. What did you learn
from that episode? 

In every step forward, you have to
make sure you're constantly educating
your staff, that we have a checking
process. If you fall down, you have to
get up. People respect that. We've
proved our commitment to doing it
right. Retreat was not an option. This
was too central a focus to the strategy
of the firm to go back. 

Do you have any plans to sell to the
holding companies that have been
courting you over the years? 

There has to be will on both sides. So
far, for us the best thing is to be inde-
pendent. It's allowed us to be agile, to
be creative, to be edgy in a way we
arguably couldn't have been. It's
worked well for 55 years. 

What about going public? Is that some-
thing you've talked about? 

Sure. I don't preclude it, but we'd need
a reason. If, say, there was a key acqui-
sition we'd need to make. Again, the
singles hitter in us is cautious enough. 

It wouldn't be reason enough for the
family to take some value out of the
company? 

The important thing is working for the
clients, and anything that changed that
would be problematic. Our family
doesn't do this to take dividends. 

AGENCY EXECUTIVE OF THE YEAR

Excerpted with permission from the January 21, 2008 issue of Advertising Age, ©2007 by Crain Communications Inc. 
AA-3199-CAS • Reprinted by FosteReprints • (866) 879-9144 • AdAgeReprints@fostereprints.com.



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


