








16  CEO SURVEY

PRWeek • November 10, 2008 • www.prweek.com

Penn says he has seen some cli-
ents invest more in research and 
measurement during the current 
economic turmoil.
“During difficult times, peo-

ple will look to more strategic 
research,” he says. “In an odd 
way, when it gets to good times, 
the first thing they cut out is their 
measurement because they say they 
don’t need it anymore.
“We’ve seen a number of people 

going through the current crisis 
now have put in additional research 
to understand how their customers 
are affected,” he adds. “Because 
research is most useful in these 
situations when you’re trying to 
understand what customers and 
stakeholders are really thinking.” 

CSR benefits
Though media coverage continues 
to be a standard measure of PR suc-
cess, Kunz says he also values the 
internal rewards PR can bring. 
“We also look at the amount of 

good will that we get from our 
franchisees,” he says, adding  
that the PR team will share media 
coverage with franchise owners.  
“It gives them pride and gives... 
something for them to talk to  
their agents about.”
Engendering good will among 

employees and other stakehold-
ers has typically been the main  
argument for participating in CSR 
initiatives. According to the survey, 
72% of respondents believe the 
most important reason to partici-
pate in CSR activities is because “it’s 
the right thing to do”; other reasons 
included, “it can build good will 
in the community” (65%), “it can 
increase consumer loyalty” (49.5%), 
“it improves recruitment/retention 
in employees “(27%), and “it reduc-
es risks to reputation” (21%).
Fantastic Sams’ Colabuono says 

on a national level, the company 
has had a longtime relationship with 
Locks of Love. In addition, local 
franchise owners are encouraged to 
participate in community events. 
“Especially when people know 

they have to spend money to go 
into a repetitive service, they want 
to know that the company they 
work with is going to give some-
thing back,” he says. “It burnishes 
the image. It’s not the only thing 
we’re about, but it does add a little 
bit of polish to what we do.”
Kunz cites the company’s longtime 

support of the Easter Seals Associa-
tion as something that is not only the 
right thing to do, but also something 
that the company sees value in from 
a business standpoint.

“I think it does drive business,” 
he says. “For myself, if I know that 
I’m dealing with a company that is 
doing something else in addition 
to whatever product or service 
they have... I’m more apt to want 
to refer them or use them, and 
I think that’s the same way with 
Easter Seals and us. I know it is, 
because I’ve had customers tell us 
that they appreciate our efforts.” 
Good will among customers  

and other stakeholders can be 
especially useful during a cri-
sis, something that has become 
all-too common in the cur-
rent financial market. While 
respondents differed vastly in 
their experience and prepared-
ness for crises, overwhelmingly  
the survey showed that even in 
a crisis situation, digital rules. 
When asked which is the most 
effective means to communicate 
with consumers during a crisis, 
70.5% cited the company Web 
site; 38.5% cited a word-of-mouth 
viral campaign; 37% chose cus-
tomer service representatives; 31% 
cited the company blog; and 27% 
said television. 
“The most important thing in  

the middle of a crisis is to get the 
facts, act very fast, and tell the 
truth,” says Century 21’s Kunz, 
adding that executives and franchi-
sees undergo crisis training. “You 
have to be very responsive to your 
customers and their customers.”
Obviously, in the current mar-

ketplace, companies in certain 
industries are more vulnerable to 

crises. Yet Penn says that having 
a plan set in place is essential for  
all companies. 
“You have to have a crisis plan 

in effect so that you know who to 
call to change things and get out 
the information, and getting it 
online and do things quickly and 
efficiently,” he says. 
“For those companies on the out-

side, right now [they] are prepar-
ing for potential downturn,” Penn 
adds. “Now is the time to think 
through the implications and not 
precipitously cut back on public 
relations when public relations may 
be your most effective media, both 
online and traditional, in communi-
cating with customers throughout 
the unexpected. The unexpected 
is becoming the norm.” n

The PRWeek CEO Survey was 
conducted by PRWeek and Mill-
ward Brown using the ERI panel. 
E-mail notification was sent to 
approximately 53,180 corporate 
professionals and a total of 200 
CEOs (100 CEOs who have one 
or more employees at the company 
who are responsible and/or take  
on full responsibility of all PR 
activities and 100 CEOs that work 
with an external PR consultant or  
firm) completed the survey online 
between September 24 and Septem-
ber 29, 2008. The results are statis-
tically tested at a confidence level 
of 90%. Results aren’t weighted. 
Complete survey results can be pur-
chased for $150 by contacting Beth.
Krietsch@prweek.com.

CRISIS COMMUNICATIONS
In a crisis, which of the following channels are the most effective 
to communicate with consumers?
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� Company Web site
� Recent Press About A Company
� A Company's Virtual Press Room
� Company Blogs/Podcasts
� CEO Or Executive Blogs

� Company Web site
� Word of mouth/viral campaign
� Customer service representatives
� Company blog
� Television
� Newspapers
� Radio
� Paid advertisements
� External bloggers
� Magazines
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The Respondents
What was your company’s total gross 
revenue for the last financial year?
	 	
 Less than $10 million	 	   73.5%
 $10 million to under $50 million	 7.0%
 $50 million to under $100 million	 3.0%
 $100 million to under $150 million	 2.0%
 $150 million to under $1 billion	 1.5%
 $1 billion or more	 0.5%
 Prefer not to answer	 12.5%

Base: 200

What is your company’s industry sector? 

 Technology	 18.5%
 Consumer/Retail	 22.5%
 Healthcare	 6.0%
 Financial Services	 9.5%
 Professional services	 17.5%
 Miscellaneous	 26%

Base: 200

CSR
Which of the following CSR  
initiatives does your company  
currently participate in?  
	 	
 Promote fair treatment of employees	 53.5%
 Reduce environmental impact	 49.0%
 Partner with the communities in	 43.0% 	
 which we invest and operate	
 Contribute a portion of employee’s	 40.5% 	
 time or company proceeds to charities	
 Attempt to manage our supply	 31.5% 	
 chain in a responsible way	
 Other	 6.0%
 Don’t know	 8.0%
 

Base: 200

Benefits of CSR
Which of the following are the most 
important reasons companies should 
participate in CSR activities? 
	 	
 It’s the right thing to do	 72.0%
 It can build good will in	 65.0% 
 the community	
 It can increase customer loyalty	 49.5%
 It can improve the long-term	 27.0% 
 effect on their bottom lines	
 It improves recruitment/retention	 27.0% 
 in employees	
 It reduces risks to reputation	 21.0%
 It can reduce governmental/	 8.5%
 external regulation	

 	 Base: 200

STAKEHOLDER COMMUNICATIONS 
Has your company every used social media to communicate 
with stakeholder groups?
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Fantastic Sams Hair Salons has 
had a longtime relationship with 
the nonprofit Locks of Love, and 
encourages local franchise owners to 
participate in community events 




