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When Ward called me and asked me to give this lecture tonight, | was surprised and, of
course, pleased tha | was consdered by thelngitute to follow in the footsteps of some of
the people who have been here before,

Like Don Hewitt, executive producer of 60 Minutes, who wondeed aloudfive years ago
whether broadcast joumdism has become alog art.

Dateline NBC executive producer Neal Shapiro gave usvauable ingghts two years later
aboutnews magazines, and more importantly, wha to dowhen Dateline NBC calls. And
thelectures of my public relationsagency colleagues, David Finnand Bill Novdli, who
have been at theboadroomtable -- that Holy Grail for all of us-- and who< lectures
were ddivered with the powerful voice of thar experiences.

And, of course, there was Chester Berger, a colleaguel've admired and respected for
many years, and whowas a great counglor for uswhen we first cameto New York in the
early 80sto open Ketchums headquaters here.

It was people like Chet and Harold Burson, Ron Rhody (Bank of America), Larry Foger
(J&J), Betsy Plank (Illinois Bell), Denny Griswold (PR News), Ed Block (AT&T), Jack
Koten (Ameritech), Jim Tolley (Chryder) and Jack Felton (two-time PRSA president,
head of McCormick & Company'scommunications for many years and now till very
active in helping our profession), who set thetone-- paticularly when | wasfirst getting
started.

And, of course, Dan Eddman who was so deservedly honoked earlier this evening for his
great influence and leadership in building a worldwide public relationsfirm. These are
the people who were the pioneers, therisk takers; who weren't afraid to give ther advice
andthey gaveit to ther competitors as freely asthey gaveit to thar clientsand ther
managements.
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I've been anxioudy contemplating this speech since Ward called me. There are so many
thingsl've been thinking aboutin the past twenty years -- yet never had the oppotunity
or taken the oppotunity to talk aboutpubicly.

| have been very fortunae to have traveled aroundthe world and have given dozens of
gpeeches from Tokyo, to Beijing, Paris and Frankfurt, Bratidava, San Frandsco, Fort
Laudedde and even Munde, Indiana

Last month, | spoketo aterrific audience of very senior public relationspeople in Odo.
My speeches usudly focuson topics like corporate reputation, corporate social
responsbility, measuring public relations globdization and technology or how Ketchum
madethe Dandng Raisinsfamousor handled the BridgestondFirestonecrisis.

But | seldomget to say publicly, wha really concernsme aboutour busness and the
profession of public relations And, before | do, let me say very loudly: thisis aterrific
lineof work and | am very proudto beinit.

I've had agreat time for the past thirty plusyears. I've been involved in so many different,
exciting things worked with and learned from so many interesting people. Our
profession has changed and grown tremendousy. When | first came into the busness,
public relationsmeant tha you were writing a release after someoneelse told you what
was hgppening. Tha was "it."

Today "pubilicity" isusudly only oneelement in apublic relationsprogram. Public
relationshas become more valued and valuable since | came to Ketchumin thelate 60s
and we were basically aoneoffice firm in Pittsburgh.

Public relationspeople are now better paid; more experienced and have much greater
oppotunities.

More of ushave advanced degrees -- MBAs and degrees in speciatieslike law and
medicine

It can be stimulating, exciting and interesting work and what we do hdps make people's
lives better. We educate them abouthealth care, food choices, how to invest, howto be
safe, how and whereto travel. We take them through emergendies.

Congde how communicationsstrategy became "opeaations' on 9/11 -- how many
companies fromtheairlines to thetelecoms relied on thar webstes and othe public
relationstools to inform employees, cusomers and shareholders.

We're doing goodthingsand, in very many cases nowadays, we're doing it from the
policy-making level, notjus communicating but hel ping to create the programs, policies,
actionstha hdp organizationsaroundtheworld operate in the puldic good We are
making important contributionsto sodety.
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So then why can't we as a profession recognize it and celebrate it -- why are we always
complaining aboutour profession?

Why is there so much dissenson aboutwha we do and wha we call it? Why are we
always splitting hairs? Aren't we letting this get out of handin our continuouseffort at
self-andysis, introgection and, perhgpseven, alittle self-absorption?

Where have we been in thelast twelve months of busness turmoil as thelawyers,
paticularly, have taken over creating debacles out of Arthur Andersen, Enron, Martha
Stewart, WorldCom? Why haven't we worked to find a united voice to talk to thepublic
and, frankly, hdp build public confidence? Isn't it time we take some responsbility here?

We have an important role to play here. Because more than anyonein busness today, we
have atotal view of an organization -- all of its publics and how they interact. Andwe are
trained to undestand the simple fact that integrity is ultimately more important than
gquaterly finandal performance.

Andonthetactical side why isourrelationsip with the media so fractured?1sn't media
relationsthe onepublic relationstool tha makes us distinctive from other marketing
disciplines? So why do we devaluethis relationship so much that we do o little to bridge
the ggp between thetwo sides?

A colleaguein Bratidava recently told me tha reportersin this former communist
county have been complaining that public relations is corrupting the media with too
much information.

Andontheothea side I'm sure you saw therecent New Y ork Times criticism of
President Bush's press spokesman, Ari Fleischer, because hetoo much "manages’ the
informationtha comes out of The White House. Thereisalot of misundestanding here.

Then there'sthewhole issue about measurement -- another oneof our holy grails. We
can't agree on standard methods althoughmany exist. This"holy grail" search is much
more aboutbuilding consensusthan it is aboutfinding a nev measurement tool.

And shouldn'twe be working harder to convince the people who are unwilling to pay the
codsit takes to evaluate the success of a program? Or to do the upfront research to better
undestand prevailing attitudes and opinionsso we can test our messages and plans
better?

Andwhile I'm on this negative track, | should mention ourtalent pool. It's thin; it's not
diverse andit's still really nottha well paid in comparison to other professionsthat don't
make nearly the contribution we can -- and do.

And, findly, how come so many CEO's and government officials and marketing-types
say they don'tknow what public relationsis al about? Or when they do, it seemsto beall
aboutmedia management or, at worst, spin control.
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Even our own people, in arecent study that was donefor the Coundl of Public Relations
Firms by the Annenbeag School, bdieve tha top management in thar organizationssee
public relationsmaking less of a contribution to success of the company than finance,
marketingor IT.

Thenew minister for corporate responsbility in the British government who monitors
CSR in corporationsthere (isn'tit great they have oné said recently that corporate sodal
responsbility has nothing to do with public relations | think we're nat very well
undestood by him.

Every profession, | know, is concerned aboutits image and how others view its
contributions Teache's, HR people, lawyers, are all worried aboutthar image TheNBA
complainsit's misundestood and needsto tell its story better. Even Hollywood-- the
image-makers of image-makers -- doesn't bdieve theworld truly undestandsits great
contribution. And let's notforget joumdists and Don Hewitt's conaerns aboutthear
relevancy.

So thegoodnews. we're notalonein our imagecrisis. But theironyistha we are the
communicators. Regardless of what youwant to call wha we do and how you want to
defineit, somewhere in there has to betheideatha we lead, influence, create
communications-- as our job.

Before going further, let me attempt to defineourimage-- as| seeit -- as somewhere
between Sydney Falco and C. J. Creggwith Lizzie Grubman bdow theling althoughnot
out of the picture.

Fird, let'stalk aboutLizzie -- clearly sheisn't afictiond character. But sherepresents an
interesting phenomenonthat illugrates oneof my points for this lecture.

If we don'tdefinewha we do, theactionsof afew or theimpressionsof the media define
ourindugry for us | am not denigratingwhat Lizzie doesin her busness. It'sjud not
what mog of usdo.

But, as you know, impressionsare often created, especialy by the media, usngthe
lowest common denominator. And tha's Lizzie, and there are alot of Lizzies out there.

Then there'sthe spectrum that starts with Sydney Falco and the Sweet Smell of Success,
thepopular 1970smovie tha, fortunaely, became aless popubr Broadway musical last
season. The powerful Walter Winchdl-like gossip columnist was played by John
Lithgowwho, incddentally, wonthe Tony as the deazy scribe manipulating Sydney
Falco, thefeverishly ambitiouspress agent.

TheLithgowcharacter corrupts and ultimately destroysthe publicist, who becomes a
louse -- a"cookie full of arsenic" astheLithgowcharacter calls him. Y ouwanted to take
ashower after seeing singea-actor Brian d'Arcy's peformance. To wha degree does this
image represent us?
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Then there'sthe other end of the spectrum -- Allison Janney's press secretary, C. J. Cregg,
on TheWest Wing. Shéesbright, articulate -- and mog importantly -- sheisared
counslor to her fictiond President Bartlet, who welcomes her advice and even takes
some of it.

C. J hasaddinite seat at the power of influence -- shes an advisor on policy aswell as
politics -- and she also seems the ethics officer, questioning actionsthat raise deep ethical
conaerns like lyingto thepress.

C. J. doesalot for pubiic and mediarelationspractitionas. Because she humanizes us--
in agoodway -- afar cry from communicationsprofessionds we've seen modly in the
popubr media.

So, which depictionis thetrue embodiment of our profession?Fortunaely, mog of the
practitioners we know -- many of whomarein thisroom-- are more like C. J. Cregg,
who have a seat at thetable of influence -- anduse it wisely and well. Chief executives --
and even chief legd advisors -- look to their coun®l on strategy and policy aswell ason
communications

But the big problem is nottha there are all these stereotypes. They will always bethere
andthey are there for every profession. The bigge issueistha we have -- forever --
allowed other people to definewho we are -- the media, Hollywood,television, our
marketing colleagues. Theproblem istha we dont doit.

Perhgpsit istime for usto stick our necks out -- to take some leadership here. There has
never been a better time for usto do tha to show our value And alot of tha valuegoes
back to theroots of wha public relationsis al abaout... and to some of our foundes and

howthey defined pulic relations-- foundes like Arthur W. Page

Arthur Page whoretired in 1946after twenty yearsat AT& T, was thefirst public
relationsperson at amajor U.S. corporation with avice president title and a seat on the
Board. He viewed public relationsas the art of developing, undestanding, and
communicating character -- both corporate and indvidud. Page didn't hesitate to stick his
neck out He didn't hesitate to give his opinion. He was notrisk adverse.

Next year -- | have to mention -- is the twentieth anniversary of thefounding of the Page
Sod ety which was created to foder his philosophy. It's aso the anniversary of hisone
hunded twentieth birthday.

My friend, Marilyn Laurie, who also was head of public relationsat AT& T, said recently
tha the older she gets, thesmarter Arthur Page gets. Shesaid, "I know of no princples
tha offer better guidance for managing our way back to trust and credibility than Pagées.”

Pagesaid, "Tell thetruth." And, hesaid, "Proveit with action."
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"Listen to thecusomer,” he counsled. Page was avery early suppoter of opinion
research to learn theissues.

He counsled: "Managefor tomorrow." Page undastoodthevalue of longterm, notjus
guaterly shaeholde needs

And hetalked aboutconduding public relationsas if thewhole company dependsonit.
Because it does.

Pagebdieved tha public relationsis aboutningty percent doing and ten percent talking
aboutit. | think we've managed to changethe emphasis.

And, findly, and my persond favorite of his prindples, hesaid, "Remain calm, paient
and goodhumored.”

Arthur Pagewas prophdic -- way ahead of histime. His prindples are the antidote for
many of sodety's problems, paticularly in this globd, trangparent twenty-four/seven
world.

So here we are with agreat set of standads created by oneof our foundes more than
Sixty years ago. Y et we're a profession with no universal standads

We can't even agree on something as ssmple as accreditation -- an issuewe've been
wrangling over for more than thirty years.

ICCO, theinternaiond trade assodation for public relationsfirms, has a set of standads
for agency practice known as the Rome Charter that was created in 1991

Themajor public relationstrade organizationsin Europe who are members of ICCO,

subsribeto the Rome Charter. Theimportant thing aboutthe Charter istha it defines
how pubilic relationsfirms should opeate. It allows usto set the definition rather than
letting someoneel setell ushowto act.

| mentionit nowbecause ICCO is currently revising it to bring it up-to-date. With the
U.S. arm of ICCO, the Coundl of Public RelationsFirms now very active, we have the
opportunity to work with our partnersin Europeto create a uniform set of standadshere
tha will benefit all of our firms, our clients and, therefore, our profession. | hopetha
happens

ThePRCA, which istheLondonbased trade assodation of agendes, has created a
certification program for member firms based on activities like training, client
satisfaction and service, and busness management. Every major firm in Londonhas been
throughtherigorouscertification process.
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Other PR trade assodationsin Europeare adopingit. | hopethe U.S. will aso look at
this as away to set some uniform standads and définition for theway thepublic relations
busnessis conduced.

Findly, we need to come togeher in search of ouridentity. | am nottalking abou getting
Business Week to write agoodstory aboutpublic relations This needsto bean indugry
initiative directed at theinfluentials -- the peoplewho use public relations It needsto be
targeted at the busness schools and into the highest levels of busness and government --
to showthevalueof public relations howit can be measured, how we do make a
difference.

I'm not sure why we can't get somewhere onthis -- in essence start definingwhowe are,
what we're all about

There aretrade organizationstha do it well like PARMA, thetrade assodation for the
phamaceutical indudry. While the corporate members may battle in thedodors offices,
they come togeher to teach the world thegoodtheindugry does. The strength of this
organization has come throughtime and time agan as they fightissueslike pricing and
paent protection.

Whether you agree with theissues or theoutcomes is immaterial. The pointisthat the
phamaceutical indudry findsaway to put ther business schedules aside, to ignae the
fact tha they compete as they bdieve intheend god -- tha of securing a space for all of
them to exist in thefirst place.

Now | recognize that the phamaceutical indugry is much larger and therefore has greater
resources. Yet | would argue tha we need to pool our resources and find away to invest
thedollarsit takes to promote oursel ves.

We have thetalent. We know howto puttogeher an integrated communicationsplan tha
changes opinions We know how to beresourceful.

Andto close onahighe nate here, | do want to mention some of thegoodthingsgoing
oninourindudry.

The Coundl of Public RelationsFirms which was formed alittle more than three years
ago has more than onehunded and twenty membe's. Almog every major firm in the
U.S. isactively represented at the Coundl. The Coundl hasin relatively short time
become a spokesperson for the busness, often spesking out and providing leadership on
significant issues.

It has developed some excellent benchmarking onissues -- technology, compensation,
training -- tha hdp professiondize our busnesses. It has begunworking with MBA
programsto get public relationscases into the busness school classroons. Andis
working with some of the schools tha teach public relationsto help them create curricula
on agency management.
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Thelngitute, unde Jack's direction, has doneagreat job of uniting much of our
leadership aroundresearch and measurement and codifying thetools -- both for planning
programs and evaluaing them. If you haven't seen thar dictionay of public relations
measurement tools, you should. Theindugry needsto get behind them and use thetools
that are available to us

The Page Sodety has aso started an outreach to busness schools and is developing case
histories tha can be used to teach thevalue of pubiic relationsin busness classes.

Page aso has been thedriving force behind a new indugry codition of all the various
groupstha represent public relations induding lABC, PRSA, NIRI, Thelnditute, Public
Affairs Coundl, Women in Public Relations There are more than fourteen organizations
tha have been meeting informally to coardinate activities. Early next year they will come
togeher in an effort to provideindudry postioning onthree critical topics. ethics,
disclosure and trangparency.

These are thekindsof efforts we need. And we need the suppott of theindugry --
paticularly our agency and corporate leadership.

We're adl very busy people. But we need to invest some time if we're going to make this a
better profession and a better busness for ourselves and the people behind us It hasto be
donecollaboratively -- and we need to involve other influencers who use our services or
who are served by us

Thisisaglobd busness. Wein theU.S,, paticularly, who have created this profession,
need to nurture it as it developsin Asia, Latin America, Inda, Africa.

It isour respongbility to hdp them professiondize thar practice of public relations We
all reflect oneach other -- wha this professionis dl about

Andit isagoodtime for usto be more proactive. Everyoneis talking aboutopenness,
honesty, and trangarency. Thisiswha we do. Thisiswhat public relationsis al about
It'swhat Arthur Pagetalked aboutmore than sixty years ago.

It'swhat Denny Griswold used to preach all thetime.

Denny, thediminutive editor of PR News, was the cheerleader extraordinare for public
relations Goingto lunch with Denny at her favorite spot, ThePierre, was like goingto a
bonfire. And you never came away withoutfeeling great aboutwha you were doing.

Denny always used to wear alapd pin tha said "PR for PR." Sheused to try to g&
everyoneto wear it. Few of usdid. | was never redly into lapd pins But | wish | had
kept oneof them.
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At thetime, | don'tthink | appreciated the significance of wha Denny was saying with
those pins and he annud dinna and her weekly newdetter. She was encouraging usto
"gtick our necks out' and to stand up for therelevance of public relations

Denny and Arthur Page and some others were thegiraffes tha wereonmy mindas|
congdered this lecture. | had read aboutsomething called the Giraffe Project.

Since the early 80s this nonprofit group, based on Whidbey Island, Washington, has
identified and publicized more than nine hunded people aroundthe world with vision
and courage, people willing to take responsbility for solving toughproblems, on the
planet and onther block.

While this dismal econonic and busness landscape of the past two years has turned
many into odriches, thisis notthetime for usin public relationsto berisk averse. It is
the pafect timefor usto take action. Thisisthetime when our message will resonae.
There has never been a better time to be giraffes.

Let'sdowha we coungl our managements and clientsto do. Let's be courageous Let's
work together to make a difference.

Let'sjug get onwithiit.
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