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6 corporate people 
Doke Leaves American 
Airlines for New Role at 
Dell; Whitcomb Steps Up 

 
ROUND ROCK, TX—As bank-
ruptcy rumors swirl around Ameri-
can Airlines, vice president of cor-
porate communications Tim 
Doke—named PR professional of 
the year last year by the Public Re-
lations Society of America—is 
leaving the company to become 
vice president of communications 
at Dell, although he will continue 
to work with American through a 
transition period. 
  American has named Gus 
Whitcomb, currently managing 
director of strategic communica-
tions at the company, acting man-
aging director of corporate commu-
nications. Whitcomb joined Ameri-
can in 1993 after serving as man-
ager of public relations at Aloha 

(Continued on page 13) 

agency news 
Weber Shandwick Forms 
New Unit as Grassroots 
Team Heads for Edelman 
 
WASHINGTON, D.C.—With pub-
lic relations firms in the nation’s 
capital moving to offer more full-
service solutions, Edelman has 
created a new grassroots and grass-
tops practice, recruiting Brian 
Lunde and George Burger—along 
with a team of four experts—away 
from Weber Shandwick. The 
Lunde & Burger firm was sold to 
Weber Shandwick four years ago, 
and is believed to generate about 
$5 million in revenues. 
  Weber Shandwick, meanwhile, is 
establishing a new, integrated 
grassroots division that will be 
known as Powell Tate Constituent 
Action Network. 
             “Over the last few years 
we’ve been on the lookout for pro-

(Continued on page 6) 

Over the past few years, Burson-
Marsteller has contributed signifi-
cantly to the body of public rela-
tions knowledge through a series of 
research studies looking at CEO 
reputation and its contribution to 
broader corporate reputation. Those 
studies have found a significant—
and growing—correlation between 
the credibility of the chief executive 
and reputation of his or her organi-
zation. 
  The principal architect of that re-
search is Leslie Gaines-Ross, B-
M’s chief knowledge officer, who 
joined the firm after serving as di-
rector of marketing and communi-
cation at Fortune magazine, where 
she was closely involved in the 
publication’s Most Admired Corpo-
rations research. Now she has writ-
ten a book, CEO Capital: A Guide 
to Building CEO Reputation and 

Company Success, that builds on 
Burson’s research and lays out a 
roadmap for CEO’s who understand 
the increasing importance of both 
personal and institutional credibil-
ity. 
  CEO reputation, she says, is de-
pendent upon three “C” factors—
credibility, code of ethics, and com-
municating internally—and two 
“M” factors—attracting and retain-
ing a quality management team and 
motivating and inspiring employ-
ees. 
  “So important are the CM factors 
that each one surpassed even wealth 
creation in importance according to 
the 2001 Burson-Marsteller study,” 
she writes. “Of the 16 CEO charac-
teristics included in the 2001 sur-
vey… the harder financially driven 
characteristic of ‘increasing share-

(Continued on page 2) 

book review 
How and Why to Build CEO Capital 
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(Continued from page 1) 
holder wealth’ showed up as a less important driver 
than any of the CM factors…. Evidently, financial per-
formance is important, but simply not enough.” 
  Gaines-Ross makes a compelling case that building 
CEO capital is not about ego, but about good, old-
fashioned leadership. And she shows that it has payoffs 
for the organization. According to Gaines-Ross, CEO 
capital: 
•     Has a direct positive impact on a company’s repu-

tation and success; 
•     Produces clear, discernible and valuable payoffs; 
•     Matters to an unprecedented number of influential 

constituencies; and 
•     Affords more time to develop long-term solutions 

in a fast-paced business climate. 
  But before embarking on what Gaines-Ross calls “the 
CEO capital model of building reputation,” the CEO 
must buy into the importance of building his or her per-
sonal credibility. 
  “The CEO must come to terms with the idea of being 
the ultimate spokesperson for the organization, the em-
bodiment of the brand, and the official storyteller who 
knits together the company’s past, present and future. 
The same goes for the board of directors. Does the 
board agree that the CEO must spend a fair portion of 
time building trust, setting standards, and openly com-
municating to stakeholders and shareholders alike?” 
  The notion of “CEO capital” is not uncontroversial, 
she concedes, perhaps because it is too often ap-
proached in a superficial manner.  
  “Some CEOs balk at what they consider a mere make-
over. Some claim they do not harbor a big enough ego 
to recast a company in their image. Others dismiss the 
notion on the grounds that the board did not hire them 
to engage in personal image building. Some decline, 
pointing to particularly visible CEOs in their industry 
and disparaging these celebrity CEOs as being star 
struck and shameless.” 
  Some of these concerns have a little more authority 
today than they might have a couple of years ago. 
Many high-profile, celebrity CEOs have fallen to earth 
in recent months, caught up in corporate scandals that 
seemed to be largely a product of their own overblown 
egos. As a result, “the media is abuzz about how the 
concept of the celebrity CEO is dead,” as Gaines-Ross 
acknowledges. 
  “Where the media and pundits go wrong is to confuse 
the recently much maligned, media-hyped large ‘C’ 
Celebrity CEO with the small ‘c’ celebrated CEO, who 

by dint of strong leadership, discriminating vision, 
force of character and other admirable traits become 
celebrated by their employees, their industry, their 
peers, and occasionally even the media for jobs well 
done.” 
  Celebrity CEOs, by contrast, are “a fashion statement, 
going in and out of favor as the winds of popularity 
blow this way and that, praised when things go right 
and condemned when things go wrong.” 
  The most practical section of the book, based upon B-
M’s “Seasons of a CEO” research, provides a roadmap 
for a new CEO seeking to build credibility inside and 
outside the organization. 
  That task begins in the countdown period, before he 
or she takes office. Says Gaines-Ross, “The countdown 
is a time to cherish—a time when a CEO may quietly 
plan for the future, contact key shareholders, research 
the company, and do all those innumerable tasks for 
which there will be so little time later.” While many 
CEOs—particularly those who take the reins after an 
unexpected crisis—don’t get much of countdown, an 
orderly succession should allow for at least 60 days but 
no more than 18 months between the announcement 
and the transition. 
  That allows the new CEO to accomplish several key 
goals: getting a transition team on board; letting it be 
known that an orderly transition plan is in place; ad-
dressing the reasons he or she was chosen for the job; 
describing what will remain the same and what will be 
changed; drawing up a chart to prioritize stakeholders; 
and finally, communicating. 
  The first 100 days of a CEOs tenure are equally criti-
cal, and a time when the focus should be inward rather 
than on external audiences. 
  “At one time, CEOs seemed almost to forget that their 
companies had any employees other than their direct 
report,” says Gaines-Ross. Today, most CEOs recog-
nize that employee communication—building morale, 
aligning employees behind a single vision—is one of 
the most critical challenges they will face. A B-M 
study found 75 percent agreeing that it was extremely 
important to communicate to employees, compared to 
just 44 percent who felt the same way about the finan-
cial community, and 5 percent who rated the media so 
highly. 
  “Even if a CEO has spent time and effort reaching out 
to employees before assuming leadership, more com-
munication, especially of the bi-directional type—
talking instead of listening—is needed once in of-

(Continued on page 3) 
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(Continued from page 2) 
fice…. The best CEOs listen carefully… and above all, 
make a point of not shooting the messenger.” 
  She points to Raymond Gilmartin who—when he 
took over as CEO of Merck & Co.—asked employees 
point blank: “If you had my job, what would you do?” 
Carly Fiorina at Hewlett-Packard, meanwhile, sug-
gested that employees make a list of the “10 stupidest 
things” that HP was doing and e-mail it to her. Fred 
Hassan at Pharmacia took a more personal approach, 
flying to Stockholm, Milan, London and Kalamazoo 
shortly after taking office and making notes as he chat-
ted with employees. 
  “Most CEOs are surprised to learn how much time, 
effort and resources must be spent communicating in-
ternally,” Gaines-Ross says. “The importance of exter-
nal communications seems obvious to most. The Wall 
Street Journal, analysts’ calls, and trade publications all 
require attention. However, internal communications, 
directed toward the organizations managers and em-
ployees, demand far more of a CEO’s time than do 
high-visibility contacts with outside audiences.” 
  Indeed, B-M’s research finds that senior executives 
recommend a CEO should allocate no less than 53 per-
cent of his or her time to internal communication. 
  Other priorities in the first hundred days include re-
constituting the senior team; setting an agenda; tending 
to the board; and declaring what matters. “The new 
chief executive must come up with a few clear ideals of 
themes that guide the organization during the first hun-
dred days,” says the author. “Detailing how one’s 
theme is to be put into practice is not yet necessary. 
What is required is a definite, articulate expression of 
values. The thematic stamp sets before employees a 
roadmap of desirable actions and attitudes.” 
  The media should be low on the list of priorities for a 
new CEO during the first 100 days, says Gaines-Ross. 
“Media exposure without full opportunity to gain a 
thorough understanding of corporate workings is an 
invitation to disaster.” 
  As the first year progresses, the focus slowly shifts. 
“The CEO must establish a unique corporate persona in 
which the CEO’s every action and deed reflects in 
some ay the corporate values the CEO wishes to ad-
vance and the vision the CEO wishes to instill.” 
  The first step is to engage in what Gaines-Ross calls 
“intense learning,” from customers, from analysts, 
from alumni, from employees. Then, she says, CEOs 
can cultivate a persona, establishing those values that 
will drive the company, articulating a code of ethics. 

  “Being high-profile and larger than life is not by itself 
an inherent good,” she warns. “A good CEO persona 
develops meaning only if it attains worth, not by win-
ning mere media attention, but by standing for some-
thing that is believable and knowable and that embod-
ies a company’s values, beliefs, and operating tenets. 
The CEO persona must grow from within and be sus-
tainable.” 
  The second year of a CEO’s tenure can be even more 
challenging because, as Fiorina says, “this is when the 
change really gets binding.” It’s also when stake-
holders, including the board of directors, start to expect 
real, measurable results. The CEO needs to demon-
strate the company’s new strategic vision, put stake-
holders at ease—show them both financial results and a 
unified management team—and start to plan for the 
future. 
  The CEO also needs to demonstrate what Gaines-
Ross calls thought leadership, something that 
“distinguishes can differentiates a company from its 
competitors…. Thought leadership often breaks with 
business or industry convention, astonishes if not star-
tles. Thought leadership reflects on the company and 
builds CEO capital.” 
  One example is Fiorina’s World e-Inclusion program, 
which involves selling or donating HP products to gov-
ernments, development agencies, and nonprofits in de-
veloping countries. Another is the acknowledgement, 
by BP’s John Browne, of the oil industry’s role in 
global warming. 
  (This is one of several sections that makes this book a 
good companion piece of Jeffrey Garten’s The Mind of 
the CEO, which examines many of the critical issues 
keeping modern chief executives awake at night.) 
  Gaines-Ross ends the book with two appeals. The first 
is for a longer CEO timetable. B-M’s research has 
shown that all stakeholders expect more of CEOs, and 
faster. But “the trend toward increasingly shorter CEO 
tenures is undermining business productivity and fo-
cus,” says Gaines-Ross. “Fewer CEOs seems to make 
it past the five-quarter mark and even fewer beyond 
their three-year anniversary. Such instability irrevoca-
bly and adversely affects a company’s reputation and 
destiny. Chief executive departures have substantially 
adverse consequences, affecting too many employees, 
customers, partners, and investors.” 
  The second appeal is related, a call for a longer-term 
view. 
  “As spectators,” she says, “we must not judge CEOs 

(Continued on page 4) 

CEO Credibility Is Key to Corporate Reputation; Here’s How to Build It  

the holmes report                        Monday, February 10, 2003             www.holmesreport.com 



the holmes report                         Monday, January 21, 2002              www.holmesreport.com 

the holmes report        4 

An overwhelming majority of opinion leaders in both 
the U.S. and Europe consider public relations more 
credible than advertising, according to the latest Edel-
man survey on trust and credibility. In the U.S., 86 per-
cent of respondents agreed that “I believe the informa-
tion I get from articles and news stories more than I 
believe the information I get from advertisements,” 
while in Europe 83 percent agreed. 

In both the U.S. and Europe, more than 35 percent 
stated that “experts” and those who are seen as having 
no vested interest in the welfare of the company—
academics, doctors and representatives of NGOs—are 
among the most trusted spokespersons. Fewer than two 
in every 10 people said that paid representatives, such 
as company spokespeople or entertainers/athletes, are 
credible sources of information. 

“This study underscores the importance and influ-
ence of media coverage,” said Geoffrey Cowan, Dean 
of the Annenberg School for Communication at the 
University of Southern California. “The news media 
carries a high degree of credibility with opinion lead-
ers, who are eight times more likely to believe informa-
tion they receive from the news media than from adver-
tising.” 

More than 44 percent stated that articles in busi-
ness magazines and newsweeklies are the most credible 
sources of information, both of which topped the list 
across the U.S. and Europe. Corporate advertising and 
product or service advertising were rated the least 
credible source of information (5 percent in the U.S.).  

In the U.S. and Europe, information derived from 
independent parties, including colleagues (38 per-
cent+), friends and family (35 percent+), and analysts’ 
reports (26 percent+) are perceived to be far more 
credible sources than information from corporate ad-
vertising (5 percent) and websites (13 percent).  

“This is the first study to clearly demonstrate that 
you can’t buy credibility through paid media, you have 
to be credible through actions and transparent, open 
communications, conveyed through media by inde-
pendent advocates.” said Steve Lombardo, CEO of 
Edelman’s StrategyOne research unit. 

The survey also found, surprisingly, that trust 
in business in the U.S. has risen in the past six months 
despite the recent wave of corporate scandals, while 
European confidence in business has declined. Almost 
half (48 percent) of U.S. opinion leaders expressed 
trust in business, an increase from the 41 percent re-
corded in the June 2002 survey. Europeans’ trust in 

business declined from 43 percent in June 2002 to 35 
percent today. 

Trust in the U.S. government fell dramatically 
from a post-9/11 high of 48 percent in January 2002 to 
39 percent today, while trust in government in Europe 
remained quite low at 25 percent, down from a peak of 
36 percent in June 2001. NGOs are now the most 
trusted institution in Europe—increasing from 42 per-
cent to 45 percent -- and in the U.S. they are at parity 
with business, increasing from 38 percent to 49 percent 
in the past six months. 

Says Richard Edelman, president and CEO of 
Edelman. “Trust in U.S. business is improving because 
corporations have been taking steps to restore confi-
dence, and there is new legislation like Sarbanes-
Oxley, while trust in government in the U.S. is eroding 
to pre-9/11 levels. At the same time, there is a trust 
void in Europe, as confidence in business ebbs and 
trust in government remains low. 

“NGOs are now firmly established as the Fifth 
Estate in global governance, rivaling the credibility of 
revered corporate brands and filling a trust vacuum in 
both the U.S. and Europe.” 

“Positive attitude towards business are not 
universal but rather varies sector-by-sector, with resid-

(Continued from page 3) 
solely by their most recent failure but by both their 
conquests and their collapses… Not to do so is to dis-
courage risk-taking and creativity…. CEOs should be 
allowed to take reasonable risks, to be allowed to make 
mistakes that do not have significant implications for 
the company.” 
  In CEO Capital, Gaines-Ross has provided a primer 
on reputation building targeted squarely at CEOs, and 
built a formidable case that particularly in the post-
Enron world, CEOs need to invest in their own reputa-
tions in order to build those of their organizations. This 
is substantial addition to the literature of our profes-
sion, a manifesto supported by compelling original re-
search and informed by intelligent, sympathetic analy-
sis. It is also a rare book about public relations that 
preaches not to the choir but to the choirmasters. 
 
CEO Capital, by Leslie Gaines-Ross, is published by 
Wiley. 
 

knowledge 
Opinion Leaders Trust Earned Media Over Paid, Survey Finds 

the holmes report                        Monday, February 10, 2003             www.holmesreport.com 

Building CEO Capital 



the holmes report                         Monday, January 21, 2002              www.holmesreport.com 

the holmes report        5 

(Continued from page 4) 
ual concerns about the industries that are in the fore-
front of recent scandals,” commented Richard Breeden, 
chairman of Corporate Governance Advisors at Edel-
man and the former chairman of the U.S. Securities and 
Exchange Commission.  

In the U.S., consumer package goods, durables and 
technology scored more than 65 percent on trust, while 
scandals and criminal investigations have contributed 
to making energy, telecommunications, and profes-
sional services the least trusted industries, all of which 
scored less than 38 percent. In Europe, consumer dur-
ables, healthcare and airlines are the most trusted, reg-
istering 54 percent, while investment/insurance and 
retail financial services are the least trusted, scoring 
less than 40 percent. 

Other findings from the new study include: 
•     71 percent of opinion leaders in the 

U.S. and 57 percent in Europe trust 
the company they work for, while 
only 31 percent in the U.S. and 28 
percent in Europe trust global corpo-
rations.  

•     In Europe, the four most trusted brands are NGOs 
(Amnesty, World Wildlife Fund, Greenpeace, and 
Oxfam). Although their trust levels declined 
slightly, they continue to be rated higher than the 
top-rated corporations (Microsoft and Bayer) by a 
margin of more than 10 percent.  

•     In the U.S., the gap between the most trusted 
brands-Johnson & Johnson, Coca-Cola, Microsoft, 
Ford, McDonalds, Bayer, and Pfizer (greater than 
50 percent)-and the top NGOs is closing (with top 
NGOs now scoring between 40 and 50 percent).  

   Trust in certain American brands, such as McDonalds 
(55 percent in the U.S.) and Coca-Cola (66 percent in 
the U.S.) is significantly lower in Europe, where 
McDonalds is at 22 percent and Coca-Cola is at 37 per-
cent.  
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MOST TRUSTED IN U.S. 
 
1. Johnson & Johnson     69% 
2. Coca-Cola                  66% 
3. Microsoft                   59% 
4. Ford Motor                 56% 
5. McDonald’s               55% 
6. Bayer                         54% 
7. Pfizer                         52% 
8. World Wildlife Fund  49% 
9. Merck                        47% 
10. Nike                           47% 
 
MOST TRUSTED IN EUROPE 
 
1. Amnesty Int’l             62% 
2. World Wildlife Fund  62% 
3. Greenpeace                51% 
4. Oxfam                        49% 
5. Microsoft                   47% 
6. Bayer                         42% 
7. Ford Motor                 38% 
8. Coca-Cola                  37% 
9. BASF                         36% 
10. Unilever                     34% 
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fessionals who could bring best-of-
class grassroots and grasstops to our 
operation, at the same skill level as 
the rest of our practices,” said Les-
lie Dach, vice chairman of Edel-
man. “I feel very confident that we 
have successfully accomplished this 
effort, which will serve to further 
cement our leadership in public af-
fairs throughout Edelman’s national 
and international network, and en-
hance our PR-centric approach.”     
  Lunde and Burger are know for 
their work in grasstops advocacy 
and have pioneered programs at the 
attorney general level and in em-
ployee political grassroots. Brian 
Lunde has over 20 years of cam-
paign management and grassroots 
organizing experience, while 
George Burger is a veteran issue 
strategist, campaign manager and 
political consultant who was direc-
tor of operations for Reese Commu-
nications in the early 1980s. They 
have worked with clients including 
Andersen Consulting, SmithKline 
Beecham, Aetna, TWA, The Busi-
ness Roundtable, and Kodak 
  Joining Lunde and George Burger 
in the move are Timothy Binning, 
Cara Cromwell, John Dunagan and 
Michelle Neuman. 
  Robert Hoopes, a senior vice 
president at Powell Tate, will head 
the firm’s new Constituent Action 
Network, which “represents a 
unique bipartisan, multi-disciplinary 
approach to grassroots advocacy, 
providing clients with access to the 
full range of grassroots organizing 
and communications capabilities 
needed to create local support for 
state and national policy initia-
tives.” 
  The Network’s services include 

messaging, targeting, grasstops, 
coalition building and management, 
local media outreach, political intel-
ligence, advocacy advertising, di-
rect mail and phone banks.  
  Hoopes, who has headed grass-
roots organizations for the Inde-
pendent Insurance Agents of Amer-
ica and , will be joined by Gail Har-
rison, head of Powell Tate Weber 
Shandwick’s coalition and ally de-
velopment division, who will serve 
as senior strategist to the Network. 
Also serving as senior strategist is 
Tim Ryan, who recently served as 
executive director of Citizens for 
Better Medicare.    
  “Our approach is unique in the 
industry,” said Mr. Hoopes.  
“Businesses and associations inter-
ested in advancing their public pol-
icy positions can turn to a single 
source for the capabilities, expertise 
and integrated know-how necessary 
for success in the current political 
climate.”    
 
Ogilvy Introduces Motor 
Sports Specialty Unit 
 
CHARLOTTE, N.C.—Ogilvy Pub-
lic Relations Worldwide has 
launched the Ogilvy PR Mo-
torsports Group, a new unit based in  
Charlotte and staffed by experts 
who will help sponsors, teams and 
series maximize the return on their 
motorsports marketing investments. 
  Heading the group is Len Batycki, 
former head of Strategic Advisors, a 
motorsports consulting firm offer-
ing marketing, sponsor negotiations 
and public relations services. Prior 
to forming Strategic Advisors, 
Batycki was with Richard Childress 
Racing, where he handled market-
ing, licensing and sponsorship du-
ties for Dale Earnhardt and his 
team, and managed hospitality, 
signage, security, construction and 
most other speedway business is-

sues for the North Carolina Motor 
Speedway at Rockingham. 
  “Motorsports sponsorship has be-
come an integral part of the market-
ing mix for many of America’s 
leading corporations,” said Rich 
Bartecki, senior vice president of 
Ogilvy PR Chicago and group di-
rector of the motorsports unit. “As 
racing has grown dramatically in 
popularity, clients have increasingly 
begun to express interest in spon-
sorships, and are also seeking help 
in evaluating whether or not a mo-
torsports sponsorship can ade-
quately reach their target consumer 
and deliver sufficient return on in-
vestment.” 
  Bartecki says the unit will offer 
services including sponsorship ne-
gotiations, media relations support, 
management and coordination of 
special track-side and remote events 
and ongoing measurement.  Ogilvy 
PR has prior motorsports experi-
ence with Snap-on Tools, the Inter-
national Race of Champions, and 
teams and sponsors involved in the 
NASCAR Winston Cup and Busch 
series, Championship Auto Racing 
Teams and the International Hot 
Rod Association (IHRA). 
 
Creaxion’s Niche Strategy 
 
ATLANTA—Integrated marketing 
firm Creaxion has formed a spe-
cialized practice targeting niche—or 
segment—markets. Initially, the 
firm will focus on growth segments 
including luxury brand buyers, gay 
and lesbian consumers, and youth. 
  “In looking for ways to further 
distinguish our agency, we thought 
it only natural to build on the suc-
cess we’ve enjoyed with a number 
of key clients and to tap into the 
diversity of our own employee 
base,” said Mark Pettit, president 
and CEO. “We tested the concept 
with clients and the response was 
overwhelmingly positive.” 
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agency news 
Publicis Dialog Launches 
New Nutrition Marketing 
Research Institute 
 
SEATTLE—Publicis Dialog, long 
known as a leader in the food-
marketing sector, has launched a 
new research institute to discover 
better ways for food marketers to 
communicate nutrition issues to 
consumers and nutrition influen-
cers. 
   The new unit, called the Nutrition 
Marketing Research Institute, is 
based in the agency’s Seattle office 
and headed by Steve Bryant, who 
also serves as the network’s chief 
creative officer and president of 
the Seattle office. Its activities will 
be informed by an advisory board 
of nutrition experts and guided by a 
board of the firm’s own nutrition 
and health-marketing experts. 
  That board will include Clare 
Hasler , assistant professor of nutri-
tion in the Department of Food Sci-
ence and Human Nutrition at the 
University of Illinois; Jackie New-
gent, a New York -based registered 
dietitian and chef; and Barbara 
Schiltz, a clinical research associate 
at The Functional Medicine Re-
search Center. 
  “Nearly every food marketer is 
trying to understand the best way to 
manage and benefit from nutrition 
issues for their food brand or agri-
cultural product,” said Bryant. 
“Until now, we’ve defined the prin-
ciples of nutrition marketing largely 
by experience. This initiative will 
allow us to better assess what’s 
working for the industry and what’s 
not, test our theories, and open up 
new avenues for nutrition message 
development.” 
  The NMRI plans to undertake a 
major research project each year 
and to share the results openly with 
food and health companies. Its first 

study will assess trends in the media 
c ove r a g e  o f  obe s i t y a n d 
weight loss issues. 
  “News coverage of weight loss 
and obesity issues was once largely 
confined to January and ‘swimsuit 
s e a s o n , ’ ”  s a y s  B r y -
ant.  “Increasingly, it’s command-
ing the attention of consumers and 
media all year long.” The study will 
involve statistical analysis of news 
databases as well as analytical read-
ing of selected major media cover-
age for the last three years. 
  The agency’s food marketing ex-
perts include Hannah Coan, director 
of client services, who oversees 
branded food communications; John 
Bissell, group management director 
for food commodities; and Michelle 
Babb, senior account supervisor and 
a nutrition marketing specialist. The 
firm has won national awards for its 
work on behalf of the United Soy-
bean Board and was recently cited 
in the New York Times for its work 
on behalf of the Cranberry Market-
ing Committee to broaden aware-
ness of the health benefits of cran-
berries. Other clients include The 
Hazelnut Council and several Nes-
tle brands. 
 
Consumer Boutique Joins 
International Network 
 
NEW YORK—Consumer lifestyle 
public relations boutique Lisa Lori 
Communications has joined the In-
ternational Public Relations Net-
work, a worldwide organization of 
independent public relations firms 
and consultants. Based in New 
York with an office in Los Angeles, 
LLC handles public relations for 
clients from the beauty, fashion, 
food, wine and spirits industries, 
and is one of five U.S. agencies to 
be accepted into the network, which 
includes more than 30 firms on five 
continents.   

  Says LLC president Lisa Lori, 
“This group has created an impres-
sive network of professionals that 
are at the top of their game and we 
look forward to collaborating with 
other members on global pro-
jects.  This is an excellent opportu-
nity for us to better serve our cur-
rent clients on a global level and 
grow our international client base.” 
  IPRN was founded in 1995 and is 
led by Jonathan Choat, head of 
Nexus Choat in London. Other    
U.S. members include Dix & Eaton 
of Cleveland, PRx of San Jose, 
Boston-based Stringer, and Auto-
Com of Detroit. 
  “We are looking to expand our 
network within the USA and in 
Europe and the Far East in order to 
provide all our members’ clients 
with immediate access to different 
markets and special expertise within 
these,” says Choat. “We are all 
about ‘local knowledge, global 
reach’ and we are very pleased to 
have Lisa Lori within IPRN to add 
her New York style and consumer 
market experience.” 
 
 
NEW YORK—The Anne McBride 
Company has formed a partnership 
with FBI Communications, a lead-
ing Japanese investor and public 
relations firm, in a strategic move to 
broaden the company’s presence in 
Asia. The firm established a Japa-
nese office, led by managing direc-
tor Satoshi Shimomura, in Septem-
ber 2002. 
  According to Sh imomura, 
“Although there are some database 
services in Japan that help target US 
investors, there are currently no ser-
vices entirely tailored for Japanese 
clients. The Anne McBride Com-
pany is filling that niche. We have 
developed services that enable Japa-
nese firms to understand the trend 
and characteristic of US investors 
whose focus is on Japan.” 
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agency people 
PN Consolidates Public 
Affairs Operations Under 
Lucas’ Leadership  
 
NEW YORK—Porter Novelli is 
integrating its various public affairs 
operations—including the former 
Nelson Communications Group 
and Goddard Claussen operations 
in California, acquired by Porter 
Novelli in 1999—into a single prac-
tice, Porter Novelli Public Affairs. 
  By creating one practice, PN says 
it can now provide integrated public 
affairs solutions under one roof, 
supported by the other leading prac-
tices at the agency.  Partner and ex-
ecutive vice president Donna Lucas, 
who previously served as CEO and 
president of NCG Porter Novelli, 
has been named leader of the new 
practice.   
  “Over the past several years, we 
have pursued a strategic vision to 
build a formidable public affairs 
presence on both coasts,” said 
Helen Ostrowski, global CEO. “By 
leveraging the excellent reputations 
and offerings of our three public 
affairs teams, Porter Novelli is able 
to offer seamless, comprehensive 
public affairs service throughout the 
U.S.  Donna’s proven track record 
of leadership and success at NCG, 
and her reputation in the public af-
fairs arena make her the perfect 
choice to lead our public affairs 
practice.” 
  PNPA has represented clients in-
cluding The Business Roundtable, 
The Health Benefits Coalition, 
Pharmaceutical Care Management 
Association, Mortgage Insurance 
Companies of America, the Coali-
tion for Affordable and Reliable 
Energy, and Japan Automobile 
Manufacturers Association.   
  Lucas, meanwhile, has advised 
clients ranging from major corpora-
tions and non-profits to labor un-

ions, political campaigns and large 
associations and currently serves as 
chairman of the American Associa-
tion of Political Consultants. Before 
joining Nelson, she served as a 
press secretary to Governor George 
Deukmejian, and director of public 
affairs at the California Treasurer’s 
Office.  
  Other members of the public af-
fairs team include Carolyn Tieger, 
who opened GCPN’s Washington 
office and previously held leader-
ship posts on Capitol Hill, in the 
White House and at international 
public relations firms; Roger Lowe, 
who heads the public affairs prac-
tice Washington, replacing Suzy 
DeFrancis, who accepted a position 
with the White House; Frank Schu-
bert, who leads the GCPN Sacra-
mento office; Michael Kehs, COO 
of GCPN’s Washington office, and 
a 20-year veteran of complex issues 
management, crisis and advocacy 
campaigns; Karen Hutchens, senior 
vice president and general manager 
of PN San Diego; Linda Martin, 
general manager of PN’s Orange 
County office; and Bill Schreiber, 
who recently moved from senior 
vice president to acting general 
manager of PN Sacramento. 
 
Hill & Knowlton Allies 
with Independent Firms 
for Diversity Push 
 
SAN FRANCISCO—International 
public relations agency Hill & 
Knowlton has joined forces with 
independent and minority owned 
agencies Headquarters Advertis-
ing, SAESHE Advertising and 
The Walker Marchant Group to 
form DIVERSAlliance, which will 
focus on multicultural communica-
tions. 
  Headquarters, which is based in 
San Francisco, and Los Angeles-
based SAESHE have previously 

worked with H&K’s L.A.-based 
diversity communications group on 
social marketing assignments in-
cluding the BabyCal, Healthy Fami-
lies and Teen Pregnancy Prevention 
campaigns for the California De-
partment of Health Services. In ad-
dition, HeadQuarters and Hill & 
Knowlton are partners on the 
award-winning Pacific Gas and 
Electric Company (PG&E) CARE 
campaign, which targets ethnically 
diverse, low-income consumers 
  And H&K’s D.C. office has col-
laborated with The Walker Mar-
chant Group, which was launched 
two years ago by former Weber 
Shandwick exec Ann Walker Mar-
chant. 
  “DIVERSAlliance allows Hill & 
Knowlton to expand its already con-
siderable expertise to better serve 
our clients and the growing diver-
sity market,” said MaryLee Sachs, 
president and CEO. “Virtually over-
night, we have deepened our client 
services with a combined team of 
560 talented professionals in multi-
cultural marketing and corporate 
communications.” 
  Multicultural consumers today 
comprise one in every four U.S. 
residents, and according to the Selig 
Center for Economic Growth, the 
combined purchasing power of the 
African-American, Asian Ameri-
can, Hispanic and Native American 
consumer markets is $1.6 trillion in 
2002.  
  HeadQuarters, SAESHE and The 
Walker Marchant Group are not 
affiliated with WPP, Hill & 
Knowlton’s parent company. The 
alliance marks the first time H&K 
has taken part in a partnership not 
centered around a specific account. 

the holmes report                        Monday, February 10, 2003             www.holmesreport.com 

For news updates throughout 
the week, plus our new  

PR Weblog, visit us online at  
www.holmesreport.com 



the holmes report                         Monday, January 21, 2002              www.holmesreport.com 

the holmes report        9 

accounts 
Weber Shandwick Adds 
Suave to Its Growing 
Unilever Client Portfolio  
 
CHICAGO—Weber Shandwick 
has been named agency of record 
for Unilever’s Suave brand of per-
sonal care products. Suave is the 
seventh Unilever brand assignment 
picked up by the agency over the 
past 18 months. Other Unilever 
brands represented by Weber 
Shandwick include all laundry de-
tergent, Q-tips, Mentadent tooth-
paste, ThermaSilk hair care prod-
ucts, Degree anti-perspirant, as well 
as the Bestfoods brand Ragú. 
  The Suave name has a 60 year 
heritage, and Suave products were 
is purchased by 61 percent of 
American households each year. 
The brand encompasses more than 
300 personal care products includ-
ing hair care, anti-perspirants/
deodorants, facial care, body 
washes, body scrubs, bar soaps and 
hand and body lotions. 
  “We were impressed with the stra-
tegic thinking, creativity and energy 
Weber Shandwick brought to the 
table,” said Michelle Holland, di-
rector of PR for Unilever home and 
personal care brands. “The firm has 
done very good work for our other 
brands and we’re delighted to have 
them as a part of the Suave team.”    
  Weber Shandwick’s co-presidents 
of consumer marketing Gail 
Heimann (in New York), and Cathy 
Calhoun (in Chicago), lead the 
Unilever account. “It’s rewarding to 
work with a company that really 
sees the value of public relations 
and uses it strategically to achieve 
its objectives, “ said Heimann.  
“We’re so pleased to be deepening 
our relationship with Unilever.” 
 
LOS ANGELES—Beverly Hills 
Conference and Visitors Bureau, 

a division of Beverly Hills Chamber 
of Commerce and Civic Associa-
tion, has selected Weber Shandwick 
as its agency of record. The firm’s 
travel and lifestyles practice will be 
responsible for implementing a 
multifaceted communications pro-
gram to promote the city as a world-
class business and leisure destina-
tion. The program will also include 
marketing partnerships and promo-
tions, media relations and special 
events.  
  “As a full-service communications 
agency, Weber Shandwick gives 
Beverly Hills access to the re-
sources that will raise our destina-
tion’s visibility beyond editorial 
pages,” said Kathryn Smits, director 
of the Conference and Visitors Bu-
reau. “Those resources, combined 
with the expertise of the travel and 
lifestyles practice, were with what 
we were looking for in an agency.”  
 
LONDON—Movie stars Catherine 
Zeta Jones and Michael Douglas 
have retained Weber Shandwick to 
provide media relations assistance 
as they prepare for a high court 
showdown with Hello! Magazine. 
  Former Sunday Times political 
editor Michael Prescott is leading a 
Weber Shandwick team that will 
handle the media during the trial, 
which is expected to last up to three 
weeks. The two celebrities and the 
publisher of OK! magazine, North-
ern & Shell, are suing Hello! for 
more than £2m after the magazine’s 
photographers snuck into the cou-
ple’s wedding after OK! had al-
ready negotiated a deal for exclu-
sive right to wedding pictures. 
 
B L O O M I N G T O N ,  M N —
MarineMax, one of the nation’s 
largest recreational boating retail-
ers, has selected Weber Shandwick 
as its public relations agency of re-
cord. The firm will build regional 
and national brand awareness and 

provide strategic consumer market-
ing services. 
 
Johnny Rockets Chain 
Taps CarryOn 
 
ALISO VIEJO, CA—Johnny 
Rockets, parent company to 142 
corporate and franchise-owned res-
taurants in 28 states and seven 
countries, has retained CarryOn 
Communication to lead the com-
pany’s 2003 national and interna-
tional communication initiatives. 
Los Angeles-based CarryOn will 
handle all public relations and cor-
porate, crisis and marketing com-
munication efforts for Johnny 
Rockets and its franchisees.   
  “CarryOn impressed us with its 
strategic thinking, superior execu-
tion and the outstanding results it 
has generated for clients in the 
past,” said Mimi Schiffer, Johnny 
Rockets’ senior vice president of 
marketing, crediting “the firm’s 
brand and positioning know-how 
combined with its excitement for 
the Johnny Rockets brand.” 
  Johnny Rockets plans to expand its 
domestic and international reach to 
meet an aggressive unit growth plan 
of 20 percent per year.     
  The Johnny Rockets account will 
be led by J.P. Schuerman, 
CarryOn’s vice president and head 
of the company’s consumer and 
technology practice.   
 
SANTA BARBARA—California 
communications firm Davies has 
been selected to provide marketing, 
public relations, and fundraising 
support for the Tiger Woods Foun-
dation. The firm will develop strate-
gic communication programs for 
the new Tiger Woods Learning 
Center in Orange County, including 
collateral materials to support the 
fundraising effort and ongoing mar-
keting and public relations support. 
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accounts 
Hill & Knowlton to Assist 
Avaya as Troubled Telco 
Seeks to Build Brand  
 
NEW YORK—Avaya, a leading 
global provider of communications 
networks and telecommunications 
services to businesses, has tapped 
Hill & Knowlton for strategic pub-
lic relations initiatives. H&K takes 
over from Edelman as Avaya’s 
lead agency. 
  Hill & Knowlton’s experience in 
strategic communications and in 
working with the business media in 
the technology and communications 
industry were key factors in 
Avaya’s decision, according to vice 
president of corporate marketing 
and communications Lydia White-
field. 
  “As Avaya works to transform 
business through communications, 
we needed a partner that truly un-
derstood the opportunity the market 
provides us and also has the strate-
gic expertise to execute,” said 
Whitefield. “Hill & Knowlton has 
the smart, creative team to take our 
public relations activities to a level 
that further impacts our business.” 
  Avaya, which spun off from Lu-
cent Technologies in 2000, lost 
$37.6 million in its first fiscal quar-
ter. It recently launched a new cor-
porate advertising campaign featur-
ing talk show host Wayne Brady, 
designed to raise its profile 
  “Avaya has a unique insight into 
how companies can use communi-
cations to deliver business results,” 
said Joseph Paluska, U.S. deputy 
director of H&K’s technology prac-
tice. “We will partner with Avaya 
on new ways to position the oppor-
tunities for businesses to use Inter-
net Protocol networks to make ap-
plications work together in ways not 
possible before.” 
 

Hydrogen Fuel Cell  
Pioneer Taps Ketchum 
 
TORONTO—Hydrogenics Corpo-
ration, which designs and manufac-
tures fuel cell technology, has se-
lected Ketchum Public Relations 
Canada as its public relations 
agency of record. Hydrogenics will 
also work with Ketchum in Chicago 
on communications strategy. 
  “The hydrogen fuel cell industry is 
in a very active developmental stage 
and as Hydrogenics moves quickly 
toward its goal to become the first 
profitable fuel cell company, a 
strong external communication pro-
gram has become increasingly im-
portant to us,” said Hydrogenics 
chief executive Pierre Rivard. “We 
chose Ketchum because it demon-
strated that it has the right people 
and the right processes to help us 
effectively communicate what can 
be very complex business and tech-
nical messages.” 
  Ketchum will work with Hydro-
genics to help it communicate its 
strategy to build a commercially 
sustainable business while at the 
same time being a major driver of 
development in the rapidly emerg-
ing fuel cell industry—one that was 
recently highlighted by President 
George W. Bush in his state of the 
union address. 
 
Lord Sullivan Yoder to 
Handle Liebert PR 
 
COLUMBUS, OH—Lord Sullivan 
& Yoder Public Relations has 
been selected as public relations 
agency of record for Liebert Cor-
poration, a subsidiary of Emerson 
and a part of Emerson Network 
Power. Liebert pioneered the preci-
sion cooling industry in the 1960s 
and today is a leader in the design, 
manufacture and service of systems 
that provide environmental control, 

power protection, and site monitor-
ing for sensitive electronic equip-
ment. 
  LSY will develop and implement 
multifaceted public relations pro-
grams to strengthen the Liebert 
brand and support specific growth 
programs within various Liebert 
businesses, including power, envi-
ronmental, monitoring, distributed 
processing and global services.  
  According to Dick Pulse, director 
of Liebert marketing services, 
LSY’s commitment to quality writ-
ing, well-defined processes, and 
experience were key differentiators 
during the agency evaluation. 
 
Articulate Goes to Work 
for Ross Systems 
 
NEW YORK—Articulate Com-
munications, a specialist in busi-
ness-to-business and technology 
PR, has started work with Ross Sys-
tems, a leading provider of enter-
prise software solutions for manu-
facturers in the food and beverage, 
life sciences, chemicals, metals and 
natural products industries. 
  “Ross has a significant and grow-
ing base of highly successful cus-
tomers in our target industries,” said 
Scot McLeod, Ross vice president 
for marketing. “These customers are 
solving their most complex chal-
lenges with our solutions, and each 
has a great story to tell. As Ross 
moves forward with exciting new 
marketing initiatives in 2003, PR 
will be a critical component of our 
overall strategy as we tell our story 
of success, through our customers.” 
  Articulate will assist Ross in fine-
tuning its corporate and product 
messaging; editorial strategy and 
execution; customer communica-
tions programs; announcement 
drafting and outreach; and press-kit 
materials creation. 
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agency people 
Porter Novelli Promotes 
Kolberg to Head L.A.  
 
LOS ANGELES—Porter Novelli 
has promoted Bill Kolberg to gen-
eral manager of its Los Angeles of-
fice, replacing Steve Jursa, senior 
partner and global convergence 
practice leader, who was serving as 
the acting general manager of the 
Los Angeles office. 
  Kolberg will oversee operations of 
PN LA and will be responsible for 
the growth of the agency’s business 
in the greater Los Angeles area.  
Additionally, he will continue to 
head the consumer and food prac-
tices in the Los Angeles office, 
where clients include The Jim 
Henson Company, Weider Nutri-
tion, Danone Waters of North 
America, Mattel and Oral-B Labo-
ratories. 
  “Bill has made a tremendous im-
pact on the Los Angles office, and 
has grown PN’s consumer practice 
to include clients such as McDon-
ald’s and Krispy Kreme Dough-
nuts,” said Gary Stockman, CEO of 
the Americas for the agency.  
  Kolberg joined Porter Novelli in 
1994 to oversee the management of 
the McDonald’s Operators’ Asso-
ciation of Southern California ac-
count, the second-largest McDon-
ald’s marketing cooperative in the 
nation, numbering more than 600 
restaurants.  
  Jursa has been heading the office 
since the departure a year ago of 
Dan Orsborn, who left in fall of 
2002 after helping grow the office 
from 17 to number 12 on the L.A. 
Business Journal's rankings. 
 
Schannon Leaving Ketchum 
 
WASHINGTON, D.C.—Mark 
Schannon, who stepped down last 
year as general manager of 

Ketchum’s Washington office, is 
leaving the firm after 12 years. 
  Schannon became senior counselor 
to the firm last September, focusing 
on strategic client counsel and new 
business development, while Liz 
McLean became head of the D.C. 
office. Now he will leave the firm. 
“After 12 years, I realized that I 
need some time to think about 
what’s next and I can’t do that 
while working—even after having 
given up being director,” he says. “I 
had hoped that would give me the 
time, but it hasn’t worked out.” 
  Schannon says he has been work-
ing on a book on crisis management 
for several years, and hopes he will 
now have the time to finish it. “And 
I have an idea for a second book, 
but it’s going to require a lot of re-
search I can’t do while working.” 
Ultimately, he says, he might move 
back to corporate—earlier in his 
career he held senior communica-
tions positions at Monsanto—or 
start a consulting firm specializing 
in crisis management. 
 
Former AMEX Attorney 
Joins Fleishman-Hillard 
 
NEW YORK— Carolyn Miller, an 
attorney who most recently served 
as vice president and special coun-
sel at the American Stock Ex-
change, has joined Fleishman-
Hillard as a senior vice president in 
its New York office.     
  At the AMEX, Miller led teams 
responsible for special regulatory 
and financial projects. Previously, 
she was with the Securities and Ex-
change Commission (SEC) where 
she developed the Commission’s 
Plain English initiative for the divi-
sion of corporation finance.  
  At FH, she will serve as chief of 
staff for the firm’s corporate credi-
bility advisory practice working 
with northeast regional president 

Peter Verrengia and corporate 
credibility advisory practice Chair-
man, Leon Panetta. She will also be 
responsible for building the firm’s 
counseling and advisory capabilities 
in the areas of corporate govern-
ance, disclosure and regulation. 
  “As we help our clients navigate 
the complex investor and reputa-
tional challenges they face,  Caro-
lyn’s background in capital markets, 
securities regulation, and communi-
cations will be a tremendous asset,” 
said Al Bellenchia, senior partner 
and chair of the firm’s North 
American financial practice.   
 
NEW YORK—Ketchum has 
named Michael O’Brien to associ-
ate director of the firm’s global 
brand marketing practice. O’Brien 
joins Kelley Skoloda, practice di-
rector, and Marianne Friese and 
Serena DeMorgan, associate prac-
tice directors in Beijing and Lon-
don, to form the global core leader-
ship team for one of the largest 
brand marketing practices in the 
industry.   
  In addition to his new global role, 
he will continue as director of the 
brand/food practices in New York, 
where he now runs the largest brand 
account in the agency, Kodak, and 
contributes to other key clients such 
as Tropicana, Johnson & Johnson 
and Merial.  
  Prior to joining Ketchum, O’Brien 
was director of global brand com-
munications at MasterCard . 
 
WASHINGTON, D.C.—Witeck-
Combs Communications has 
named Amy Cappiello as a commu-
nications strategist and Ciaran Clay-
ton as communications associ-
ate. Cappiello previously served as 
a legislative assistant on Capitol 
Hill, in the office of Rep. Hilda 
Solis (D-Ca.) and Clayton was an 
assistant account executive with 
PR21. 
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agency people 
State Republican Leader 
Faso to Assist Ruder Finn  
 
NEW YORK—John Faso, the for-
mer Republican Leader of the New 
York State Assembly and recent 
candidate for State Comptroller, has 
been named senior advisor/public 
affairs for Ruder Finn. Faso was 
recently named partner of the na-
tional law and consulting firm 
Manatt Phelps Phillips. In providing 
public affairs advisory services, 
Faso will work from Albany, New 
York City and Washington D.C. 
  According to Peter Finn, co-CEO, 
Faso will play “a new and important 
role, adding strength to our policy 
competency. John will work with 
our management team on New York 
City, New York State and federal 
government relations issues in a 
time when governmental issues are 
a priority for many of our clients.”   
  A state fiscal expert, Faso chaired 
the 1994 budget transition team for 
then Governor-elect George Pataki 
that closed a record $5 billion 
budget deficit. He later served as 
ranking member of the Assembly’s 

fiscal committee and was unani-
mously elected three times as Re-
publican Minority Leader. 
  “During his years in the Assembly, 
John always worked closely with 
business leaders and officials at all 
levels,” says Finn. “He is uniquely 
capable of helping our firm, be-
cause he knows the legislative proc-
ess, understands how policy is made 
and how policy makers think, and 
has a keen understanding of the 
needs of business.” 
 
Radman to Launch 
Stanton Office in NY 
 
NEW YORK—Deborah Radman, 
currently managing partner at 
KCSA Worldwide, is joining 
Washington, D.C., based Stanton 
Communications to lead a newly 
formed corporate practice group 
and open a New York office for the 
agency. Radman will be responsible 
for building on the agency’s portfo-
lio of work for corporate clients in-
cluding W.L. Gore & Associates, 
Sprint, U.S. Trust and Bombardier 
and enhancing the firm’s capabili-
ties in business-to-business market-

ing, brand development, strategic 
planning, crisis communications 
and executive training. 
  At KCSA, she headed the firm’s 
corporate and marketing communi-
cations practice. She joined KCSA 
in 1999 after selling the New York 
operations of her own firm, Brown 
Radman Wolper, where she handled 
PR for clients including Sanyo, GE, 
IBM, Honeywell, and Manville. 
  According to founder Peter 
Stanton, the New York office en-
hances the firm’s ability to provide 
clients with on- the-ground repre-
sentation in the nation’s business 
and political capitals, especially 
when coupled with the firm’s recent 
admission to ECP Global, an inter-
national consortium of independent 
public relations firms. 
 
MIAMI—Fleishman-Hillard has 
named Jorge Díaz de Villegas dep-
uty general manager of the firm’s 
Miami office. Díaz de Villegas was 
previously senior vice president and 
partner of the Miami office. In his 
new role, he will be responsible for 
staffing and new business develop-
ment. 
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tools 
PRtrak Launches New 
Online Media 
Measurement Database 
 
PHILADELPHIA—Public relations 
measurement firm PRtrak has in-
troduced a new database that en-
ables PR professionals to access 
impressions and media values for 
the top 10,000 websites. 
PRtrak’s new database integrates 
Internet audience data from com-
Score Media Metrix with media 
cost information from SQAD. com-
Score Media Metrix is a division of 
comScore Networks, a leader in 
online consumer measurement. 
SQAD is a media cost-forecaster to 

advertising, public relations and 
media companies nationwide. 
  According to PRtrak vice presi-
dent Angela Jeffrey, “While more 
and more Americans rely on the 
Internet as a source of news and 
information, until now, PR profes-
sionals have had few options to eas-
ily measure the relative impact of 
publicity reaching their target audi-
ence via Internet sites. PRtrak al-
ready had the most extensive and 
detailed database of measurement 
metrics for TV, radio, newspaper 
and magazine outlets in the country, 
but our clients could not complete 
their evaluation picture without 
high-quality Internet metrics.  
  In addition to comScore and 
SQAD, PRtrak enlisted the assis-

tance of top executives of leading 
PR research and measurement, clip-
ping and automation firms, top PR 
agencies and industry associations, 
in an effort to gain overall consen-
sus for the proposed methodologies.  
  “Most of us who attended the 
methodology preview were pleased 
with the effort PRtrak/SDI is mak-
ing to set standards for Internet out-
put metrics,” says Mark Weiner, 
CEO of Delahaye Medialink. “As 
our industry continues to work to-
ward more definitive measurement 
of PR impact, output metrics serve 
as an important indicator of a pro-
gram’s progress.  To have standard 
metrics and benchmarks in this area 
is a big step forward.” 
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Airlines. He left AA for an short 
period to serve as director of corpo-
rate communications at America 
West Airlines and in the same ca-
pacity at Greenwich Air Services. 

“We are fortunate to have 
the depth of talent and someone 
with Gus’ background and experi-
ence in our industry and at Ameri-
can Airlines ready to step in to lead 
our corporate communications 
group at a critical time for our com-
pany,” said Dan Garton, executive 
vice president of marketing. “We 
appreciate Tim’s contributions to 
American and his willingness to 
work with Gus through a transition 
period.” 

Doke will be based at 
Dell’s Austin headquarters where 
he will have responsibility for the 
company’s financial and general 
media relations, public affairs 
(including the Dell Foundation), 
employee communications and ex-
ecutive visibility programs for Mi-
chael Dell, Chairman and CEO, and 
Kevin Rollins, president and COO. 
He will report to Elizabeth Allen, 
who also holds the title vice presi-
dent of communications. 
             Doke has alternated be-
tween the corporate and agency 
sides of the business for much of his 
career, with stints at Carl Byoir & 
Associates and Hill & Knowlton, as 
well as heading PR at Seattle-based 
Elgin Syferd. He has also held cor-

porate positions at Alaska Airlines 
and Brinker International before 
joining AA in 1998. 
              He was recognized by the 
PRSA last year for his role in effec-
tively managing the chain of cri-
ses—including the terrorist attacks 
of September 11 and a crash in New 
York one month later—that con-
fronted American Airlines in 2001. 
This year he has played a high-
profile role in the airline’s conten-
tious labor negotiations and in an-
swering questions about a possible 
Chapter 11 filing after reports the 
company had retained a bankruptcy 
law firm.  
 
Delphi Realigns PR  
 
TROY—Automotive parts supplier 
Delphi Corporation has appointed 
several executives to top positions 
in its global communication and 
marketing staffs as part of a plan to 
help integrate its public affairs and 
brand development activities. 
  William Lafontaine has been 
named corporate director, media 
communication and brand develop-
ment, reporting to Karen Healy, 
vice president of corporate affairs. 
Lafontaine had been director of 
marketing and customer develop-
ment. In his new role, he will help 
align Delphi’s media and brand de-
velopment efforts to enhance Del-
phi’s technical and corporate repu-
tation.   
  The company’s media relations, 
advertising, Internet communica-
tion, brand development, merchan-
dising and motorsports activities 
will report to Lafontaine. 

  Steven Gaut is named director of 
communication for Delphi Europe, 
Middle East and Africa and will 
lead communication activities for 
Delphi’s operations in the region, 
including media relations and inter-
nal communication. He also will 
help coordinate government rela-
tions with Delphi’s country direc-
tors. 
  David Bodkin is named director of 
media relations, and also will main-
tain his current responsibilities as 
director of communication for Mex-
ico. Bodkin will report to Lafon-
taine and Healy. 
 
Governor’s Aide Joins St. 
Joe in Florida 
 
JACKSONVILLE, FL— Katie 
Baur Muniz, former communica-
tions director for Governor Jeb 
Bush, has joined real estate giant 
The St. Joe Company as public 
affairs manager. She will coordinate 
public affairs activities at the com-
munity level throughout Northwest 
Florida. 
  Muniz left her position in Bush’s 
office earlier this year. She was re-
sponsible for all communication 
and press activities within the ex-
ecutive office of the governor and 
managed and coordinated the com-
munication offices of the 13 execu-
tive agencies. 
  From 1998 to 2000 she was press 
secretary for the speaker of the 
Florida House of Representatives. 
Prior to that, she was deputy legisla-
tive assistant in the Florida Depart-
ment of Education. 
 

the holmes report                        Monday, February 10, 2003             www.holmesreport.com 

The Holmes Report is published weekly by The Holmes Group, 235 W 48th Street, New York, NY 10036. Tel: (212) 
333-2300. Fax: (212) 333 2624. 

President, CEO and Editor: Paul Holmes; Executive VP and COO: Gregory F. Drury; Senior Administrative Officer: 
Celeste Picco; Chief Internet Officer: Annabel Davis. 

News updates are published at www.holmesreport.com and available via e-mail. To sign up for e-mail updates 
(approximately twice a week), send a message to pholmes @holmesreport.com. 

Doke Leaves American 
Airlines for New Role at 
Dell; Whitcomb Steps Up 


