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Foreword

This edition of the European Communication Monitor sheds light on five pressing issues for
communication leaders: trust, transparency, advocacy, content strategies and emerging technologies.
Empirical insights show how societies, organisations and individual practitioners are affected. The study
also identifies drivers of excellence in each field, motivating readers to evaluate their own situation and
initiate a turnaround where necessary.

The broad range of topics reflects the role of today’s communicators. We are asked to oversee
everything — all stakeholders, all societal developments —and we have to translate this on behalf of our
organisations, our CEOs and colleagues in leadership. We can be change agents, strategic business
counsellors, leaders in creating the purpose of organisations and connectors.

To do so, we need to be trusted by top management and leaders of other business units. And we need to be trusted by those
with whom we interact in our daily work — journalists, influencers, audiences and many more. The 2019 monitor shows that this is
not always the case. According to respondents from 46 European countries, our profession is distrusted by many. Although concrete
services by communication departments, agencies and practitioners, however, are much appreciated.

What does this mean? We need to work on our profile as communicators, stay solid, and create value for our organisations.
Overpromising and explaining everything through rose-tinted glasses is misleading. For example, transparency is often discussed as a
key feature of modern communications. But being transparent is not easy at all. This study shows that a majority of our peers find it
fairly or very difficult to communicate about the political stance of leadership teams, internal processes, top-level strategies, and
leadership practices. Another example: Artificial Intelligence (Al) is often discussed as a big opportunity for the profession. But we
also have to talk about the threats — including missing knowledge, competences and practical experiences in the field; all identified
in this study. There is even a reverse “Al divide” between younger and older communicators with those in their twenties perceiving
more risks than more seasoned colleagues — a puzzling result that needs to be explored in detail.

The EACD is a vibrant community that provides multiple platforms to discuss such challenges: regional debates across Europe,
working groups, and specific programmes for communication leaders and next-generation leaders. We are proud to present this
report, a joint project with EUPRERA for more than a decade. | hope that you will profit from the insights.

Hans Koeleman
President, European Association of Communication Directors
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Introduction

Trust in the mass media and journalism is declining in many countries. A recent representative poll of the
population in the United Kingdom, Germany and Italy showed that every third person distrusts journalists
when they report about organisations. What does this mean for communication and public relations
practitioners? Are they still trusted — and by whom? Are there differences between the professional,
organisational and individual level, and across countries? And how does this compare to the trust in
alternative advocates like top management, marketing and sales people, or other employees?

The European Communication Monitor 2019 explores these issues, as well as a number of other topics relevant for the field. The
study shows that impacts and risks of Artificial Intelligence for communications are assessed quite differently, that content creation is
mainly inspired by internal sources (but less by external input and discourses), that shared media have clearly gained in importance,
and that sponsored social media content is used by every second communication department and agency across Europe.

The 13th edition of our annual study is based on responses from 2,689 communication professionals working in companies, non-
profits, governmental organisations and agencies from 46 European countries. Detailed analyses are available for 22 countries. This
makes the monitor the largest regular study of the field worldwide — and the only truly global research of its kind in conjunction with
the North American, Latin American and Asia Pacific Communication Monitors.

On behalf of the research team, | would like to thank all professionals who participated in the survey. Our premium partner
Cision Insights, digital communications partner Fink & Fuchs, and national partners Bl CCC in Norway and CECOMS in Italy made this
extensive research possible. Many thanks to all national collaborators at renowned universities across Europe, to Jens Hagelstein and
Ronny Fechner, and to the EACD, namely Angela Howarth from the board of directors.

Prof. Dr. Ansgar Zerfass

Lead researcher; Professor and Chair of Strategic Communication, Leipzig University,
Germany & European Public Relations Education and Research Association (EUPRERA)




Research design




The European Communication Monitor (ECM) 2019 is the 13th edition of a survey that has been conducted annually since 2007.

It explores current practices and future developments of strategic communication in companies, non-profits and other organisations
including communication agencies across Europe. The study is complemented by other surveys covering five continents and more than
80 countries altogether. The Global Communication Monitor series, initiated and led by Ansgar Zerfass, includes the annual European
study and bi-annual studies in North America (Meng et al., 2019), Latin America (Moreno et al., 2015, 2017, 2019) and Asia-Pacific
(Macnamara et al., 2015, 2017). The ECM is co-authored by Dejan Ver¢i¢, Piet Verhoeven, Angeles Moreno and Ralph Tench. All of
them are renowned university professors representing different national contexts. A wider board of professors and national research
collaborators ensure that the survey reflects the diversity of the field across Europe.

A joint project by academia and practice, the ECM is organised by the European Public Relations Education and Research Association
(EUPRERA) and the European Association of Communication Directors (EACD), supported by premium partner Cision Insights, Fink &
Fuchs as digital communications partner, and Communication Director magazine as media partner. The Centre for Corporate Communi-
cation at Bl Norwegian Business School, Oslo, and the Center for Strategic Communication at IULM University, Milan, support the project
as national partners.

The ECM 2019 is based on responses from 2,689 communication practitioners from 46 European countries. They have answered a
comprehensive questionnaire that collects a variety of independent and dependent variables in a unique research framework (see page
12): personal characteristics of communication professionals (demographics, education, job status, experience); features of the
organisation (structure, culture, country); attributes of the communication department; the current situation regarding the professional
and his/her organisation, as well as perceptions on developments in the field.

The study is based on theoretical concepts and constructs from the field of strategic communication (Holtzhausen & Zerfass, 2015;
Nothhaft et al., 2019). Several research areas have been explored in this edition. Questions are asked about trust in the communications
and public relations profession (e.g. Bentele & Seidenglanz, 2004, 2008; Hoffjann & Seidenglanz, 2018; Larsson, 2007), enhancing trust
and transparency as an objective for communications (e.g. Anand & Rosen, 2008; Arthur W. Page Society & Business Roundtable Institute
for Corporate Ethics, 2007; Boss, 1978; Christensen, 2002; Christensen & Cornelissen, 2015; Okay, 2016; Thakor, 2015); Artificial Intelli-
gence (e.g. Galloway & Swiatek, 2018; Gentsch, 2019; Makridakis, 2017; Poole & Mackworth, 2017; Russel & Norvig, 2016), content
creation and distribution (e.g. Brito, 2013; Dietrich, 2018; Edelman & Salsberg, 2010; Pulizzi, 2014), and paid online communication
(e.g. Macnamara et al, 2016; Wojdynski & Golan, 2016).

Additionally, several questions from previous ECM surveys have been repeated to track the longitudinal development of the field.
The research design combined with the subject themes in this edition supports a broad range of evaluations and interpretations which
expand the body of knowledge for the discipline.



Methodology and
demographics




The online questionnaire of the European Communication Monitor 2019 consisted of 34 questions arranged in 8 sections. Five of these
guestions were only presented to professionals working in communication departments, not agencies or consultancies. Instruments used
dichotomous, nominal and ordinal response scales and were based on research questions and hypotheses derived from previous research
and literature. The survey used the English language and was pre-tested with 67 communication professionals in 20 European countries.
Amendments were made where appropriate and the final questionnaire was activated for five weeks in February/March 2019. A large
number of professionals throughout Europe were invited with personal e-mails based on a database provided by the European Association
of Communication Directors (EACD). Additional invitations were sent via national research collaborators and professional associations.

In total 5,815 respondents started the survey and 2,883 of them completed it. Answers from participants who could not clearly be
identified as part of the population were deleted from the dataset. This strict selection of respondents is a distinct feature of the ECM and
sets it apart from many studies which are based on snowball sampling or which include students, academics and people outside of the
focused profession or region. The evaluation is then based on 2,689 fully completed replies by communication professionals in Europe.

The Statistical Package for the Social Sciences (SPSS) was used for data analysis. Depending on the variable type the results have been
tested for statistical significance and (inter-) dependencies (Chi?, ANOVA / Scheffé Post-hoc-Test, independent samples T-Test, Pearson
correlation and Kendall rank correlation). Statistical indicators (Cramer’s V, F, r, Tau) are reported in the footnotes for significant results and
marked with asterisks in the figures and tables: * for significant (p < 0.05) and ** for highly significant (p < 0.01) differences.

The demographics show that seven out of ten respondents are communication leaders: 39.3 per cent hold a top hierarchical position
as head of communication in an organisation or as chief executive officer of a communication consultancy; 28.3 per cent are unit leaders or
in charge of a single discipline in a communication department. 67.8 per cent of the professionals interviewed have more than ten years of
experience in communication management. The average age is 42.5 years. This reveals the high quality of the sample. 56.8 per cent
of all respondents are female and a vast majority (95.9 per cent) in the sample has an academic degree. More than two thirds hold a
graduate degree or even a doctorate.

Seven out of ten respondents work in communication departments in organisations (joint stock companies, 19.9 per cent; private
companies, 23.1 per cent; government-owned, public sector, political organisations, 16.6 per cent; non-profit organisations, associations,
10.8 per cent), while 29.6 per cent are communication consultants working freelance or for agencies.

Communication professionals from 46 European countries participated in the survey. Detailed insights were calculated for 22 key
markets. Most respondents (31.4 per cent) are based in Southern Europe (countries like Italy, Spain, Serbia, Croatia), followed by Western
Europe (29.0 per cent; countries like Germany, Belgium, Netherlands, Switzerland, France), Northern Europe (22.6 per cent; countries like
United Kingdom, Sweden, Finland, Norway), and Eastern Europe (16.9 per cent; countries like Poland, Czech Republic, Bulgaria, Romania).
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Research framework and questions

Person (Communication professional)

Demographics Education Jobstatus  Professional status ¢ ) Structure / Culture Country
Age & Gender, Academic Position, Q17  Experience on the job Type of organisation, Q 16 European country,
Gok, s un;l'flcatlon’ Practices (Areas (years}, Q.30 Alignment of the top Qe
Personal use of social of work), Q23  Membership in communication manager, Q 22
media, Q 26, Q 27 professional association(s),

Personal use of ol
intelligent assistants,
Q29,Q30
Income, Q 34
v
Communication department
Excellence
Influence Performance
Advisory influence, Q 19 Success, Q 21
Executive influence, Q20  Quality & Ability, Q 22
v A v
Perception
Trust in the public relations / Challenges of trust-building communication, Strategic issues, Q 8
communications profession, Q 1 Q6 Artificial Intelligence in communications, Q 9
'dI'FUSt in comn}unication - Transparency in communications, Q 7 Understanding Artificial Intelligence, Q 10
epartments / agencies, .
ComliEmt ArERE, O < > Requirements for Artificial Intelligence, Q 11

Trust in communication professionals, P
Q3 ot elsiilbuiian, 0146 Risks of Artificial Intelligence, Q 12

Paid online communication, Q 15
Trust in other communicators, Q 4

Practices of trust-building
communication, Q 5
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Demographic background of participants

Position

Head of Communication, Agency CEO 39.3%
Unit leader, Team leader 28.3%
Team member, Consultant 25.8%
Other 6.5%

Job experience

More than 10 years 67.8%
6 to 10 years 15.4%
Up to 5 years 17.7%

Alignment of the communication function
Strongly aligned communication department  26.2%
Aligned communication department 60.3%

Weakly alighed communication department 13.5%

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,689 communication professionals. Q 16: Where do you work? Q 17: What is your position?

Q 26: How many years of experience do you have in communication management/PR? Alignment: n = 1,892 communication professionals working in
communication departments. Q 18: Within your organisation, the top communication manager or chief communication officer is a member of the executive
board / reports directly to the CEO or highest decision-maker on the executive board / does not report directly to the CEO or highest decision-maker.

Organisation

Communication department 73.4%

Joint stock company
19.9%

Private company

23.1%

Non-profit Government-
organisation, owned, public-
association sector, political
10.8% organisation
16.6%
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Personal background of respondents

Gender / Age
Overall Head of communication, Unit leader, Team member,
Agency CEO Team leader Consultant
Female 56.8% 49.8% 55.5% 68.8%
Male 43.2% 50.2% 44.5% 31.2%
Age (on average) 42.7 years 46.7 years 42.2 years 37.3 years

Membership in a professional association

European Association of Communication 11.2%
Directors (EACD)

Other international communication
association

15.5%

National PR or communication association 48.6%

Highest academic educational qualification

Doctorate (Ph.D., Dr.) 8.2%
Master (M.A., M.Sc., Mag., M.B.A.), Diploma  63.2%
Bachelor (B.A., B.Sc.) 24.4%
No academic degree 4.1%

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,689 communication professionals. Q 17: What is your position? Q 24: How old are you? Q 25:
What is your gender? Q 31: Please state the highest academic/educational qualification you hold. Q 32: Are you a member of a professional organisation?
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Countries and regions represented in the study
Respondents are based in 46 European countries and four regions

Austria B} Belgium [ B France ™ Germany  [foms Liechtenstein

Luxembourg [ Netherlands Switzerland

Western Europe
29.0% (n=781)

1l

Denmark S Estonia = Finland Iceland B 1 ireland — Latvia

Lithuania Norway Sweden United Kingdom

Northern Europe
22.6% (n=609)

Albania B ] Andorra Bosnia and Herzegovina e Croatia Cyprus E== Greece
italy [ Kosovo Macedonia "M mata [EB Montenegro EB rortugal
Serbia  mm Slovenia  [E_] Spain Turkey

Southern Europe
31.4% (n = 845)

i=0 Ui

Armenia (B Belarus e Bulgaria  [Jamm Czech Republic Georgia  [ommw Hungary
) =
16.9% (n = 454) BB Moldova mee Poland I B Romania M Russia Emm Slovakia S Ukraine

Eastern Europe

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,689 communication professionals. Q 33: In which European state are you normally based?
In this survey, the universe of 50 European countries is based on the official country list by the European Union (2019) and the Columbia Encyclopedia (2018).




Trust in the
commuhnication
profession




In many countries, trust in the mass media and journalism is declining. According to the latest Eurobarometer from November 2018,
39 per cent of the citizens in the European Union show little or no confidence in the media, while only one in five (19 per cent) has high
confidence (Commission européenne, 2018, pp. 40-43). Both values were lower than in previous surveys.

This loss of trust might also be true for other communicators, especially those who communicate on behalf of companies and other
types of organisations. This is a key challenge for the profession, as communicators need to be trusted by the people they work for, e.g.
top executives and (internal) clients (Bentele & Seidenglanz, 2004; Hoffjann & Seidenglanz, 2018; Larsson, 2007). But they are also
dependent on the trust of journalists, bloggers, influencers, and publics with whom they interact to reach their goals. High trust levels
are important to work effectively, as high-trust groups outperform low-trust groups (Boss, 1978; Golembiewski & McConkie, 1975; Zand,
1972).

Trust in communications and public relations (PR) can be investigated from a macro, meso and micro perspective: trust in the
profession, in communication departments or agencies, and in individual practitioners. Previous research indicates that trust differs
between different levels and stakeholders. Journalists, for example, are very critical towards the PR profession in general. Working closely
together however has a positive effect: journalists that have worked closely with PR professionals evaluate the profession better than
those who have not done so (Jeffers, 1977; Ryan & Martinson, 1988; Sallot & Johnson, 2006). The general population, on the other hand,
is generally less critical towards the PR profession than journalists (Bentele & Seidenglanz, 2004).

The ECM 2019 is the first study that has explored the topic comprehensively across different levels, stakeholders and countries. The
findings first of all demonstrate that practitioners experience low trustworthiness in the profession. They state that the communications
profession is only trusted by two thirds of top executives (67.5 per cent think so), and by a minority of influencers and bloggers (47.5 per
cent), journalists (39.1 per cent) and ordinary people (27.6 per cent). Generally speaking the perception of trust levels in the profession is
higher in Northern and Western Europe than in Southern and Eastern Europe.

Professionals are more positive about the perceived trust in their departments or agencies. 85.1 per cent of the respondents report a
positive attitude by executives in their own organisation or by clients, followed by 73.9 per cent perceived trust from journalists, 70.1 per
cent from publics and 68.4 per cent from influencers and bloggers. Interestingly, trust in communication departments is experienced
significantly lower in government-owned, public sector and political organisations.

Professionals are the most positive about the perceived trust they enjoy personally. A vast majority feels trusted by their colleagues,
bosses, and internal clients, as well as by external stakeholders and audiences. On the personal level hierarchy matters: communication
leaders feel more trusted than professionals in other ranks. The data also reveals some gender differences: women report more trusted
relationships with external stakeholders, but men claim to be on better terms with top leaders of their organisation.

To conclude the empirical results show that trust is an issue for strategic communication. Practitioners experience most trust on the
micro level and least trust on the macro level. They feel most trusted by top executives and much less by the general public.
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Trust in the communications / public relations profession (Macro level):
Practitioners experience low trustworthiness from their stakeholders

Perceived trust in the public relations/communications profession by ...

Top executives
(those in charge of

. . 3.77
leading organisations
or units)
Influencers and

47.5% 3.35
bloggers
Journalists 39.1% 3.15
— /
rainary peop © 27.6% 2.91
(general public)
(1) Strong distrust (2) (3) (4) Strong trust (5)

in the PR/comms profession

in the PR/comms profession

www.communicationmonitor.eu / Zerfass et al. 2019 / n 2 2,505 communication professionals. Q1: In many European countries, trust in the mass media

and journalism is declining. This might be true for other communicators as well — those who communicate on behalf of companies, non-profits, governments,
political parties, etc. Based on your experience, how much do the following groups trust the public relations/communications profession in your country?
Scale 1 (Strong distrust in the PR/comms profession) — 5 (Strong trust in the PR/comms profession). Percentages: Frequency based on scale points 4-5. Mean values.
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Practitioners working in private companies and governmental organisations report
a higher level of trust towards the profession by the general public

Perceived trust in the public relations/communications profession by ...

72.1%
66.3%

Top executives

68.2%

Influencers and bloggers *

Journalists

M Joint stock companies

27.4% M Private companies

31.4% B Governmental organisations

29.9%
24.5% B Non-profit organisations

Ordinary people
(general public) **

24.7% 7 Consultancies & Agencies

www.communicationmonitor.eu / Zerfass et al. 2019 / n 2 2,505 communication professionals. Q 1: In many European countries, trust in the mass media

and journalism is declining. This might be true for other communicators as well — those who communicate on behalf of companies, non-profits, governments,

political parties, etc. Based on your experience, how much do the following groups trust the public relations/communications profession in your country?

Scale 1 (Strong distrust in the PR/comms profession) — 5 (Strong trust in the PR/comms profession). Percentages: Frequency based on scale points 4-5. ** Highly
significant differences (chi-square test, p < 0.01). * Significant differences (chi-square test, p < 0.05).
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Trust in the communication profession by different stakeholders across Europe
T Influencers Or:(i)nell;y T Influencers Or:(i)nalgy
Op. and Journalists peop Op. and Journalists Peop
executives bloggers (general executives bloggers (general
&8 public) g8 public)
74.2% 38.3% 40.1% 17.2% 65.1% 49.6% 53.1% 30.6%
62.0% 39.7% 42.2% 33.3% 60.5% 65.3% 37.5% 36.8%
77.4% 37.8% 43.8% 30.8% 66.1% 53.4% 44.2% 24.7%
70.8% 38.5% 40.9% 17.5% 61.1% 42.4% 31.9% 28.9%
65.3% 44.5% 43.1% 26.6% 54.5% 53.7% 25.4% 24.1%
Netherlands I R 41.6% 37.9% 27.9% 55.2% 52.7% 30.2% 35.3%
Unlted 0, () 0, o) 0, 0, o) 0,
Kingdom 71.1% 41.8% 36.1% 143% RS 52.3% 44.1% 29.9% 28.4%
73.1% 52.9% 48.1% 15.7% 58.9% 36.5% 20.0% 29.6%
75.0% 53.6% 31.1% 31.0% Eé‘;fjhb“c 66.0% 52.3% 41.3% 27.7%
85.4% 50.7% 30.1% 26.8% 59.9% 57.6% 44.2% 35.1%
78.7% 59.1% 53.1% 41.9% 51.0% 40.8% 36.7% 25.5%

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,252 communication professionals from 22 countries. Q 1: In many European countries, trust

in the mass media and journalism is declining. This might be true for other communicators as well — those who communicate on behalf of companies,

non-profits, governments, political parties, etc. Based on your experience, how much do the following groups trust the public relations/communications

profession in your country? Scale 1 (Strong distrust in the PR/comms profession) — 5 (Strong trust in the PR/comms profession). Percentages: Frequency based on
scale points 4-5.
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Young professionals experience stronger trust by influencers, bloggers, journalists
and the general population than their elder peers

Perceived trust in the public relations/communications profession by ...

Top executives **

3.71 3.77 3.78
3.60 3.82

Influencers and bloggers **

3.14 3.14 3.36 3.44

3.61

. 2.93 .
Journalists ** 29 or younger
——30-39
/ —e—40-49
/ —+—50-59
Ordinary peoF)Ie 2.82 2.8 3.05 -~ 600r older
(general public) ** 288 2.94

<

o

(1) Strong distrust in the PR/comms profession (3

)

Strong trust in the PR/comms profession (5)'

www.communicationmonitor.eu / Zerfass et al. 2019 / n 2 2,505 communication professionals. Q 1: In many European countries, trust in the mass media
and journalism is declining. This might be true for other communicators as well — those who communicate on behalf of companies, non-profits, governments,

Scale 1 (Strong distrust in the PR/comms profession) — 5 (Strong trust in the PR/comms profession). Mean values. ** Highly significant differences (Kendall rank

political parties, etc. Based on your experience, how much do the following groups trust the public relations/communications profession in your country? -
21

correlation, p <0.01).
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Trust in communication departments and agencies (Meso level):
Most practitioners report a positive attitude by internal and external stakeholders

Perceived trust in the communication department/agency by ...

Top executives and
(internal) clients for
whom we work

Journalists with whom
we interact

Publics and people who
use our media, 70.1%
channels, events, etc.

Influencers and bloggers

(o)
with whom we interact 68.4%

il

3.95

3.85

3.85 l

4.32

(1) Distrust us strongly (2)

3)

(4)

Trust us strongly (5)

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,186 communication professionals. Q 2: Let’s get more specific and focus on your organisation.
How do you feel about the attitude towards your communication department/agency by those who interact with you? Scale 1 (Distrust us strongly) — 5 (Trust

us strongly). Percentages: Frequency based on scale points 4-5. Mean values.
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Communication departments in governmental organisations experience a
significantly lower level of trust internally and by bloggers/influencers

Perceived trust in the communication department/agency by ...

Top executives and 435
(internal) clients 4.14 4.34 4.38
for whom we work **

rnali
Jo.u alists .
with whom we 3.90 3.96 ¥ 4.08
interact **
Influencers and

ith whom 3.64 3.88 3.94 _

bloggers Wlt* ) e Companies
we interact 3.8

—o— Governmental organisations

—e— Non-profit organisations
Publics and people

who use our media, 3.73 4.10
channels, events, etc. ** 3.84 3.93

—o—Consultancies & Agencies

- »

(1) Distrust us strongly (3) Trust us strongly (5)

How do you feel about the attitude towards your communication department/agency by those who interact with you? Scale 1 (Distrust us strongly) — 5 (Trust

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,168 communication professionals. Q 2: Let’s get more specific and focus on your organisation.
2
us strongly). Mean values. ** Highly significant differences (ANOVA, p < 0.01). * Significant differences (ANOVA, p < 0.05).
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Trust in communication departments and agencies by different stakeholders

Top Journalists | Publics and | Influencers Top Journalists | Publics and | Influencers
executives with people and bloggers executives with people and bloggers
and (internal) | whom we who use with whom and (internal)| whom we | who use with whom
clients Interact our media, | we interact clients Interact | our media, | we interact
for whom channels, for whom channels,
we work events, etc. we work events, etc.
88.0% 77.2% 66.9% 61.3% 84.7% 79.7% 68.2% 63.4%
88.1% 86.3% 76.9% 72.5% Portugal 83.5% 69.7% 67.5% 70.6%
90.7% 72.6% 79.8% 62.0% Italy 77.8% 72.4% 66.9% 74.5%
83.3% 73.8% 65.2% 62.1% 83.1% 77.8% 67.8% 65.4%
86.2% 75.6% 65.3% 65.2% 75.7% 73.0% 62.7% 66.3%
Netherlands 90.2% 70.8% 75.8% 61.4% 79.3% 72.1% 64.7% 71.4%
Unlted 0, [0) 0, 0, 0, o) o) 0,
Kingdom 92.2% 76.7% 73.5% 71.2% Turkey 78.8% 58.2% 66.2% 68.8%
90.2% 84.6% 84.3% 73.9% 85.7% 74.5% 69.8% 69.6%
Czech
Sweden 88.0% 63.0% 77.7% 71.7% Republic 84.1% 83.3% 61.7% 71.4%
94.0% 78.8% 81.5% 80.4% 75.1% 60.6% 67.0% 69.6%
90.2% 83.7% 77.3% 84.4% 83.3% 69.4% 61.2% 55.8%

your organisation. How do you feel about the attitude towards your communication department/agency by those who interact with you? Scale 1 (Distrust

www.communicationmonitor.eu / Zerfass et al. 2019 / n 2 1,925 communication professionals from 22 countries. Q 2: Let’s get more specific and focus on
24
us strongly) — 5 (Trust us strongly). Percentages: Frequency based on scale points 4-5.
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Practitioners responsible for overall communication or strategy experience
a lower level of trust by external stakeholders on the organisational level

Perceived trust in the communication department/agency by ...

Top executives and 496 430435
(internal) clients 4.26 4.44
for whom we work **
Journalists 395
with whom we 3.93 3.999 4.08
interact ** 3.98
Publics and people 389 3.89
who use our media, 3'84 3.94 —e—Overall communication
channels, events, etc. ** ' e o

! ! —e— Strategy and coordination

—e— Media relations

Influencers and —&—Online communication
bloggers with whom 3.82 4.00 —o— Marketing, brand, consumer communication
we interact ** 3.853.893.96
(1) Distrust us strongly (3) Trust us strongly (5)
www.communicationmonitor.eu / Zerfass et al. 2019 / n 2 561 communication professionals. Q 2: Let’s get more specific and focus on your organisation.
How do you feel about the attitude towards your communication department/agency by those who interact with you? Scale 1 (Distrust us strongly) — 5 25
(Trust us strongly). Mean values. ** Highly significant differences (independent samples T-Test, p < 0.01).
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Trust in communication practitioners personally (Micro level):
A vast majority feels trusted by internal partners; external trust is a bit lower

Perceived trust in oneself by ...

Colleagues and co-workers in my

(o)
department/agency 93.0% 4.61

(Internal) clients I’'m working for 90.0% 4.44

The top leader in my

o)
department/agency 89.2% 4.48

Publics and people | talk to directly

0,
(e.g. in stakeholder dialogues) B 413

Journalists | work with 82.6% 4.13

Influencers and bloggers | work with 75.5% é 3.98

(1) Distrust me strongly (2) (3) (4) Trust me strongly (5)

In your daily work, who tends to distrust your advice and activities, and who trusts you? Think of the average level of trust in each group. Scale 1 (Distrust

www.communicationmonitor.eu / Zerfass et al. 2019 / n 2 1,927 communication professionals. Q 3: And now, please think about your personal situation.
26
me strongly) — 5 (Trust me strongly). Percentages: Frequency based on scale points 4-5. Mean values. -
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Trust in communication practitioners by different stakeholders across Europe

(Internal) | Publics and | Journalists | Influencers (Internal) [ Publics and | Journalists | Influencers
clients people | work with |and bloggers clients people | work with |and bloggers
I’'m working | | talk to | work with I’'m working | | talk to | work with
for directly for directly
93.3% 78.8% 89.3% 74.3% 87.6% 86.7% 84.6% 72.8%
92.9% 90.4% 93.8% 78.0% Portugal 88.6% 86.1% 72.1% 82.5%
92.6% 82.8% 77.8% 73.9% Italy 86.7% 84.0% 82.1% 73.1%
84.8% 81.5% 75.4% 62.3% 90.7% 83.9% 85.9% 80.3%
90.0% 81.0% 86.2% 71.2% 90.7% 74.8% 81.3% 78.3%
Netherlands 94.7% 87.2% 78.0% 74.7% 92.9% 85.5% 81.5% 74.7%
Unlted 0, 0, 0, 0, 0, [s) 0, 0,
Kingdom 97.0% 78.8% 84.9% 75.4% Turkey 84.1% 76.9% 81.5% 79.0%
92.0% 92.0% 90.0% 78.9% 89.3% 86.5% 87.0% 78.6%
Czech

Sweden 89.0% 86.7% 73.4% 66.7% Republic 79.1% 72.3% 88.9% 85.3%
95.1% 92.8% 86.1% 80.6% 80.9% 73.4% 68.9% 75.0%
90.4% 84.1% 83.7% 76.9% 92.0% 91.7% 80.9% 76.3%

personal situation. In your daily work, who tends to distrust your advice and activities, and who trusts you? Think of the average level of trust in each group.

www.communicationmonitor.eu / Zerfass et al. 2019 / n 2 1,717 communication professionals from 22 countries. Q 3: And now, please think about your
27
Scale 1 (Distrust me strongly) — 5 (Trust me strongly). Percentages: Frequency based on scale points 4-5.
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Practitioners working in marketing/brand and online communication experience
less trust by colleagues, top leaders and clients than peers in other practices

Perceived trust in oneself by ...

Colleagues and co- 4.58 4.654.67

workers in my 4.69
department/agency ** / //

The top leader in my [/ 462
department/agency ** ' i'ss

(Internal) clients
I’'m working for **

Publics and people
| talk to directly (e.g. in
stakeholder dialogues)

—e— Strategy and coordination

4.09
H H * % 4.1
Journalists | work with —e— Media relations 409 4.17 p 430
—e— Online communication

Influencers and bloggers —o— Marketing, brand, consumer communication

- 3.99 4.11
I work with ** —e— Consultancy, advising etc. 4.004.02 4.08
(1) Distrust me strongly (3) Trust me strongly (5)

In your daily work, who tends to distrust your advice and activities, and who trusts you? Think of the average level of trust in each group. Scale 1 (Distrust

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 436 communication professionals. Q 3: And now, please think about your personal situation.
28
me strongly) — 5 (Trust me strongly). Mean values. ** Highly significant differences (independent samples T-Test, p < 0.01). -
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Hierarchy matters: Communication leaders feel significantly more trusted

than professionals in other ranks

Perceived trust in oneself by ...

Colleagues and co- 4.62
workers in my 4.51 4.69
department/agency **

The top leader in my 23 4.46 465
department/agency ** ' '
(Internal) clients 137 o8/a.00 154

I’'m working for **

Publics and people
| talk to directly (e.g. in
stakeholder dialogues) **

4.09 4.20

Journalists | work with **

4.11
4.01 4.1)) 4.21
*—Team member / Consultant

Influencers and bloggers
| work with

j/ —o—Unit leader / Team leader
3.98 3.98

399 —e—Head of communication / Agency CEO

»

<

(1) Distrust me strongly (3)

Trust me strongly (5)

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 1,808 communication professionals. Q 3: And now, please think about your personal situation.
In your daily work, who tends to distrust your advice and activities, and who trusts you? Think of the average level of trust in each group. Scale 1 (Distrust
me strongly) — 5 (Trust me strongly). Mean values. ** Highly significant differences (Kendall rank correlation, p < 0.01).
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Female communication practitioners report more trusted relationships with
external stakeholders, but men are on better terms with top leaders

Perceived trust in oneself by ...

Colleagues and co-

workers in my 461 p 461
department/agency

The top leader in my e -
department/agency ' ’

(Internal) clients

’ . 4.44 4.44
I’m working for
Publics and people
| talk to directly (e.g. in 4.05 4.19
stakeholder dialogues) **
) ) —e—Male
Journalists | work with ** 4.06 4.18
—e—Female
Influencers and bloggers / /
- 3.87 4.06
| work with **
(1) Distrust me strongly (3) Trust me strongly (5)
www.communicationmonitor.eu / Zerfass et al. 2019 / n = 1,923 communication professionals. Q 3: And now, please think about your personal situation.
In your daily work, who tends to distrust your advice and activities, and who trusts you? Think of the average level of trust in each group. Scale 1 (Distrust 30
me strongly) — 5 (Trust me strongly). Mean values. ** Highly significant differences (independent samples T-Test, p < 0.01).
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Trust in strategic communication and public relations:
Clear differences between different levels and stakeholders

Perceived trust by ...
B Top executives / (internal) clients

Macro level ® Influencers and bloggers

(communication/PR
profession)

H Journalists
H Publics / People

85.1%

Meso level
(communication/PR
departments/agencies)

90.0%
Micro level
(communication/ PR
practitioners)

www.communicationmonitor.eu / Zerfass et al. 2019 / n 2 1,927 communication professionals. Q 1: In many European countries, trust in the mass media

and journalism is declining. This might be true for other communicators as well — those who communicate on behalf of companies, non-profits, governments,
political parties, etc. Based on your experience, how much do the following groups trust the public relations/communications profession in your country?

Q2: Let’s get more specific and focus on your organisation. How do you feel about the attitude towards your communication department/agency

by those who interact with you? Q 3: And now, please think about your personal situation. In your daily work, who tends to distrust your advice and activities,
and who trusts you? Think of the average level of trust in each group. Scale 1 (Distrust strongly) — 5 (Trust strongly). Percentages: Frequency based on scale points 4-5.
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Public trust in
organisational advocates



Communication and PR professionals are not the only persons speaking on behalf of organisations. Formal representatives like CEOs and
board members or marketing and sales people, as well as other employees and members of the organisation play a role as well, whether
they are coached by practitioners or not. External experts in the field, customers, fans and supporters, and even activists with overlapping
interests can also support. Knowing about different advocates and choosing or supporting them carefully is an important part of strategic
communication.

Literature and earlier research suggest that public trust in academic experts and external people (“a person like me”) is higher than in
representatives of organisations. Among those, regular employees are rated more credible than CEOs or board members (Edelman, 2019).
This makes employees an important channel for spreading the word about the organisation (Andersson, 2019). Within the “communica-
tive organisation” (Heide et al., 2019; Zerfass & Viertmann, 2016) employees with specific knowledge and strong social networks can be
very effective as corporate influencers (Niederhduser & Rosenberger, 2018). Social media are generally considered as more credible than
journalistic media because of their perceived authenticity. Social media provide the “views of real people”; there is no gatekeeping
involved (Newman et al., 2017).

This year’s monitor asked communication and PR professionals how they experience the trust of the general public in different groups
speaking on behalf of their organisation. Practitioners think that most other advocates are more trustworthy than themselves. They
perceive external experts in the field (like professors or consultants) as the most trusted (70.3 per cent), followed by leaders of the
organisation (CEOs, board members and top executives; 66.7 per cent), external supporters like fans or customers/clients (63.9 per cent).
Other employees or members of the organisation are reported to achieve a similar trust level like communication professionals (61.0 /
60.6 per cent). Marketing and sales representatives are rated lower (43.2 per cent). Public trust in external organisations, such as activists
who act as advocates for organisations, is perceived surprisingly low (31.6 per cent). Respondents working in non-profits rate public trust
in external experts and supporters significantly higher than their peers in other organisations, and they also experience a higher level of
trust in themselves.

Professionals do not perceive much distrust in advocates speaking on behalf of organisations. Only 4.4 per cent of them report
distrust and the majority of 52.5 per cent thinks that ordinary people in their country trusts organisational advocates. But there are
significant differences across Europe. The perception of overall public trust in advocates is lowest in Germany, France, Poland, the United
Kingdom and Italy; and highest in Ireland, Finland, Norway, and Sweden.

The findings about public trust in different speakers are partly in line with previous research based on stakeholder surveys and public
opinion polls. Communication professionals think that employees are more trusted than themselves, but not as much as the literature
suggests. Practitioners have also, contrary to what the literature says, a strong confidence in the trust people have in leaders of their
organisations.
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Public trust in organisational advocates: External experts, supporters, top managers
and employees are more trusted than communication practitioners

Perceived trust of ordinary people (the general population) in ...

External experts in the field (e.g.
professors, consultants)

Leaders of my organisation (CEOs, board
. 66.7%
members, top executives)
External supporters/fans or
) . 63.9%
customers/clients of my organisation
Other employees/members of my
. 61.0%

organisation
Communication and public relations
. . 60.6%
practitioners of my organisation
Marketing and sales representatives of

L 43.2%
my organisation

Activists and other external organisations
with their own agenda

T

(1I) Strong distrust (2) (3) (4) Strong trust (5)

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,526 communication professionals. Q 4: In addition to communication professionals

there are many others who can speak on behalf of an organisation: top managers, marketing professionals, all of the organisation’s employees,

external experts, or external customers/clients. Thinking of your organisation, how much do ordinary people in your country (the general population)
trust these communicators? Scale 1 (Strong distrust) — 5 (Strong trust). Percentages: Frequency based on scale points 4-5. Mean values.
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Practitioners working in non-profits rate public trust in external experts, external
supporters and PR professionals higher than peers in other organisations

Perceived trust of ordinary people (the general population) in ...

External experts in the field

3.92
. 3.80 p 3.88 3.96
(e.g. professors, consultants)

Leaders of my organisation 583

i 3.74 :
(CEOs, board members, top executives) 29 3.83
External supporters/fans or s . - -
customers/clients of my organisation **

3.69
Other employees/members e 3.71
of my organisation 3.70
Communication and public relations o0 - N I
practitioners of my organisation ** '
Marketing and sales representatives . 339
of my organisation ** ' T e —*—Companies
—e— Governmental organisations
ctivists and other externa ' on-profit organisations

Activists and other external o ——N fit t
organisations with their own agenda v .+ Consultancies & Agencies
(1) Strong distrust Strong trust (5)

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,526 communication professionals. Q 4: In addition to communication professionals there are

many others who can speak on behalf of an organisation: top managers, marketing professionals, all of the organisation’s employees, external experts, or

external customers/clients. Thinking of your organisation, how much do ordinary people in your country (the general population) trust these communicators?
Scale 1 (Strong distrust) — 5 (Strong trust). Mean values. ** Highly significant differences (ANOVA, p < 0.01). * Significant differences (ANOVA, p < 0.05).
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Overall public trust in those speaking on behalf of organisations:
Most practitioners report about positive or neutral attitudes

Perceived trust of ordinary people (the general population) in all advocates

Trust in advocates Distrust in advocates
52.5% 4.4%

Neutral
43.2%

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,526 communication professionals. Q 4: In addition to communication professionals there are

many others who can speak on behalf of an organisation: top managers, marketing professionals, all of the organisation’s employees, external experts, or

external customers/clients. Thinking of your organisation, how much do ordinary people in your country (the general population) trust these communicators?

(Communication/PR, Marketing/Sales, Leaders, Other employees, External experts, External supporters, External activists). Scale 1 (Strong distrust) — 5 (Strong -
36

trust). Index based on mean values for all internal advocates (Communication/PR, Marketing/Sales, Leaders, Other employees): Distrust (1.00-2.49), Neutral
(2.50-3.50), Trust (3.51-5.00).
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Overall public trust in advocates differs significantly across Europe:
Germany, France, Poland, UK and Italy are lagging behind

Germany (3.47)

Austria (3.71)
Switzerland (3.64)

Bulgaria (3.67)
Romania (3.62)

Czech Republic (3.59) France (3.48)

Poland (3.50) Belgium (3.53)

Turkey (3.60) Netherlands (3.63)

Serbia (3.69) United Kingdom (3.52)

Croatia (3.59) Ireland (3.87)

Slovenia (3.70) Sweden (3.75)

B Western Europe

Italy (3.52) Norway (3.79) B Northern Europe

Portugal (3.69) Finland (3.82) m Southern Europe

Spain (3.66) M Eastern Europe
Index ranging from 1 (Strong distrust) — 5 (Strong trust)

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,269 communication professionals from 22 countries. Q 4: In addition to communication professio-
nals there are many others who can speak on behalf of an organisation: top managers, marketing professionals, all of the organisation’s employees, external
experts, or external customers/clients. Thinking of your organisation, how much do ordinary people in your country (the general population) trust these com-
municators? (Communication/PR, Marketing/Sales, Leaders, Other employees, External experts, External supporters, External activists). Scale 1 (Strong dis-
trust) — 5 (Strong trust). Index based on mean values for all internal advocates (Communication/PR, Marketing/Sales, Leaders, Other employees): Distrust
(1.00-2.49), Neutral (2.50-3.50), Trust (3.51-5.00). Highly significant differences (ANOVA, p < 0.01).




Challenges of
building trust and
transparency




Communication management can strive to gain stakeholders’ trust on different levels (Arthur W. Page Society & Business Roundtable
Institute for Corporate Ethics, 2007). Literature shows that there is often a gap between trust levels of a particular company or
organisation and the institutional level of businesses, e.g. the financial sector, the energy sector or retailing (Harris & Wicks, 2010).

A key antecedent of trustworthiness is organisational openness and transparency (Albu & Flyverbom 2019; Edelman, 2007;
Schnackenberg & Tomlinson, 2016). Transparency includes several dimensions: sharing substantial information, allowing stakeholders to
participate in information decisions, providing information that holds the organisation accountable and being open. All these dimensions
contribute to building trust (Rawlins, 2007). At the same time, transparent communication is often used as a buzzword and is difficult to
achieve in practice (Christensen, 2002; Christensen & Cornelissen, 2015; Thakor, 2015). Many issues like strategies and internal processes
are well-kept secrets, and others like political standpoints of the top management might have controversial effects when debated openly.

The ECM 2019 asked communication professionals about the challenges they encounter when trying to build trust and transparency
for organisations. The results show that enhancing trust with stakeholders is a key goal for practitioners in their daily work. When
comparing different trust objects, enhancing trust in the organisation and/or its brands is mentioned most often (by 89.3 per cent).
Enhancing trust on the institutional level of the market, business or sector ranks second (82.0 per cent), and enhancing trust in
organisational leaders comes third (79.1 per cent). Interestingly sector-specific trust seems to be more important than several years ago,
when the monitor explored the issue for the first time (Zerfass et al., 2011, p. 77).

Practitioners report that transparency, defined as telling what you know and disclosing contexts, is the most difficult to achieve and
therefore the biggest challenge of trust-building communication. Most respondents (71.0 per cent) think that this is sometimes, often or
always challenging. Being knowledgeable and being ethical are considered less problematic.

The study shows why it is hard to communicate transparently in the world of business and organisations. Practitioners find it most
difficult to communicate transparently about the political stance of their leadership team (41.1 per cent think this is difficult) and about
internal processes and workflows (35.1 per cent). Being transparent about employees or members and top-level strategies is also tough
(reported by 24.2 / 23.6 per cent). According to the respondents, it is much easier for organisations to be transparent about their purpose,
mission and vision (only 7.7 per cent think this is difficult) and about their products and services (10.9 per cent). An overall Transparency
Index based on ten different items shows that organisations from Northern Europe find it less difficult to be transparent than
organisations from other parts of Europe.

To conclude, the results show that transparent communication is not easy to achieve for organisations — both about aspects
belonging to what the Committee for Economic Development (1971) called the outer circle of social responsibility of organisations (their
role in society) and about aspects of their inner circle of responsibility, i.e. the efficient execution of economic tasks. It seems especially
difficult to be transparent about strategies and processes used to reach organisational goals.
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Enhancing trust by stakeholders is a key goal for communication professionals —
and mainly focused on the organisation and its brands

Goals in the daily work of communication professionals

Enhance trust in our market, business or sector of society _ 82.0%
Enhance trust in leaders of my organisation _ 79.1%

Enhance trustin .| 2019 | 2011 | 8

[
37.9% Organisation/brands 89.3% 93.2% -4.9

rate “building and maintaining trust”
as one of the top three strategic issues
for communications until 2022 Leaders 79.1% 79.3% -0.2

Markets 82.0% 76.8% +5.2

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,689 communication professionals. Q 5: Communication management may strive to gain

stakeholders’ trust on different levels. How relevant are each of the following goals in your daily work? Zerfass et al. 2011 / n =1,450 / Q 9. Scale 1 (Not relevant)
— 5 (Very relevant). Percentages: Frequency based on scale points 4-5. Q 8: Which issues will be most important for communication management/PR within the next 40

three years from your point of view? Please pick exactly 3 items. Percentages: Frequency based on selection as Top-3 issue.
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Trust-building for leaders is practised most intensively in joint stock companies
and government-owned, public sector and political organisations

Goals in the daily work of communication professionals

90.6%

89.7%

Enhance trust in my organisation and/or its brands 88.4%
90.3%

88.1%

84.6%

82.1%
Enhance trust in our market, business or sector of

society
83.1%

81.6%

84.8% M Joint stock companies

M Private companies
Enhance trust in leaders of my organisation ** 80.8% B Governmental organisations
B Non-profit organisations

% Consultancies & Agencies

stakeholders’ trust on different levels. How relevant are each of the following goals in your daily work? Scale 1 (Not relevant) — 5 (Very relevant).

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,689 communication professionals. Q 5: Communication management may strive to gain
41
Percentages: Frequency based on scale points 4-5. ** Highly significant differences (chi-square test, p < 0.01).
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Focus of trust-building communication across Europe

Enhance trust in | Enhance trust in our | Enhance trust Enhance trust in | Enhance trust in our | Enhance trust
my organisation | market, business or | in leaders of my organisation | market, business or |in leaders of my
and/or its brands | sector of society | my organisation and/or its brands| sector of society organisation
91.0% 80.6% 81.3% 96.2% 86.5% 92.5%
88.2% 81.6% 83.1% Portugal 95.1% 92.6% 86.4%
91.8% 81.6% 84.7% Italy 85.7% 78.6% 73.2%
84.8% 74.2% 72.7% 92.3% 85.7% 83.5%
91.5% 81.8% 68.8% 86.8% 78.1% 82.5%
Netherlands 91.9% 81.6% 75.7% 89.1% 89.1% 82.4%
United o o o o o o
Kingdom 94.2% 83.6% 81.9% Turkey 85.3% 75.0% 80.9%
94.2% 90.4% 80.8% 83.9% 78.6% 69.6%
Czech
Sweden 94.2% 83.7% 79.8% Republic 87.5% 83.3% 66.7%
88.2% 87.1% 77.6% 81.1% 77.0% 77.0%
90.6% 87.5% 79.2% 82.0% 80.0% 78.0%

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,420 communication professionals from 22 countries. Q 5: Communication management may
strive to gain stakeholders’ trust on different levels. How relevant are each of the following goals in your daily work? Scale 1 (Not relevant) —5 (Very relevant).
Percentages: Frequency based on scale points 4-5.
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Challenges of trust-building communication:
Transparency is most difficult to achieve

Challenges when communicating with stakeholders

Being transparent
(telling what you know and disclosing contexts)

Being knowledgeable
(based on facts and focused on problem-solving)

Being ethical
(adhering to moral and normative expectations)

0% 1 Never or seldom M Sometimes B Often or always 100%
challenging (scale 1-2) challenging (scale 3) challenging (scale 4-5)

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,689 communication professionals. Q 6: Building trust through communication can be difficult.

Previous research shows that communication needs to be based on knowledge, and it should be transparent and ethical, too. This is sometimes not easy to

achieve. Based on your experience, how challenging is it to meet the following aspects when communicating with stakeholders? Scale 1 (Never challenging) —
5 (Always challenging).
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Practitioners working in governmental organisations and joint-stock companies

find it especially hard to be transparent

Challenges when communicating with stakeholders

Being transparent
(telling what you know and disclosing contexts) **

Being knowledgeable
(based on facts and focused on problem-solving) **

Being ethical
(adhering to moral and normative expectations) **

46.5%

47.4%

45.9%

48.5%

51.2%

M Joint stock companies

M Private companies

B Governmental organisations
B Non-profit organisations

% Consultancies & Agencies

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,689 communication professionals. Q 6: Building trust through communication can be difficult.

achieve. Based on your experience, how challenging is it to meet the following aspects when communicating with stakeholders? Scale 1 (Never challenging) —

Previous research shows that communication needs to be based on knowledge, and it should be transparent and ethical, too. This is sometimes not easy to -
44

5 (Always challenging). Frequency based on scale points 4-5. ** Highly significant differences (chi-square test, p < 0.01).
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Team members and consultants are more concerned about being transparent and
knowledgeable than communication leaders

Challenges when communicating with stakeholders

45.1%

Being transparent

(telling what you know and disclosing contexts) * 47.6%

49.3%

Being knowledgeable
(based on facts and focused on problem-solving) **

B Head of communication /

. ' Agency CEO
Being ethical .Ug'uyd /

. . ' o nit leaaer
(adhering to moral and normative expectations) Team leader

B Team member /
Consultant

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,514 communication professionals. Q 6: Building trust through communication can be difficult.

Previous research shows that communication needs to be based on knowledge, and it should be transparent and ethical, too. This is sometimes not easy to

achieve. Based on your experience, how challenging is it to meet the following aspects when communicating with stakeholders? Scale 1 (Never challenging) —
5 (Always challenging). Frequency based on scale points 4-5. ** Highly significant differences (chi-square test, p < 0.01). * Significant differences (chi-square test, p < 0.05).
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Transparency in communications

How difficult it is for organisations to be transparent about relevant topics

Political stance of the leadership team 33.1% 25.8% 41.1%

Internal processes and workflows 32.0% 32.9% 35.1%

Top-level strategies (e.g. corporate/organisational, business) 52.1% 23.8% 24.2%

Employees/members and leadership practices 44.3% 32.0% 23.6%

Impact on society at large 54.7% 24.0% 21.4%

Functional strategies (e.g. HR, IT, service, branding) 47.4% 32.2% 20.4%

Governance and culture 55.0% 25.0% 20.0%

Impact on the market, business or sector of society 56.8% 25.9% 17.3%

Products or services 68.7% 20.4% 10.9%

Purpose, mission, and vision 83.0% 9.2% 7.7%

Transparency and trust 0%  m Notorslightly difficult W Fairly difficult W (Very) difficult  100%
in professionals (scale 1-2) (scale 3) (scale 4-5)

Respondents experiencing less difficulties
with being transparent report a higher level
of trust in themselves and their departments

might not be accessible to communication professionals, and some facts may not be suitable for sharing publicly. How difficult is it for your organisation to be

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,596 communication professionals. Q 7: Transparency can enhance trust. But some information
46
transparent about: ... Scale 1 (Not difficult) — 5 (Very difficult).
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Companies find it especially hard to be transparent about the political mindset of
top executives, internal management systems and strategies

How difficult it is for organisations to be transparent about relevant topics

Political stance of the leadership team *

Internal processes and workflows **

Top-level strategies (e.g. corporate/organisational, business) **
Employees/members and leadership practices **

Impact on society at large **

Functional strategies (e.g. HR, IT, service, branding strategies)
Governance and culture **

Impact on the market, business or sector of society *

10.9% B Companies
i 11.3%
Products or services 9-4‘?1 3% B Governmental organisations
8.0% B Non-profit organisations
Purpose, mission, and vision ** 6 3003%
7.6% I Consultancies & Agencies

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,596 communication professionals. Q 7: Transparency can enhance trust. But some information

might not be accessible to communication professionals, and some facts may not be suitable for sharing publicly. How difficult is it for your organisation to

be transparent about: ... Scale 1 (Not difficult) — 5 (Very difficult). Frequency based on scale points 4-5. ** Highly significant differences (chi-square test,
p < 0.01). * Significant differences (chi-square test, p < 0.05).
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Communication leaders see less difficulties for organisations to be transparent —

probably due to information differences between role levels

How difficult it is for organisations to be transparent about relevant topics

Political stance of the leadership team

3.15

SV/‘/ 3.18

Internal processes and workflows * 2.9

/
3.07
3.08

Top-level strategies (e.g. corporate/organisational, business) ** 2.53

Employees/members and leadership practices **

74 2.
2.92.64 /667

Impact on society at large **

2.41 { 2.67//) 2.69

Functional strategies (e.g. HR, IT, service, branding) *

29)249 (/63

Governance and culture **

2.26 < 2.49 } > 2.61

Impact on the market, business or sector of society **

2.44
2.34 2.51

1.99

Products or services * 510
2.09 2

Purpose, mission, . ’//

—e— Head of communication /
Agency CEO

—o—Unit leader /
Team leader

—e—Team member /
Consultant

1 n

and vision ** 163 169
(1) Not difficult

(3) Very difficult (5)

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,430 communication professionals. Q 7: Transparency can enhance trust. But some information

might not be accessible to communication professionals, and some facts may not be suitable for sharing publicly. How difficult is it for your organisation to
be transparent about: ... Scale 1 (Not difficult) — 5 (Very difficult). Mean values. ** Highly significant differences (Kendall rank correlation, p < 0.01).

* Significant differences (Kendall rank correlation, p < 0.05).
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Transparency index for communications:
Organisations from Northern Europe find it less difficult to be transparent

Germany (2.60)

Transparency Index

= Range 1.00-5.00

= Higher values indicate more
difficulties to be transparent

W Western Europe
m Northern Europe
m Southern Europe
m Eastern Europe
Spain (2.46) P

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,269 communication professionals from 22 countries. Q 7: Transparency can enhance trust.
But some information might not be accessible to communication professionals, and some facts may not be suitable for sharing publicly. How difficult is it

for your organisation to be transparent about: ... Scale 1 (Not difficult) — 5 (Very difficult). Index based on mean values for all 10 items listed on p. 46. 49
Highly significant differences between countries (ANOVA, p < 0.01).
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Transparency in communications in Western and Northern Europe

Political Internal | Top-level | Employees/ | Impact on | Functional | Governance | Impact on Products | Purpose,
stance of [ processes | strategies | members | society at | strategies and the market, or mission,
the leader- | and work- and large culture business or | services and
ship team flows leadership sector of vision
practices society

43.0% 43.0% 26.2% 28.2% 25.5% 24.2% 18.1% 18.1% 8.7% 7.4%
34.4% 35.9% 29.7% 21.1% 27.3% 17.2% 14.1% 15.6% 9.4% 8.6%
45.8% 38.5% 26.0% 22.9% 29.2% 28.1% 19.8% 21.9% 8.3% 12.5%
35.4% 52.3% 32.3% 35.4% 29.2% 32.3% 29.2% 21.5% 12.3% 12.3%
44.6% 41.7% 23.2% 23.2% 27.4% 23.8% 25.6% 21.4% 7.7% 7.7%
\WEGERENRY 51.9% 36.3% 19.3% 23.0% 23.7% 17.0% 24.4% 20.0% 11.9% 7.4%
Ei?]lgggm 47.6% 34.5% 15.5% 18.5% 22.6% 17.3% 14.3% 16.7% 10.7% 4.8%
35.3% 29.4% 21.6% 35.3% 15.7% 9.8% 19.6% 15.7% 19.6% 11.8%
36.6% 22.8% 22.8% 17.8% 9.9% 18.8% 9.9% 6.9% 4.0% 3.0%
27.4% 28.6% 15.5% 20.2% 10.7% 10.7% 14.3% 11.9% 2.4% 1,.2%
34.0% 34.0% 13.8% 23.4% 12.8% 16.0% 21.3% 13.8% 8.5% 7.4%

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,269 communication professionals from 22 countries. Q 7: Transparency can enhance trust.
But some information might not be accessible to communication professionals, and some facts may not be suitable for sharing publicly. How difficult is it
for your organisation to be transparent about: ... Scale 1 (Not difficult) — 5 (Very difficult). Frequency based on scale points 4-5.
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Transparency in communications in Southern and Eastern Europe

Political Internal | Top-level | Employees/ | Impact on | Functional | Governance | Impacton | Products | Purpose,
stance of [ processes | strategies | members [ society at | strategies and the market, or mission,
the leader- [ and work- and large culture business or | services and
ship team flows leadership sector of vision
practices society
45.4%  37.7%  269%  269%  21.5%  14.6%  21.5% 12.3%  10.0%  4.6%
41.3% 32.5% 28.8% 22.5% 25.0% 21.3% 28.8% 18.8% 10.0% 8.8%
Italy 46.2% 39.7% 29.5% 31.4% 23.7% 26.9% 21.8% 17.3% 14.7% 10.3%
36.0% 29.2% 23.6% 23.6% 11.2% 13.5% 13.5% 13.5% 5.6% 7.9%
43.0% 29.9% 25.2% 24.3% 18.7% 23.4% 21.5% 17.8% 8.4% 4.7%
34.5% 30.1% 24.8% 15.0% 18.6% 21.2% 20.4% 15.0% 8.0% 6.2%
55.9% 32.4% 30.9% 19.1% 20.6% 22.1% 23.5% 13.2% 16.2% 7.4%
45.1% 41.2% 23.5% 29.4% 23.5% 33.3% 31.4% 25.5% 21.6% 9.8%
Eiiijhblic 44.7% 40.4% 34.0% 23.4% 25.5% 31.9% 14.9% 23.4% 19.1% 12.8%
36.1% 28.3% 29.8% 22.9% 23.9% 23.4% 24.4% 23.4% 17.6% 14.1%
36.7% 28.6% 22.4% 18.4% 16.3% 10.2% 12.2% 18.4% 16.3% 6.1%

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,269 communication professionals from 22 countries. Q 7: Transparency can enhance trust.
But some information might not be accessible to communication professionals, and some facts may not be suitable for sharing publicly. How difficult is it
for your organisation to be transparent about: ... Scale 1 (Not difficult) — 5 (Very difficult). Frequency based on scale points 4-5.




Strategic issues
for the profession




One of the key questions in every edition of the European Communication Monitor since 2007 has been the question about what
professionals perceive as the most important strategic issues for communication management. Last year, for the first time, trust and
building and maintaining it was considered as the most important topic. This year it prolongs its leading position and stays the number one
issue for the field until 2022. 37.9 per cent of the respondents picked it as one of the top three issues. The sections about trust and
building it in this report can deepen the understanding of this issue and give answers to communication professionals about how to
improve trust.

The second most important issue this year, mentioned by 32.5 per cent, is dealing with the speed and volume of information flow,
followed closely by exploring new ways of creating and distributing content (31.6 per cent approval). Both topics are new in the top three.
They replace the challenges of digitalisation and the social web (last year number three, now number five picked by 29.8 per cent) and
linking business strategy and communication (last year’s number two and now number eight with only 23.6 per cent approval). This is a
remarkable drop since the strategic alignment of communication has been in the top three since 2007 (Tench et al., 2017, pp. 120-123).

Apparently, the erosion of trust and the changing media landscape are now experienced as more pressing than goal orientation — or
respondents have seen large improvements here during the last months. At the same time, the need to strengthen the role of the
communication function in supporting managerial decisions is mentioned as one of the most important issues by 26.5 per cent of the
respondents, which is only slightly less than last year (Zerfass et al., 2018, p. 46).

A more detailed analysis reveals some striking differences between countries and types of organisations. Practitioners working in non-
profits believe to a much larger extent that enhancing trust, content creation and distribution, and the need to manage more audiences
and channels with limited resources is a top issue. Communication professionals working in companies, on the other hand, are much more
focused on coping with the rising information flow, digital trends, and social responsibility. Agility is much demanded in governmental
organisations, and agencies are strong believers of the use of big data for communications.

Another interesting insight is the convergence of digital issues that have been rated as a top priority for the profession. Either dealing
with the social web (in 2015, 2017, 2018) or with the rising information flow (in 2014, 2016, 2019) were the top digital issue during the
last years. However, the use of algorithms and big data is gaining in importance with 28.3 per cent approval in 2019. Overall, all four digital
issues in the list have been picked by approximately three out of ten respondents.

The rise of digital challenges and of trust raises the question how both developments are intertwined. Does the new media landscape
contribute to less trust in organisations, or can digital communication create opportunities to enhance trust? Concepts like mediatisation,
datafication, and strategizing are aspects of excellent communication (Tench et al., 2017) that can help to address this question.
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Most important strategic issues for communication management until 2022

Building and maintaining trust 37.9%
Dealing with the speed and volume of information flow 32.5%
Exploring new ways of creating and distributing content 31.6%

Matching the need to address more audiences and

0,
channels with limited resources 30.3%

Coping with the digital evolution and the social web 29.8%

Using big data and/or algorithms for communication 28.3%

Strengthening the role of the communication function in

0,
supporting top-management decision making 26.5%

Linking business strategy and communication 23.6%

Dealing with sustainable development and social

[v)
responsibility 21.9%

Dealing with the demand for more transparency and

. . 19.0%
active audiences

Transforming the communication function to be more

o)
agile and flexible 18.6%

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,689 communication professionals. Q 8: Which issues will be most important for communication 54
management/PR within the next three years from your point of view? Please pick exactly 3 items. Percentages: Frequency based on selection as Top-3 issue.
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Long-term development of strategic issues for communication management

60%
54.9%
53.7%
0,
>0% 48.9% 47.3%
o 45.4%
45.6% 23,65 40.0%
[3-4% 45.0%
40.4%
. 39.5%
40% \/ 37.2% 37.2% 36.8%
9 36.8%
36.3%N\ 3559 s N 2 0% 37.5% N 37.9%
36.7% —
30.4% 34.6% Q 34.9% \33 N 34.9% \ 30.3%
% % 33.4% 8% 5 0
30% Al 33.1% 32.2% 32.8% 32.1% 29 89,
30.5% 32.8% 30.1% 28.3%
28.9%
23.6%
20% 21.9%
19.0%
== Building and maintaining trust 16.3% 16.5%
Coping with the digital evolution and the social web 15.4%
10% | ====Matching the needto address more audiences and channels with limited resources
= | inking business strategy and communication
== Dealing with sustainable development and social responsibility
- Dealing with the demand for more transparency and active audiences
= Jsing big data and/or algorithms for communication
0% T T T T T T T T T T T 1
2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,689 communication professionals (Q 8) / Zerfass et al. 2018 / n = 3,096 (Q 6); Zerfass et al. 2017 /
n = 3,387 (Q 5); Zerfass et al. 2016 / n = 2,710 (Q 9); Zerfass et al. 2015 / n = 2,253 (Q 5); Zerfass et al. 2014 / n = 2,777 (Q 16); Zerfass et al. 2013 / n=2,710
(Q 6); Zerfass et al. 2012 / n = 2,185 (Q 9); Zerfass et al. 2011 / n = 2,209 (Q 6); Zerfass et al. 2010 / n= 1,955 (Q 7); Zerfass et al. 2009 / n = 1,863 (Q 12);
Zerfass et al. 2008 / n = 1,524 (Q 6); Zerfass et al. 2007 / n = 1,087 (Q 6). Q: Which issues will be most important for communication management/PR

within the next three years from your point of view? Please pick exactly 3 items. Percentages: Frequency based on selection as Top-3 issue.
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Digital challenges rated as a Top-3 issue for communications during the last years

2018

M Dealing with the speed and volume of information flow

B Coping with the digital evolution and the social web

B Matching the need to address more audiences and channels with limited resources
B Using big data and/or algorithms for communication

2019

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,689 communication professionals (Q 8) / Zerfass et al. 2018 / n = 3,096 (Q 6); Zerfass et al. 2017 /
n = 3,387 (Q 5); Zerfass et al. 2016 / n = 2,710 (Q 9); Zerfass et al. 2015 / n = 2,253 (Q 5); Zerfass et al. 2014 / n = 2,777 (Q 16). Q: Which issues will be most

important for communication management/PR within the next three years from your point of view? Please pick exactly 3 items. Percentages: Frequency based
on selection as Top-3 issue.
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Relevance of strategic issues differs between types of organisations

Building and maintaining trust i 12 8%
Dealing with the speed and volume of information flow

Exploring new ways of creating and distributing content

Matching the need to address more audiences and channels with
limited resources

Coping with the digital evolution and the social web

Using big data and/or algorithms for communication

Strengthening the role of the communication function in
supporting top-management decision making

Linking business strategy and communication

Dealing with sustainable development and social responsibility

Dealing with the demand for more transparency and active = Companies

audiences = Governmental organisations

Transforming the communication function to be more agile and B Non-profit organisations

flexible

22.4%

19.1% 1 Consultancies & Agencies

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,689 communication professionals. Q 8: Which issues will be most important for communication
management/PR within the next three years from your point of view? Please pick exactly 3 items. Percentages: Frequency based on selection as Top-3 issue.
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Perceived relevance of strategic issues until 2022 in Western and Northern Europe

Building and Dealing with the | Exploring new ways [ Matching the need | Coping with the Using big data
maintaining trust | speed and volume of creating and to address more digital evolution and/or algorithms

of information flow | distributing content audiences and and the social web | for communication
channels with
limited resources

34.2% 36.1% 29.7% 31.0% 25.8% 31.0%
35.3% 40.4% 30.1% 43.4% 33.1% 25.7%
29.6% 37.8% 33.7% 42.9% 34.7% 27.6%
21.2% 36.4% 25.8% 33.3% 34.8% 22.7%
33.0% 33.0% 31.3% 38.6% 30.7% 27.8%

Netherlands 43.4% 20.6% 25.0% 23.5% 15.4% 35.3%

E{;’;ggm 34.5% 33.9% 28.7% 31.6% 31.6% 21.6%
42.3% 28.8% 28.8% 26.9% 36.5% 28.8%
43.3% 24.0% 22.1% 32.7% 25.0% 24.0%
32.9% 35.3% 25.9% 30.6% 25.9% 32.9%
47.9% 26.0% 28.1% 28.1% 20.8% 28.1%

for communication management/PR within the next three years from your point of view? Please pick exactly 3 items. Percentages: Frequency based on selection

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,420 communication professionals from 22 countries. Q 8: Which issues will be most important
) 58
as Top-3 issue.
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Perceived relevance of strategic issues until 2022 in Southern and Eastern Europe

Building and Dealing with the Exploring new ways | Matching the need Coping with the Using big data
maintaining trust | speed and volume of creating and to address more digital evolution and/or algorithms
of information flow | distributing content audiences and and the social web | for communication
channels with
limited resources

39.8% 28.6% 29.3% 23.3% 24.1% 33.8%
39.5% 38.3% 33.3% 22.2% 28.4% 28.4%
42.3% 29.8% 35.1% 32.1% 26.2% 23.8%
49.5% 38.5% 34.1% 27.5% 30.8% 23.1%
33.3% 30.7% 42.1% 28.1% 28.9% 25.4%
34.5% 32.8% 46.2% 30.3% 32.8% 26.1%
26.5% 22.1% 39.7% 22.1% 41.2% 52.9%
37.5% 37.5% 32.1% 14.3% 37.5% 39.3%

EZ‘;%hb“ . 31.3% 39.6% 47.9% 31.3% 31.3% 31.3%
48.8% 31.3% 31.3% 24.4% 30.0% 24.4%
38.0% 34.0% 28.0% 32.0% 42.0% 24.0%

for communication management/PR within the next three years from your point of view? Please pick exactly 3 items. Percentages: Frequency based on selection

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,420 communication professionals from 22 countries. Q 8: Which issues will be most important
) 59
as Top-3 issue.



Artificial Intelligence in
communications



Strategic communication is entering a new stage with the introduction of Artificial Intelligence (Al). Al comprises flexible decision-making
processes and actions of software-driven agents. They adapt to changing goals and unpredictable situations, learn from experience, and
are based on technologies like natural language processing, data retrieval, knowledge representation, semantic reasoning, and machine
learning (Makridakis, 2017; Poole & Mackworth, 2017; Russell & Norvig, 2016). Virtual and physical worlds are merging, and we are
entering The Fourth Industrial Revolution (Schwab, 2016). This has major implications for the professional communication of organisa-
tions, as humans (e.g. communication practitioners) might be replaced or supported by software agents and devices (Gensch, 2019;

Galloway & Swiatek, 2018).
The ECM 2019 is the first large-scale survey to explore the personal adoption, knowledge and perceptions of Al among communica-

tion practitioners. Three quarters of the respondents (77.3 per cent) think that Al will change the communication profession as a whole.
At the same time, every third respondent believes that the routine work of their department or agency (33.2 per cent) and the individual
job (37.0 per cent) will rarely be impacted. The perceived impact differs significantly between countries. Practitioners in Norway, Finland
and Bulgaria expect the strongest impact on the departmental level, while their peers in Turkey, Portugal and Serbia fear or hope for more
changes of their personal work routines. It is surprising and worrying how few communication professionals in Europe use intelligent
assistants or devices at home and in the office today (e.g. Siri, Amazon Echo with Alexa) — only 13.3 per cent. Nevertheless, there is no
significant correlation between the personal adoption of Al and the knowledge about the concept. The survey tested whether communi-
cation practitioners understand what Artificial Intelligence is about by asking respondents to evaluate eight different statements. Four of
them were correct and four incorrect. In total 15.4 per cent of the practitioners have proven to be Al experts by classifying at least seven
items properly. The largest portion of experts can be found in Finland, Sweden and Germany.

It is also extremely telling what practitioners see as the most relevant challenges for using Al in communications. 56.2 per cent state
that it is difficult to secure competencies of communication practitioners, followed by 54.7 per cent who believe that information
technology, budgets or responsibilities (organisational infrastructure) are important hurdles. Surprisingly, only one third (34.8 per cent)
thinks that societal infrastructure like highspeed internet or legal rules will be a difficult challenge. The communication profession has
obviously a serious problem with human capital in the area of Artificial Intelligence. It is therefore not surprising that practitioners see
organisational struggles with varied staff competencies as the major risk associated with the introduction of Al in communications.
Surprisingly there is something that can be called an “Al divide” (contrary to the “digital divide”) between generations: communication
practitioners in their twenties see the future of Al less positively than older colleagues, as they fear more risks.

An overall assessment of the perceived impact and risk of Al in a two-dimensional space identifies several types of communication
practitioners. The largest group expects that Al will impact the profession strongly with low risks (29.2 per cent). At the same time, 14.7
per cent clearly believe in a strong impact and many risks. It will be necessary to track the future development closely, as Al is entering
the communication field at a fast pace.
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Three out of four communicators believe that Al will change the profession,
but 37 per cent state that their daily work will not be affected

Artificial Intelligence will have impact on ...

The profession of public relations and
communications as a whole

The way our department/agency works

The way | personally work

0% m (Very) low impact B Impact B (Very) high impact 100%

(scale 1-2) (scale 3) (scale 4-5)

for example in language-based assistants (Apple Siri, Amazon Alexa) and algorithms used on news sites and e-commerce platforms. This might also impact

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,566 communication professionals. Q 9: Artificial Intelligence is becoming part of everyday life,
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communications. In your opinion, how much impact will Artificial Intelligence have on ... Scale 1 (Very low impact) — 5 (Very high impact). -
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Communication professionals working in joint stock companies expect the
strongest impact of Al on organisational and personal practices

Artificial Intelligence will have impact on ...

The profession of public relations and

. . 56.4%
communications as a whole ** ’
54.2%
The way our department/agency works
37.1% M Joint stock companies

M Private companies
The way | personally work ** 35.8% ® Governmental organisations
B Non-profit organisations

7 Consultancies & Agencies

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,566 communication professionals. Q 9: Artificial Intelligence is becoming part of everyday life,

for example in language-based assistants (Apple Siri, Amazon Alexa) and algorithms used on news sites and e-commerce platforms. This might also impact
communications. In your opinion, how much impact will Artificial Intelligence have on ... Scale 1 (Very low impact) — 5 (Very high impact). Frequency based
on scale points 4-5. ** Highly significant differences (chi-square test, p < 0.01).
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Communication leaders predict a stronger change of communications through Al
on the macro, meso and micro level than unit leaders and team members

Artificial Intelligence will have impact on ...

The profession of public relations and
o 333 9 333 3.46
communications as a whole *
The way our department/agency works ** 2.94 3.029 311
/ —e—Team member / Consultant

The way | personally work * 2.85 2.97 —=—Unit leader / Team leader

291 —e—Head of communication / Agency CEO
(1) Very low impact (3) Very high impact (5)

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,405 communication professionals. Q 9: Artificial Intelligence is becoming part of everyday life,

for example in language-based assistants (Apple Siri, Amazon Alexa) and algorithms used on news sites and e-commerce platforms. This might also impact
communications. In your opinion, how much impact will Artificial Intelligence have on ... Scale 1 (Very low impact) — 5 (Very high impact). Mean values.
** Highly significant differences (Kendall rank correlation, p < 0.01). * Significant differences (Kendall rank correlation, p < 0.05).
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Perceived impact of Artificial Intelligence across Europe

The profession of The way our The way | The profession of The way our The way |
public relations department/ personally public relations department/ personally
and communication | agency works ** work ** and communication | agency works ** work **
as a whole as a whole
51.0% 38.3% 37.6% 48.8% 41.7% 37.0%
41.9% 34.9% 28.7% Portugal 59.0% 42.3% 42.3%
49.0% 29.2% 29.2% Italy 45.1% 41.4% 34.0%
49.2% 36.9% 36.9% 41.4% 35.6% 31.0%
55.8% 36.4% 32.1% 40.7% 32.4% 34.3%
Netherlands 60.2% 44.4% 37.6% 49.1% 35.5% 40.0%
United o o o K o o o
Kingdom 54.9% 35.8% 34.0% Turkey 50.0% 43.9% 42.4%
46.9% 32.7% 26.5% 45.3% 18.9% 18.9%
Sweden 49.5% 32.0% 30.9% [k 42.6% 29.8% 21.3%
. (o] . (o] . (o] Republlc . (o] . (o] . (o]
63.9% 48.2% 34.9% 54.2% 44.8% 37.9%
65.6% 46.2% 38.7% 50.0% 47.9% 39.6%

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,310 communication professionals from 22 countries. Q 9: Artificial Intelligence is becoming

part of everyday life, for example in language-based assistants (Apple Siri, Amazon Alexa) and algorithms used on news sites and e-commerce platforms.

This might also impact communications. In your opinion, how much impact will Artificial Intelligence have on ... Scale 1 (Very low impact) — 5 (Very high impact).
Frequency based on scale points 4-5. ** Highly significant differences (chi-square test, p < 0.01).
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Personal experiences with Al among communication professionals in Europe:
Only a minority is already using intelligent assistants or devices

Al adopters

Communication practitioners using

= intelligent assistants on their smartphones and
= intelligent devices in their home or office

Al adopters
13.3%

Other communication
practitioners
86.7%

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,689 communication professionals. Q 29: Do you use intelligent assistants on your smartphone

(e.g. Siri, Google Assistant)? Yes / No / | don’t know/not available to me. Q 30: Do you use intelligent devices in your home or office (e.g. Amazon Echo with
Alexa, Google Home, Apple HomePod)? Yes / No / | don’t know/not available to me.
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Al adopters expect significantly higher overall impact on all operational levels
compared to peers that do not use intelligent assistants and devices

Artificial Intelligence will have impact on ...

57.1%
The profession of public relations and

communications as a whole **

49.7%
The way our department/agency works **

49.4%
The way | personally work **

Al adopters

B Other communication professionals

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,566 communication professionals. Q 9: Artificial Intelligence is becoming part of everyday life,

for example in language-based assistants (Apple Siri, Amazon Alexa) and algorithms used on news sites and e-commerce platforms. This might also impact
communications. In your opinion, how much impact will Artificial Intelligence have on ... Scale 1 (Very low impact) — 5 (Very high impact). Frequency based on
scale points 4-5. ** Highly significant differences (chi-square test, p < 0.01).



EUROPEAN COMMUNICATION MONITOR 2019

Personal knowledge about Al among communication professionals:
A small portion can be considered experts in the field

15.4% Al experts 7.1% Al greenhorns Al adoption and Al expertise
= Communicators surveyed that have = Communicators surveyed that = No significant correlation

classified at least seven defining have skipped this question or * 13.7% of early adopters are experts
elements correctly the whole Al topic = 15.7% of other practitioners are experts

How communication professionals define Artificial Intelligence

Decisions and actions by software-driven agents 76.1%
Learning from experience

Computer-assisted activities by humans

Adapting to changing goals and unpredictable situations

Processing natural language

Understanding emotions

Owning all human abilities
M Correct definition

Experiencing feelings 6.6% B Wrong definition

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,498 communication professionals. Q 10: The term “Artificial Intelligence” is characterised in
various ways. Please pick all definitions which you think are appropriate. Artificial Intelligence refers to ... Percentages: Frequency based on selection.
Al Experts: 15.4% of the overall sample and 16.6% of those who have selected definitions. The largest portion (38.6%) has classified 5 of 8 items correctly.
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Al experts among communication professionals in key countries

Experts are identified based on their personal knowledge about Artificial Intelligence

Germany
Austria
Switzerland
France
Belgium
Netherlands
United Kingdom
Ireland
Sweden
Norway
Finland
Spain
Portugal
Italy
Slovenia
Croatia
Serbia
Turkey
Poland
Czech Republic
Romania
Bulgaria

0%

24.5% 75.5%

84.6%

80.6%
83.3%

85.8%
86.0%

84.8%

90.4%

9.2% 90.8%
- ______________________________________________________________________________________________________
10.0% 90.0%
I 1
H Al experts M Other communication professionals

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,420 communication professionals from 22 countries. Q 10: The term “Artificial Intelligence”
is characterised in various ways. Please pick all definitions which you think are appropriate. Al Experts are communicators surveyed that have classified at
least seven defining elements correctly; see page 68 for details.

100%
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Challenges for implementing Al in communications

How difficult is it to secure the following requirements for using Al in communications?

Competencies of communication practitioners to use Al 28.9% 14.9%
Organisational infrastructure (e.g. IT, budgets, responsibilities) 26.1% 19.3%
Acceptance by users and external stakeholders 35.3% 17.0%
Motivation of communication practitioners to use Al 30.4% 23.7%
Support by top management, leaders, and clients 31.8% 25.0%
Societal infrastructure (e.g. highspeed internet, legal rules) 30.0% 35.2%
m (Very) difficult Fairly difficult Notorslightly difficult

Artificial Intelligence (Al)
= flexible decision-making processes and actions of software-driven agents.

They adapt to changing goals and unpredictable situations, learn from experience, and are based on technologies like natural
language processing, data retrieval and knowledge representation, semantic reasoning, and machine learning.

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,566 communication professionals. Q 11: Artificial Intelligence (Al) can be described as flexible
decision-making processes and actions of software-driven agents. They adapt to changing goals and unpredictable situations, learn from experience, and are

based on technologies like natural language processing, data retrieval and knowledge representation, semantic reasoning, and machine learning.

Taking this definition into account and thinking of your organisation, how difficult is it to secure the following requirements for using Al in communications?
Scale 1 (Not difficult) — 5 (Very difficult). Frequency based on scale points 1-2 (not or slightly difficult), 3 (fairly difficult), 4-5 (difficult or very difficult).
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Non-profits rate organisational challenges for implementing Al higher;
motivation of practitioners is a strong concern in agencies

Perceived difficulty to secure the following requirements for using Artificial Intelligence

57.8%

Competencies of communication practitioners

58.8%
to use Al

60.4%

Organisational infrastructure

(e.g. IT, budgets, responsibilities) ** 58.1%

62.9%

M Joint stock
companies

M Private
companies

Motivation of communication practitioners
to use Al **

B Governmental
organisations

B Non-profit
organisations

Support by

top management, leaders, and clients .
50.9% Consultancies &

Agencies

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,566 communication professionals. Q 11: Artificial Intelligence (Al) can be described as flexible
decision-making processes and actions of software-driven agents. They adapt to changing goals and unpredictable situations, learn from experience, and are

based on technologies like natural language processing, data retrieval and knowledge representation, semantic reasoning, and machine learning.

Taking this definition into account and thinking of your organisation, how difficult is it to secure the following requirements for using Al in communications?
Scale 1 (Not difficult) — 5 (Very difficult). Frequency based on scale points 4-5. ** Highly significant differences (chi-square test, p < 0.01).
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Challenges for implementing Al in communications across Europe

Perceived difficulty to secure the following requirements for using Artificial Intelligence

Germany

=

2

Belgium

Bulgaria (3.7813.46|3.34|3.38) Austria
(3.23]3.17]2.94]2.81) (3.57]3.58|3.24]2.93)
Romania Switzerland
(3.21]3.3213.17]2.83) (3.5913.34|3.240|3.01)
Czech Republic France
(3.53]3.34]3.28]2.68) ‘/‘ ~ (3.8813.57|3.68| 3.28)
/ \§§

Poland
<~
2

(3.7413.53|3.57|2.62) '
Turkey . '
(3.5/3.45]3.32|3.02) - ‘
Slovenia ‘

(3.333.28]3.15]2.91)

>

8

.\

=
(Y

Serbia
(3.39]3.49]3.24|3.05)

l

Croatia
(3.55(3.623.28]3.03)

/ )

N

//

Italy
(3.62|3.45/3.35|3.09)

Portugal

Scale: 1 (Not difficult) (3.65]3.51|3.36]2.94)

-5 (Very difficult)

~

L/

Spain
(3.65]3.39|3.43|3.22)

N

(3.70]3.48|3.32|3.26)

Netherlands
(3.67]3.37]3.22|2.95)

\

A
W

United Kingdom
(3.7913.59|3.46|3.15)

—a— Competencies of communication

Ireland practitioners to use Al **

(3.47|3.59|3.63]3.29)

—e— Acceptance by users and external

sweden stakeholders **

(3.66(3.3]3.23| 2.88)

—e— Motivation of communication
practitioners to use Al **

Norway
(3.53|3.08]2.92|2.53)
Finland
(3.44|3.25|3.17|2.84)

—e—Societal infrastructure (e.g.
highspeed internet, legal rules) **

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,566 communication professionals. Q 11: Artificial Intelligence (Al) can be described as flexible
decision-making processes and actions of software-driven agents. They adapt to changing goals and unpredictable situations, learn from experience, and are
based on technologies like natural language processing, data retrieval and knowledge representation, semantic reasoning, and machine learning.

Taking this definition into account and thinking of your organisation, how difficult is it to secure the following requirements for using Al in communications?
Scale 1 (Not difficult) — 5 (Very difficult). Mean values. ** Highly significant differences (ANOVA, p <0.01).
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Risks of Artificial Intelligence for the communications profession

What could be possible risks that Al brings to communications?

Organisations will struggle with varied staff competence 19.8%
Organisations will struggle with unclear responsibilities 30.5%
The communications profession will lose its identity 59.8%
Communication practitioners will lose their jobs _ 59.2%
Communication practitioners will receive shrinking salaries _ 55.5%
The communications profession will lose its core competences 61.8%
m (Very) likely I Somewhat likely Notor little likely

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,566 communication professionals. Q 12: What could be possible risks that Artificial Intelligence 73
brings to communications? Scale 1 (Not likely) — 5 (Very likely). Frequency based on scale points 4-5.
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Assessment of risks on the organisational and personal level differs between

various types of organisations

Perceived likeliness of risks induced by Artificial Intelligence

Organisations will struggle with varied staff competence **

Organisations will struggle with unclear responsibilities *

Communication practitioners will lose their jobs

Communication practitioners will receive shrinking salaries *

21.0%
19.2%

20.0%

61.5%

B Joint stock companies

M Private companies

M Governmental organisations
B Non-profit organisations

1 Consultancies & Agencies

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,566 communication professionals. Q 12: What could be possible risks that Artificial Intelligence
brings to communications? Scale 1 (Not likely) —5 (Very likely). Frequency based on scale points 4-5. ** Highly significant differences (chi-square test, p < 0.01).

* Significant differences (chi-square test, p < 0.05).
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Team members and consultants are more pessimistic than communication leaders

Risks for communications induced by Artificial Intelligence

Organisations will struggle 3 433'43 -
with varied staff competence ' '
Organisations will struggle
with unclear responsibilities
The communications profession
. o sk 2.27 2.50
will lose its identity 2.40
Communication practitioners 2.31
. . 2.28 2.39
will lose their jobs
Communication practitioners 33 Saa} 258
will receive shrinking salaries ** ' ' ' —e—Head of communication / Agency CEO
—e—Unit leader / Team leader
The cor’.nmun.lcatlon.s / // —e—Team member / Consultant
profession will lose its 2.17 2.40
core competences ** 231
(1) Not likely (3) Very likely (5)

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,405 communication professionals. Q 12: What could be possible risks that Artificial Intelligence 75
brings to communications? Scale 1 (Not likely) — 5 (Very likely). Mean values. ** Highly significant differences (Kendall rank correlation, p < 0.01).
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Anticipation of Al-induced risks across practitioner generations:
Striking differences between young professionals in their 20s and 30s

Risks for communications induced by Artificial Intelligence

3.383.413.43

Organisations will struggle
with varied staff competence

Organisations will struggle
with unclear responsibilities

The communications profession
lose its identity **

Communication practitioners , 16 533\ 243 -
will lose their jobs ' ' '
Communication practitioners 2.43 —e—29 0ryounger
will receive shrinking salaries ** 2.32 —+—30-39
—e—40- 49

The communications / / 50. 59
profession will lose its 2.17 2.29 2.63

—o—60orolder

Z
/
2.82

core competences ** 217 2.28

»

(1) Not likely (3) Very likely (5)

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,566 communication professionals. Q 12: What could be possible risks that Artificial Intelligence 76
brings to communications? Scale 1 (Not likely) — 5 (Very likely). Mean values. ** Highly significant differences (Pearson correlation, p < 0.01).
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Likeliness of Al-induced risks for communications in Western and Northern Europe

Organisations Organisations The communications | Communication Communication | The communications
will struggle will struggle profession will lose | practitioners will practitioners profession will lose
with varied staff with unclear its identity lose their jobs will receive its core competences
competence responsibilities shrinking salaries
61.7% 38.3% 19.5% 19.5% 18.8% 20.1%
51.2% 44.2% 19.4% 18.6% 18.6% 16.3%
57.3% 43.8% 12.5% 13.5% 10.4% 7.3%
58.5% 49.2% 10.8% 10.8% 13.8% 18.5%
60.6% 49.1% 15.8% 12.1% 9.1% 14.5%
Netherlands 57.9% 36.1% 9.0% 9.8% 2.3% 10.5%
:(Ji?]';‘égm 54.3% 45.1% 17.9% 27.2% 16.7% 14.8%
53.1% 49.0% 18.4% 30.6% 28.6% 18.4%
60.8% 43.3% 12.4% 21.6% 14.4% 11.3%
61.4% 27.7% 12.0% 16.9% 7.2% 8.4%
67.7% 43.0% 11.8% 9.7% 8.6% 9.7%

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,566 communication professionals. Q 12: What could be possible risks that Artificial Intelligence 77
brings to communications? Scale 1 (Not likely) — 5 (Very likely). ). Frequency based on scale points 4-5.
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Likeliness of Al-induced risks for communications in Southern and Eastern Europe

Organisations Organisations | The communications | Communication Communication The communications
will struggle will struggle profession will lose practitioners will practitioners will profession will lose
with varied staff | with unclear its identity lose their jobs receive shrinking its core competences

competence responsibilities salaries

45.7% 43.3% 23.6% 16.5% 31.5% 19.7%
52.6% 48.7% 24.4% 24.4% 32.1% 19.2%
45.7% 44.4% 24.1% 16.0% 19.8% 22.2%
47.1% 39.1% 18.4% 10.3% 14.9% 16.1%
50.0% 42.6% 23.1% 17.6% 21.3% 16.7%
47.3% 45.5% 34.5% 20.9% 30.0% 28.2%
37.9% 48.5% 34.8% 24.2% 25.8% 22.7%
58.5% 47.2% 32.1% 24.5% 20.8% 22.6%
38.3% 44.7% 38.3% 19.1% 8.5% 12.8%
39.9% 40.4% 36.5% 33.5% 35.0% 32.0%
50.0% 47.9% 35.4% 22.9% 29.2% 35.4%

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,566 communication professionals. Q 12: What could be possible risks that Artificial Intelligence 78
brings to communications? Scale 1 (Not likely) — 5 (Very likely). ). Frequency based on scale points 4-5.
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Overall assessment of Artificial Intelligence: One out of seven
communication practitioners expects strong impacts with many risks

HIGH IMPACT
A

29.2%
expect that Al will impact the

14.7%
expect that Al will impact
the profession strongly
and bring many risks

profession strongly
with low risks

NO RISKS <& — MANY RISKS

23.9% 10.4%
expect that Al will impact the
profession little
with low risks

expect that Al will impact

the profession little
and bring many risks

v
LOW IMPACT

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,566 communication professionals. Analysis based on combining the index of all Q9 items

(perceived impact of Artificial Intelligence) and the index of all Q12 items (risks associated with Artificial Intelligence): Low impact (Q9 index value < 3),

neutral impact (Q9 index value = 3), high impact (Q9 index value > 3); no/few risks (Q12 index value < 3), neutral risks (Q12 index value = 3), many risks

(Q12 index value > 3). Overall 9 groups were identified. 4 groups with highest values are shown. Additional groups: 8.7% (neutral impact, few risks), 5.2%
(neutral impact, many risks), 3.4% (high impact, neutral on risks), 2.7% (low impact, neutral on risks), 1.8% (neutral impact, neutral on risks).



Content creation
and distribution




The profound transformation of public communication through technological and social innovations has changed the role of companies,
non-profits and governmental organisations. They are no longer just providers of information for journalists and mass media, but they
have become content producers and distributors on their own (Brito, 2013; Verci¢ & Tkalac Vercic, 2016). The PESO concept (Burcher,
2012; Dietrich, 2018; Macnamara et al., 2016) analyses this trend by distinguishing paid, earned, shared and owned media as comple-
mentary approaches to distribute content and influence stakeholders. The 2015 edition of the European Communication Monitor asked
respondents about how they predicted the future importance of these approaches (Zerfass et al., 2015, pp. 16-25). Every second
respondent stated that earned media (content sharing, press relations) and owned media will gain in importance while one third predicted
a loss of importance for paid media.

The results of the ECM 2019 survey confirm this trend: 57.9 per cent of communication practitioners across Europe confirm a rising
importance of earned media during the last three years. 54.1 per cent have experienced the same for owned media (content published on
platforms controlled by the organisation). The clear winner, however, is shared media: 77.5 per cent of the respondents state that content
published on social media platforms by supporters of any kind, e.g. followers, fans, members, employees, or representatives of the
organisation, have gained in importance. There are differing views, however, about paid media, i.e. published content commercially
contracted between organisations and mass/digital media or influencers. 37.6 per cent of the practitioners think this approach has gained
in importance, while 36.1 per cent believe it has lost, and 26.3 per cent see no changes.

This might be explained by two contrary developments: overall advertising spending is still rising, but there is a clear shift from TV and
print outlets to digital channels (Dentsu Aegis Network, 2019). The ECM 2019 confirms this trend: sponsored social media content is used
by every second communication department in Europe (53.1 per cent). Sponsoring content on mass media websites is also quite popular:
29.0 per cent report that their organisation uses this approach. Companies and agencies use these and other paid channels more often
than governmental or non-profits. There are also significant differences between countries: Serbia, Romania, the Czech Republic and
Norway are investing heavily in paid social media content, whereas Germany, Spain, Slovenia and Bulgaria are less engaged.

Personalisation and authenticity are major trends in communications — social media influencers are using this to build their brands
and create large networks of followers (Freberg, 2019, pp. 167-178; Khamis et al., 2017). Some communication practitioners do the same.
They distribute professional content on external media using their own name. However, only 16.7 per cent of the respondents are active
in this way until now: they post at least daily and use two or more social media platforms.

Optimising content distribution is a key challenge, but leveraging the potential of content creation might be even more important
(Pulizzi, 2014). The major sources for regularly creating content in European communication departments and agencies are internal
(products and services, input from members of the organisation or clients and organisational strategies). Eight out of ten respondents
confirm these as content inspiration. External input from users of owned media or products/services as well as topics discussed in mass
or social media are taken into account less often. An asymmetric, internal-out perspective, is still prevailing in most organisations.
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Content creation: Communication practitioners refer mostly to internal inspiration
and requirements; external input and discourses are less relevant

Important sources for creating content in the daily work of communication departments/agencies

Products and services of our organisation 84.6%
Input from members of our organisation or clients 80.7%
Strategy of our organisation 80.6%

Input from users of our media/channels or products/services 63.5%
Topics discussed in mass media _ 61.0%
Topics discussed in social media _ 59.4%

and public relations. Ideas and inspiration for it might come from different angles. In your daily work and the work of colleagues in your department/agency,

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,689 communication professionals. Q 13: Content is a key asset in strategic communication
82
how important are the following sources when creating content? Scale 1 (Not important source) — 5 (Very important source). Frequency based on scale points 4-5. -
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Practitioners working in online and marketing/branding are less focused on
organisational strategies and mass media when creating content

Sources used for creating content in the daily work of communication departments/agencies

Products and services 4.33 4.34 4.36

s 4.30 4.38
of our organisation

Input from members

) ) 4.15 4.21
of our organisation 413 71 1R 420
or clients *
4.23
Strategy of our s
gy 411 427 ¢ 438

organisation **

Input from users of our
media/channels or
products/services **

Topics discussed —e— Overall communication

. . 3.61 3.72 3.88 o
in mass media ** 3.70 —e—Strategy and coordination

*— Media relations
Topics discussed ses /M3 —e— Online communication
in social media ** 3.643.703.72 —o— Marketing, brand, consumer communication
(1) Not important source (3) Very important source (5)

www.communicationmonitor.eu / Zerfass et al. 2019 / n 2 665 communication professionals. Q 13: Content is a key asset in strategic communication

and public relations. Ideas and inspiration for it might come from different angles. In your daily work and the work of colleagues in your department/agency,

how important are the following sources when creating content? Scale 1 (Not important source) — 5 (Very important source). Mean values.
* Highly significant differences (Independent sample T-Test, p < 0.01). * Significant differences (Independent sample T-Test, p < 0.05).
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Content distribution: Shared media have clearly gained in importance;
quite controversial estimations about paid communication

Predictions have been confirmed
Assessment by practitioners in the ECM 2015:

h . . h | . =  Earned media: 57.1% rising importance
Changing importance of channels for spreading content I Ot e

within the last three years * Paid media: 36.1% loss of importance

Shared media

Earned media

Owned media

Paid media

0% W Gained importance B Same importance 7 Lost importance 100%

(scale 4-5) (scale 3) (scale 1-2)

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,689 communication professionals. Q 14: Different approaches can be used to spread content for

shaping public opinion and influencing stakeholders. According to your experience, how has the relative importance of the following changed within the last

three years? Earned media (content stimulated by the organisation and published without payments by mass/digital media or influencers; e.g. based on media

releases, interviews, visuals, studies); Paid media (published content commercially contracted between organisations and mass/digital media or influencers;

e.g. through advertisements, sponsored content, search words); Shared media (content published on social media platforms by supporters of any kind, e.g.

followers, fans, members, employees, or representatives of the organisation); Owned media (content published on platforms controlled by the organisation,

e.g. corporate events, magazines, websites and own social media channels). Scale 1 (Lost a lot of importance) — 5 (Gained a lot of importance). Predictive data
for 2016-2018 based on surveying n = 2.232 communication professionals with slightly different item wordings; see Zerfass et al. 2015, pp. 16-20.
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The perceived relevance of different distribution approaches varies across Europe;
but shared media is always the most and paid the least important channel

Changing importance of channels for spreading content within the last three years

Shared Earned Owned Paid Shared Earned Owned Paid
media media media media ** media media media media **

75.5% 54.8% 60.0% 44.5% 79.7% 71.4% 69.2% 39.1%
81.6% 56.6% 64.0% 31.6% 76.5% 60.5% 48.1% 38.3%
79.6% 46.9% 60.2% 42.9% 67.9% 53.6% 49.4% 38.1%
86.4% 60.6% 39.4% 30.3% 75.8% 45.1% 51.6% 26.4%
83.0% 63.1% 53.4% 40.9% 75.4% 56.1% 41.2% 40.4%

Netherlands 80.1% 66.2% 51.5% 22.1% 74.8% 66.4% 45.4% 45.4%

United

Kingdom 80.7% 63.2% 51.5% 26.9% Turkey 88.2% 63.2% 51.5% 39.7%
69.2% 63.5% 57.7% 40.4% 87.5% 42.9% 50.0% 26.8%

Czech

Sweden 79.8% 68.3% 51.9% 29.8% Republic 85.4% 50.0% 45.8% 52.1%
70.6% 41.2% 61.2% 30.6% 64.1% 56.7% 54.8% 51.6%
81.3% 55.2% 61.5% 30.2% 84.0% 66.0% 62.0% 54.0%

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,420 communication professionals from 22 countries. Q 14: Different approaches can be used
to spread content for shaping public opinion and influencing stakeholders. According to your experience, how has the relative importance of the following
changed within the last three years? Scale 1 (Lost a lot of importance) — 5 (Gained a lot of importance). Frequency based on scale points 4-5. ** Highly significant
differences (chi-square test, p < 0.01).




EUROPEAN COMMUNICATION MONITOR 2019

Assessments of paid communication are correlated with the type of organisation

Rising importance of channels for spreading content within the last years

76.6%
75.7%

79.2%
78.3%
78.2%

Shared media

61.7%
Earned media 59.5%
58.0%
52.4%
56.2%
Owned media
54.5%
54.3% B Joint stock companies
39.9% M Private companies
37.2% ® Governmental organisations
Paid media **
B Non-profit organisations
40.2% Consultancies & Agencies

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,689 communication professionals. Q 14: Different approaches can be used to spread content for
shaping public opinion and influencing stakeholders. According to your experience, how has the relative importance of the following changed within the last
three years? Scale 1 (Lost a lot of importance) — 5 (Gained a lot of importance). Frequency based on scale points 4-5. ** Highly significant differences (chi-

square test, p < 0.01).
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Top-level communicators report a stronger shift of priorities towards owned and
earned media and a declining importance of paid activities

Rising importance of channels for spreading content within the last years

4.11

Shared media 4.08 4.12
Earned media * 3.62 3.64 3.74
Owned media ** 3.51 3.53_%"3.66

—e—Head of communication / Agency CEO
Paid media ** 2.96 3.18 —e— Unit leader / Team leader

3.03

—eo— Team member / Consultant

(1) Lost a lot of importance  (3) Gained a lot of importance (5)

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,514 communication professionals. Q 14: Different approaches can be used to spread content for

shaping public opinion and influencing stakeholders. According to your experience, how has the relative importance of the following changed within the last

three years? Scale 1 (Lost a lot of importance) — 5 (Gained a lot of importance). Mean values. ** Highly significant differences (Kendall rank correlation, p < 0.01).
* Significant differences (Kendall rank correlation, p < 0.05).
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Paid online communication: Sponsored social media content is used by every
second communication department and agency in Europe

Frequently used ways to spread content

Sponsored content on social media channels,
e.g. posts on Facebook, LinkedIn

Paid search units,
e.g. keywords on Google

Sponsored content on mass media websites,
e.g.sections on newspaper / magazine sites

Paid recommendations,

0,
e.g. “You might also like” link boxes on news sites 14.6%

29.0%

53.1%

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,573 communication professionals. Q 15: How often does your department/agency use the

following ways to spread content? Scale 1 (Never) — 5 (Very frequently). Frequency based on scale points 4-5.
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Companies and agencies use paid channels significantly more often

Frequently used ways to spread content

Sponsored content on social media channels,
e.g. posts on Facebook, LinkedIn **

Paid search units,
e.g. keywords on Google **

Sponsored content on mass media websites,
e.g.sections on newspaper / magazine sites **

Paid recommendations,
e.g. “You might also like” link boxes on news sites **

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,573 communication professionals. Q 15: How often does your department/agency use the
following ways to spread content? Scale 1 (Never) —5 (Very frequently). Frequency based on scale points 4-5. ** Highly significant differences (chi-square test,

p <0.01).

57.7%
54.0%

57.4%

M Joint stock companies

M Private companies

B Governmental organisations
B Non-profit organisations

7 Consultancies & Agencies
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Paid online communication in different European countries

Frequently used ways to spread content

Germany
Bulgaria (3.08]2.79]2.57| 1.94) Austria
(2.942.82]2.92|2.32) (3.35]2.95]2.82| 1.84)
Romania Switzerland
(3.853.38|3.34| 3.00) 3.17|3.01|2.37|1.99)

(

Czech Republic
(3.78]2.98]3.22|2.13)

France
(2.85(2.39|2.27|1.77)

Poland
(3.38]2.77| 2.42| 2.00)

Belgium
(3.22]2.38|2.51|1.78)

Netherlands
(3.14|2.75| 2.47|1.80)

Turkey
(3.56(3.38]3.11| 2.61)

Serbia
(4.02]3.27|3.22| 2.45)

United Kingdom
(3.13]2.92]2.42|2.06)

Ireland
(3.142.88]2.47|2.08)

Croatia
(3.59]2.96|3.262.05)

Sweden
(3.4912.462.30| 1.60)

Slovenia
(2.97]2.63]2.71|2.10)

(3.36|2.8|(§T£y.84|2.15) (3.85|2r\l731r|\;?10| 146) —*—Sponsored content on social media channels **
2Portuzgal ) : (3.55|2.F8";'r2n-‘3‘8|1.80) —o— Paid search units **
Scale: 1 (Never) — (3:3412.87]2.6512.08) (3_10|2_7S7pr2"_180|2_09) —e—Sponsored content on mass media websites **
5 (Very frequently) —&— Paid recommendations **

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,312 communication professionals from 22 countries. Q 15: How often does your department /
agency use the following ways to spread content? Scale 1 (Never) — 5 (Very frequently). Mean values. ** Highly significant differences (ANOVA, p < 0.01).
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Communication professionals as content distributors:
Every sixth practitioner posts daily professional content under his/her own name

Social media activists

Communication practitioners
posting professional content on external/public media

at least daily
on two or more social media platforms
using their own name

Social media
activists

16.7% Other
communication

practitioners
83.3%

about professional issues or your business/organisation using your own name? Q 28: How often do you post professional content on external/public

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,689 communication professionals. Q 27: Which social media platforms do you use to post content
! ) . 4 91
social media (Twitter etc.) using your own name?
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LinkedIn is the most popular platform for communicators when they post
individually about professional issues or their business/organisation

Social media platforms used by communicators to spread content under their own name

LinkedIn
89.1%

Facebook
74.2%

Twitter
78.4%

Instagram
54.0%
27.9%
Internal social networks of our organisation
32.7%
M All practioners
Other external/public platforms
26.2% B Social media activists

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,689 communication professionals. Q 27: Which social media platforms do you use to post content 92
about professional issues or your business/organisation using your own name?
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The majority of communication practitioners post at least once a week individually
about professional topics

Frequency of posting professional content on external/public social media under the own name

51.4%
43.2% A

32.1%

15.0%

>-4% 4.3%
Never Less often Weekly Daily Several times a day

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,689 communication professionals. Q 28: How often do you post professional content on 93
external/public social media (Twitter etc.) using your own name?
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Chapter overview

The European Communication Monitor has collected data on salaries for communication professionals in Europe for over a decade. It is
interesting to see how consistent the results are for different categories and regions across the continent since 2009.

Communication seems to be a stable, institutionalised profession, offering remuneration at different levels, affected primarily by
geographic location and a country’s relative wealth levels. Communication professionals are in general doing economically rather well,
but there are wider differences within and between countries. There are practically the same cohorts of middle and top earners in the
profession in Europe from 2009 to 2019.

Every fifth respondent (21.1 per cent) earns over €100,000 annually. Within this top group, 2.2 per cent make over €200,000 and 1.6
per cent over €300,000 per year. On the other hand, more than half (53.6 per cent) of European communication practitioners earn not
more than €60,000, and nearly a quarter (23.7 per cent) only up to €30,000. Joint stock and private companies pay better, as do agencies,
while governmental organisations and non-profit organisations are lagging behind.

Basic annual salaries for heads of communication in organisations and agency CEOs are consistent for the last decade. The largest
cohort is in the middle (earning annually between €60,001 and €100,000). This band includes 35.6 per cent of the respondents in 2009
and 30.2 per cent in 2019. The highest level (earning more than €150,000) is also almost stable with 17.9 per cent in 2009 and 17.0 per
centin 2019. The only increase are the lower earners (earning up to €30,000 per year), from 4.4 per cent in 2009 to 11.2 per cent in 2019.
This is probably the result of increased inclusion over the years of more countries from Eastern and Southern Europe: there were 18 of
them in 2009, and there are 28 from these regions in this edition.

Over the decade salaries are generally consistently higher in Northern and Western Europe, and lower in Eastern and Southern
Europe. There are 42.5 per cent of communication professionals in Switzerland who earn more than €150,000 annually. 24.0 per cent in
the United Kingdom and 20.6 per cent in Germany enjoy the same income. But there are no respondents in this category from Bulgaria,
Croatia, Serbia and Slovenia.

Conversely, 84.4 per cent of Bulgarian practitioners and more than 70 per cent in Romania, Serbia and Croatia earn less than €30,000
annually, while there are none in this category in Switzerland, the Netherlands and Norway. Obviously general salary levels as well as living
costs differ sharply between these countries, and the ECM data collected in the communications profession reflect this quite well.



EUROPEAN COMMUNICATION MONITOR 2019

Basic annual salary of communication practitioners in Europe 2019

€200,001 - €300,000, 2.2%  1.6% > €300,000

€150,001 - €200,000, 4.6%

up to €30,000

€125,001 - €150,000, 5.1% 23.7%

€100,001 - €125,000
7.6%

€90,001 - €100,000
5.3%

€30,001 - €40,000

€80,001 - €90,000 10.6%

5.8%

€70,001 - €80,000
5.8%

€40,001 - €50,000

€60,001 - €70,000, 7.8% 10.7%

€50,001 - €60,000, 8.6%

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,123 communication professionals. Q 34: In which of the following bands does your basic annual
salary fall?
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10 year tracking of top level communicators' salaries

Basic annual salaries (heads of communication and agency CEOs)

2019 11.2% 21.8% 30.2% 19.7% 17.0%

2018 13.0% 23.3% 29.8% 19.0% 17.0%
2017 11.1% 23.0% 28.5% 19.7% 17.7%

2016 11.4% 20.6% 28.8% 20.8% 18.4%

2015 15.9% 21.1% 30.9% 18.6% 13.4%

2014 12.2% 24.5% 29.6% 18.2% 15.4%

2013 13.3% 20.7% 30.1% 19.8% 16.1%

2012 10.4% 23.9% 29.2%
2011 11.4% 21.5% 29.5% 19.5% 18.0%

2010 10.3% 23.7% 32.1%
2009 RV 23.4% 35.6% 18.7% 17.9%

= Up to €30,000 m€30,001-€60,000 M€60,001-€100,000 M€100,001-€150,000 ™ More than€150,000

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 857 heads of communication and agency CEOs (Q 34); Zerfass et al. 2018 / n =941 (Q 37);

Zerfass et al. 2017 / n = 1,099 (Q 31); Zerfass et al. 2016 / n = 860 (Q 32); Zerfass et al. 2015 / n = 828 (Q 33); Zerfass et al. 2014 / n = 966 (Q 41); Zerfass et al.
2013 /n= 970(Q 17); Zerfass et al. 2012 / n = 798 (Q 39); Zerfass et al. 2011 / n = 887 (Q 20); Zerfass et al. 2010 / n = 809 (Q 19); Zerfass et al. 2009 / n =951
(Q 17). Q: In which of the following bands does your basic annual salary fall? Results might be influenced by varying numbers and regional/hierarchical
background of respondents in annual surveys.
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Salary development on other hierarchical levels

Basic annual salaries (unit leaders, team members, consultants)

2019

32.2% 35.4% 21.0% 8.0%  |3W4%
2018 31.1% 35.3% 21.5% 8.4%  |8W%
2017 27.2% 37.4% 22.1% 9.6% 3.8%
2016 26.7% 39.3% 21.1% 8.5% 4.5%
2015 32.2% 36.4% 21.5% 6.1% [13:8%
2014 29.5% 38.1% 21.6% 7.5% |34%
2013 28.6% 33.1% 25.5% 9.2% 3.6%
2012 26.9% 38.6% 23.5% 8.1%  [209%
2011 29.2% 34.4% 23.0% 9.4% 4.0%
2010 24.8% 38.9% 27.0% 7.5% [
2009 14.8% 42.7% 28.6% 9.2% 4.7%

W Upto €30,000 m€30,001-€60,000 M™€60,001-€100,000 MW€150,001-€200,000 ™ More than €150,000

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 1,266 communication professionals below the top level of the hierarchy (Q 34); Zerfass et al. 2018 /
n=1,602 (Q37); Zerfass et al. 2017 /n=1,793 (Q 31); 2016 / n = 1,433 (Q 32); Zerfass et al. 2015 / n = 1,067 (Q 33); Zerfass et al. 2014 / n = 1,428 (Q 41);
Zerfass et al. 2013 / n= 1,287 (Q 17); Zerfass et al. 2012 / n = 1,013 (Q 39); Zerfass et al. 2011 / n = 927 (Q 20); Zerfass et al. 2010 / n = 879 (Q 19); Zerfass et al.
2009 / n =817 (Q 17). Q: In which of the following bands does your basic annual salary fall? Results might be influenced by varying numbers and regional/
hierarchical background of respondents in annual surveys.
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Annual salaries in different types of organisation

B30% T == mm e e e e e e e e e e e e e e e e e e e e e e e e e e e e e — e ———— o
B Joint stock companies
M Private companies
250 T =B T T T T T T T T T T o s — oo s ————o— B Governmental organisations
B Non-profit organisations
1 Consultancies & Agencies
20%

15%

10%

5%

0%

up to €30,001- €40,001- €50,001- €60,001- €70,001- €80,001- €90,001- €100,001- €125,001 - €150,001 - €200,001 - more than
€30,000 €40,000 €50,000 €60,000 €70,000 €80,000 €90,000 €100,000 €125,000 €150,000 €200,000 €300,000 €300,000

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 2,123 communication professionals. Q 34: In which of the following bands does your basic annual
salary fall?
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Annual salaries in different European countries

Germany
Austria
Switzerland
France
Belgium
Netherlands
United...
Ireland
Sweden
Norway

Finland

Spain

Portugal

Italy

Slovenia
Croatia

Serbia

Turkey

Poland

Czech Republic

Romania

Bulgaria

M Up to €30,000 m €30,001 - €60,000 M €60,001 - €100,000 W €100,001 - €150,000 = More than €150,000

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 1,903 communication professionals from 22 countries. Q 34: In which of the following bands does
your basic annual salary fall?
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Annual salaries in different European countries

€60,001 - [€100,001 -[More than

€30,001 -
€30,000 | €60,000 |€100,000 | €150,000 | €150,000

€60,001 - |€100,001 -|More than Up to €30,001 -

€30,000 | €60,000 |€100,000 | €150,000 | €150,000

3.7% 213% 353% 19.1%  20.6% 7.3% 40.4% 27.5% 14.7% 10.1%
8.2% 355% 39.1% 11.8% 5.4% 46.0% 28.6% 22.2% 1.6% 1.6%
- - 10.0% 47.5%  42.5% 5.8% 45.3% 28.5% 10.2% 10.2%
1.6% 36.1% 32.8% 21.3% 8.2% 44.8% 38.8% 14.9% 1.5% -
9.1% 38.0%  25.6%  20.7% 6.6% 71.6% 19.8% 8.6% = =
- 245%  39.6% 23.6% 12.2% 72.0% 20.7% 7.3% - -
3.3% 253% 32.7% 147% 24.0% 60.0% 22.0% 14.0% 2.0% 2.0%
6.5% 26.1%  39.1% 21.7% 6.5% 29.3% 41.5% 19.5% 7.3% 2.4%
2.3% 50.0%  34.9% 8.1% 4.7% 41.0% 41.0% 12.8% 2.6% 2.6%
- 11.8% 553% 224%  10.5% 76.6% 20.0% 1.4% - 2.1%
2.4% 48.2%  32.9% 9.4% 7.1% 84.4% 12.5% - 3.1% =

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 1,903 communication professionals from 22 countries. Q 34: In which of the following bands does
your basic annual salary fall?
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Chapter overview

Descriptions and explanations of professional practices carry normative implications. The European Communication Monitor has made
these explicit since 2014 when it started to explore and identify excellent communication departments and what differentiates them.
The research team developed a framework (Verci¢ & Zerfass, 2016) to perform such analyses, which has been explained and illustrated in
a book on Communication Excellence (Tench et al., 2017).

The Comparative Excellence Framework for measuring excellence of communication departments stands on two pillars. It rates
internal influence (advisory and executive influence) and external performance (success — is communication of the organisation more
successful compared to those of competing organisations, and competence — the communication function’s quality and ability compared
to those of competing organisations). Approximately a quarter (24.5 per cent) of European organisations outperform on all four
dimensions and therefore have excellent communication departments.

Excellent departments differ from ordinary ones in many aspects. Practitioners working in them report having more trusted relation-
ships with superiors, colleagues and external partners. This supports the theoretical proposition that functional competence contributes
to the trust one can gain among trustees (Vercic, 2000). Practitioners working in excellent departments also sense that public trust in the
leaders of their organisation and themselves is significantly higher. Next to the functional competence, they feel fiduciary duties: they
more strongly enhance stakeholder trust at all levels, most significantly in the top leaders. They perceive that they gain trust, and this
results from their work on gaining trust, as well as their being knowledgeable and ethical. They find it less difficult to be transparent on all
aspects of organisational behaviour, especially on strategies, governance and their organisation’s impact on relevant sectors in society.

This combination of functional competence and fiduciary duty is also revealed in responses to the question on the most important
strategic issues for communication management until 2022. All departments find building and maintaining trust as the most important
issue, but excellent communication departments do so even more strongly. Excellent communication departments differ by find coping
with the digital evolution and the social web, and using big data and/or algorithms for communication much more important than other
communication departments.

More of the practitioners working in such departments are social media activists compared to peers in other organisations, and they
personally use Al software and devices more often. Not surprisingly, these professionals find it less difficult to use Artificial Intelligence (Al)
for communications and secure relevant requirements. But they are not naive: they expect more impact of Al on the way they work, their
department’s work and on the profession overall.
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|dentifying excellent communication departments

The Comparative Excellence Framework uses statistical analyses to identify outperforming organisations,
based on benchmarking and self-assessments known from quality management

EXCELLENCE

Communication departments in organisations which outperform others in the field

INFLUENCE PERFORMANCE

Internal standing of the communication department External results of the communication department’s
within the organisation activities and its basic qualifications

ADVISORY INFLUENCE EXECUTIVE INFLUENCE SUCCESS COMPETENCE

(Q19) (Q20) (Q21) (Q22)

Senior managers take Communication will (very) likely The communication of the The quality and ability of the
recommendations of the be invited to senior-level organisation is (much) more communication function is (much)
communication function meetings dealing with successful compared to those of better compared to those of

(very) seriously organisational strategic planning competing organisations competing organisations

www.communicationmonitor.eu / Zerfass et al. 2019 / Only organisations outperforming in all four dimensions (scale points 6-7 on a 7-point-scale) will
be considered as “excellent” in the benchmark exercise comparing distribution and characteristics of organisations, departments and communication
professionals. For a description of the framework and method see Verci¢ and Zerfass (2016) as well as Tench et al. (2017).
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Excellent communication departments

Other communication Excellent communication
departments departments
75.5% 24.5%
A
| 1

<2%

Advisory Influence 32% 5.5% 9.0%

<2%

Executive Influence 53%  6.4% 9.8%

<2%

Success 0% 6.7%

<2%

Competence i G4

1 m2 m3 w4 w5 m6 7

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 1,892 communications professionals in communication departments. Advisory influence, Q 19:

In your organisation, how seriously do senior managers take the recommendations of the communication function? Scale 1 (Not seriously at all) — 7 (Very
seriously). Executive influence, Q 20: How likely is it, within our organisation, that communication would be invited to senior-level meetings dealing with
organisational strategic planning? Scale 1 (Never) — 7 (Always). Success, Q 21: In your opinion, how successful is the communication of your organisation compared
to competitors? Scale 1 (Not successful at all) — 7 (Very successful). Competence, Q 22: How would you estimate the quality and ability of the communication function
in your organisation compared to those of competitors? Scale 1 (Much worse) — 7 (Much better). Percentages: Excellent communication departments based on
scale points 6-7 for each item.
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Excellence in different types of organisation

Joint stock companies 28.3% 71.7%
Private companies 22.7% 77.3%
Non-profit organisations 25.9% 74.1%
Governmental
— 21.7% 78.3%
organisations

0% L . 100%
W Excellent communication departments B Other communication departments

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 1,892 communication professionals in communication departments. Advisory influence, Q 19: In
your organisation, how seriously do senior managers take the recommendations of the communication function? Executive influence, Q 20: How likely is it,
within our organisation, that communication would be invited to senior-level meetings dealing with organisational strategic planning? Q 21: In your opinion, how
successful is the communication of your organisation compared to competitors? Q 22: How would you estimate the quality and ability of the communication function in
your organisation compared to those of competitors? Scale 1 - 7. Percentages: Excellent communication departments based on scale points 6-7 for each question.
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Practitioners working in excellent communication departments report more
trusted relationships with their superiors, colleagues and external partners

Perceived trust in oneself by ...

Colleagues and co-
workers in my 4.54 4.75
department/agency ** / K
The top leader in my
department/agency **

(Internal) clients
I’'m working for **

431 4.62

Publics and people
| talk to directly (e.g. in 413 4.29
stakeholder dialogues) **

Journalists | work with ** 4.07 431
Influencers and bloggers / / —e— Other communication departments

. 3.88 4.09
| work with ** —e— Excellent communication departments
(1) Distrust me strongly (3) Trust me strongly (5)

www.communicationmonitor.eu / Zerfass et al. 2019 / n 2 1,305 communication professionals in communication departments across Europe. Q 3: And now,
please think about your personal situation. In your daily work, who tends to distrust your advice and activities, and who trusts you? Think of the average level
of trust in each group. Scale 1 (Distrust me strongly) — 5 (Trust me strongly). Mean values. ** Highly significant differences (independent samples T-Test,

p <0.01).
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Practitioners working in excellent departments rate public trust in leaders of
their organisation and themselves significantly higher

Perceived trust of ordinary people (the general population) in ...

External experts in the field

3.86 4.04
(e.g. professors, consultants) ** / \

Leaders of my organisation
(CEOs, board members, 3.72 4.12
top executives) **

External supporters/fans or
customers/clients of my 3.74 3.87
organisation **

Other employees/members

ek 3.63 3.88
of my organisation
Communication and PR practi-
. - 3.64 3.98
tioners of my organisation **
Marketing and sales represen-
33 3.64

tatives of my organisation **

ACtiVi§ts ?nd Other eXt_emaI / / —e— Other communication departments
organisations with their 3.01

own agenda ** —e— Excellent communication departments‘

(1) Strong distrust 3) Strong trust (5)

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 1,789 communication professionals in communication departments across Europe. Q 4: In addition
to communication professionals there are many others who can speak on behalf of an organisation: top managers, marketing professionals, all of the organisa-
tion’s employees, external experts, or external customers/clients. Thinking of your organisation, how much do ordinary people in your country (the general
population) trust these communicators? Scale 1 (Strong distrust) — 5 (Strong trust). Mean values. ** Highly significant differences (independent samples
T-Test, p <0.01).
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Excellent communication departments are more strongly engaged in enhancing
stakeholder trust on all levels — most significantly in top leaders

Goals in the daily work of communication professionals

Enhance trust in
my organisation
and/or its brands **

7 4.63
Enhance trust
in our market, business 4.21
4.45
\ 4.47

or sector of society *

Enhance trust in
leaders of my

organisation ** —&— Other communication departments 4.14

—e—Excellent communication departments

< o

<

(1) Not relevant (3) Very relevant (5)

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 1,892 communication professionals in communication departments across Europe. Q 5: Communi-
cation management may strive to gain stakeholders’ trust on different levels. How relevant are each of the following goals in your daily work? Scale 1 (Not
relevant) — 5 (Very relevant). Mean values. ** Highly significant differences (independent samples T-Test, p < 0.01). * Significant differences (p < 0.05).
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Practitioners working in excellent departments are more aware of the need for
fact-based and morally suitable communication

Challenges when communicating with stakeholders

45.7%
Being transparent

(telling what you know and disclosing contexts) **
47.0%

42.2%
Being knowledgeable

(based on facts and focused on problem-solving) **

Being ethical
(adhering to moral and normative expectations) **

29.5%
B Excellent communication departments

B Other communication departments

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 1,892 communication professionals in communication departments across Europe. Q 6: Building
trust through communication can be difficult. Previous research shows that communication needs to be based on knowledge, and it should be transparent and
ethical, too. This is sometimes not easy to achieve. Based on your experience, how challenging is it to meet the following aspects when communicating with
stakeholders? Scale 1 (Never challenging) — 5 (Always challenging). Frequency based on scale points 4-5. ** Highly significant differences (chi-square test, p < 0.01).
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Excellent communication departments find it less difficult to be transparent —
especially about political standpoints, governance and external impacts

How difficult it is for organisations to be transparent about relevant topics

Political stance of our leadership team 2.81 \ / 3.24

Internal processes and workflows * /) 2.85 /14
Top-level strategies (e.g. corporate/organisational, business) ** 2.45// 580
Employees/members and leadership practices * 2.33/ /2.73
Impact on society at large ** 2.2% ﬁso

Functional strategies (e.g. HR, IT, service, branding) ** /,14 /2.54
Governance and culture ** 2.06 { 2.52
Impact on our market, business, or
sk 2.10 2.48
sector of society
1.86

H *
Products or services —e— Excellent communication departments

2.12
Purpose, mission, W —e— Other communication departments
and vision ** 141 | .
(1) Not difficult (3) Very difficult (5)

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 1,842 communication professionals in communication departments across Europe.

Q7: Transparency can enhance trust. But some information might not be accessible to communication professionals, and some facts may not be suitable for
sharing publicly. How difficult is it for your organisation to be transparent about: ... Scale 1 (Not difficult) — 5 (Very difficult). Mean values. ** Highly significant
differences (independent samples T-Test, p < 0.01).* Significant differences (independent samples T-Test, p < 0.05).
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Strategic issues: Excellent communication departments are better aligned with
top management and they put more emphasis on digitalization and algorithms

Most important strategic issues for communication management until 2022

Building and maintaining tr 40.3%
uilding and maintaining trust 38.0%
Dealing with the speed and volume of information flow 33‘5(’7@
. (o]
Exploring new ways of creating and distributing content 3322'3;/;
. (]
Matching the need to address more audiences and channels 30.4%
with limited resources 32.9%
Coping with the digital evolution and the social web 28.6% 33.8%
. ()
Using big data and/or algorithms for communication —r 31.5%
. (o]
Strengthening the role of the communication function in 21.1%
supporting top-management decision making 26.3%
L. . . 20.3%
Linking business strategy and communication 51 1%
. ()
. . . . Lt 22.0%
Dealing with sustainable development and social responsibility 53 0%
. (]
Dealing with the demand for more transparency and'actlve 16.6% 0 B Excellent communication
audiences 20.1% departments
Transforming the communication function to be more agile 19.0% B Other communication
and flexible 18.3% departments

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 1,892 communication professionals in communication departments across Europe. Q 8: Which issues
will be most important for communication management / PR within the next three years from your point of view? Please pick exactly 3 items. Percentages: Frequency 112
based on selection as Top-3 issue.
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Personal use of Artifical Intelligence is much higher amongst professionals working
in excellent communication departments

Excellent Other
communication departments communication departments

Al adopters
16.6%

Al adopters
10.4%

Other communication practitioners
83.4%

Al adopters

Communication practitioners using

= intelligent assistants on their smartphones and
= intelligent devices in their home or office

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 1,892 communication professionals in communication departments across Europe. Q 29: Do you
use intelligent assistants on your smartphone (e.g. Siri, Google Assistant)? Yes / No / | don’t know/not available to me. Q 30: Do you use intelligent devices in
your home or office (e.g. Amazon Echo with Alexa, Google Home, Apple HomePod)? Yes / No / | don’t know/not available to me.
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Excellent communication departments predict a stronger impact of Al at all levels

Artificial Intelligence will have impact on ...

56.3%
The profession of public relations and

communications as a whole *
50.3%

The way our department/agency works **

The way | personally work **
B Excellent communication departments

M Other communication departments

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 1,360 communication professionals in communication departments across Europe. Q 9: Artificial
Intelligence is becoming part of everyday life, for example in language-based assistants (Apple Siri, Amazon Alexa) and algorithms used on news sites and
e-commerce platforms. This might also impact communications. In your opinion, how much impact will Artificial Intelligence have on ... Scale 1 (Very low impact)

—5 (Very high impact). Frequency based on scale points 4-5. ** Highly significant differences (chi-square test, p < 0.01). * Significant differences (chi-square test,
p £0.05).
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Excellent departments find it less hard to lay organisational and individual
foundations to implement Artificial Intelligence in communications

Perceived difficulty to secure the following requirements for using Artificial Intelligence

Competencies of communication practitioners to use Al **

3.45/ \3.61

Organisational infrastructure

(e.g. IT, budgets, responsibilities) ** 339 »02
Acceptance by users and external stakeholders 3.44 3.45
Motivation of communication practitioners to use Al 3.18 3.30

Support by top management, leaders, and clients ** 3.05 3.31

Societal infrastructure
(e.g. highspeed internet, legal rules)

<

2.94 /

/

—8— Excellent communication departments

—e— Other communication departments

»

(1) Not difficult

(3)

Very difficult (5)

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 1,811 communication professionals in communication departments across Europe. Q 11: Artificial
Intelligence (Al) can be described as flexible decision-making processes and actions of software-driven agents. They adapt to changing goals and unpredictable

situations, learn from experience, and are based on technologies like natural language processing, data retrieval and knowledge representation, semantic
reasoning, and machine learning. Taking this definition into account and thinking of your organisation, how difficult is it to secure the following requirements
for using Al in communications? Scale 1 (Not difficult) — 5 (Very difficult). Mean values. ** Highly significant differences (Independent samples T-Test, p < 0.01).
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Professionals working in excellent departments expect less organisational risks
induced by Al, but more negative consequences for practitioners and the profession

Perceived likeliness of risks induced by Artificial Intelligence

Organisations will struggle with varied staff competence *

Organisations will struggle with unclear responsibilities *

The communications profession will lose its identity **

Communication practitioners will lose their jobs **

Communication practitioners will receive shrinking salaries

The communications profession will lose its core competences **

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 1,811 communication professionals in communication departments across Europe. Q 12: What
could be possible risks that Artificial Intelligence brings to communications? Scale 1 (Not likely) —5 (Very likely). Frequency based on scale points 4-5. ** Highly

significant differences (chi-square test, p < 0.01). * Significant differences (chi-square test, p < 0.05).

18.6%
17.0%

50.3%
54.3%

39.2%
41.8%

M Excellent communication
departments

W Other communication
departments
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Excellent communication departments utilise all kinds of external and internal
sources more intensively when creating content

Sources used for creating content in the daily work of communication departments/agencies

Products and services

e 4.30 453
of our organisation

Strategy of our
organisation **

Input from members
of our organisation or 4.06 429
clients **

Input from users of our
media/channels or 3.61 3.97
products/services **

4.16 4.49

Topics discussed

. . 3.52 3.86

in mass media **

Topics discussed / / —e— QOther communication departments

} i : 3.48 3.81 o

in social media ** —e—Excellent communication departments
(1) Not important source (3) Very important source (5)

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 1,892 communication professionals in communication departments across Europe. Q 13: Content is
a key asset in strategic communication and public relations. Ideas and inspiration for it might come from different angles. In your daily work and the work of
colleagues in your department/agency,how important are the following sources when creating content? Scale 1 (Not important source) — 5 (Very important
source). Mean values. ** Highly significant differences (Independent sample T-Test, p < 0.01).
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Excellent departments use paid communication like sponsored content more often

Frequently used ways to spread content

Sponsored content on social media channels,
e.g. posts on Facebook, LinkedIn **

3.27 3.50

Paid search units,
e.g. keywords on Google **

2.74

/

2.99

Sponsored content on mass media websites,
e.g. sections on newspaper / magazine sites **

2.60

2.83

Paid recommendations,
e.g. “You might also
like” link boxes

on news sites **

1.92 2.21

-

—e— Other communication departments

—e— Excellent communication departments

»

(1) Never

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 1,812 communication professionals in communication departments across Europe. Q 15: How often
does your department use the following ways to spread content? Scale 1 (Never) — 5 (Very frequently). Mean values. ** Highly significant differences

(independent samples T-Test, p < 0.01).

(3) Very frequently (5)
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Professionals working in excellent communication departments
are more active on social media

Excellent communication departments Other communication departments
Social media activists Social media activists
18.8%

14.6%

Other communication practitioners
81.2%

Social media activists

Communication practitioners

posting professional content on external/public media
at least daily

on at least two social media platforms

using their own name

www.communicationmonitor.eu / Zerfass et al. 2019 / n = 1,892 communication professionals in communication departments across Europe. Q 27: Which
social media platforms do you use to post content about professional issues or your business/organisation using your own name? Q 28: How often do you post 119
professional content on external/public social media (Twitter etc.) using your own name?
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Additional resources: Online benchmarks, Excellence book, previous ECM reports

Benchmarks: Do you want to use the insights for yourself? Visit www.communicationmonitor.eu to
benchmark yourself and your organisation against comprehensive data from the monitor studies.
New topics will be made available every three months.

Reports: The website www.communicationmonitor.eu also provides free access to full reports for
previous European Communication Monitor studies and a large selection of web videos and publications
based on this research series. Related surveys are conducted in North America, Latin America and Asia- b L
Pacific — find out more online about the largest and only truly global study of communication

management with sound empirical standards.

About the ECM
The book based on a decade of research data and case studies

The Exs opean Communicati

Communication Excellence

How to Develop, Manage and Lead Exceptional Communications
by R. Tench, D. Verci¢, A. Zerfass, A. Moreno & P. Verhoeven \
Palgrave Macmillan 2017, 247 pp., ISBN 978-3-319-48859-2

Read this book written for communication leaders interested in a big picture of corporate
communications and the future of the field. The authors explore the implications of 10 years of
European Communication Monitor data. Combined with case studies and interviews with chief
communication officers from top European companies like Santander, DP DHL, Electrolux,
Porsche and KMPG, the book provides an insight into how to build, develop and lead excellent
communication departments. It shows readers how communication can effectively influence
and support the organisation and positively fit within the business strategy of today’s global and
changing markets.

“This powerful, practical and highly relevant book is a must read for both communication scholars and practitioners.”
(Donald K. Wright, Ph.D., Harold Burson Professor of Public Relations, Boston University, USA)

“Straight forward! An insightful read for every communicator who wants to better understand what ,professional’
actually means.” (Nicole Gorfer, Global Head Pharma Communications, Roche Group, Basel, Switzerland)







The European Communication Monitor is an international research initiative

conducted by the European Public Relations Education and Research Association (EUPRERA)
and the European Association of Communication Directors (EACD) in partnership with

Cision Insights, Fink & Fuchs and Communication Director magazine.

The annual study has been conducted since 2007 with the aim to stimulate and promote
the knowledge and practice of communication management across Europe.

More than 5,000 communication professionals from over 80 countries are surveyed in each wave

of the European, Latin American, Asia-Pacific and North American Communication Monitor,
making this the largest and only truly global study of the profession based on sound empirical standards.
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