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about the evolution of PR and communications,
including the benefits of increased data
reliability, access and interpretation, as well as
changes in the way — and the where — comms

pros work today on all matters over which they
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2024 GLOBAL COMMS REPORT

PR pros to impact their companies’ and clients’
bottom lines.
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Reporting Structure
We asked all non-PR agency respondents to tell us to whom they /

RICEO;CIR TR AR KT E=EAGEE (41%) = — or the senior-most comms leaders at their organization —
. report. Below we show the percentages of organizations in which /
FREBEFEELCIRIIELEL (25%) . 92%BIZ1HARHELK the senior-most comms leaders report directly to the CEO. y
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As to factors that respondents believe CEOs would consider the biggest /
priority, the following four saw notable movement from last year’s report.
(Percentages reflect those who chose that option among their top four biggest priorities.) #

FERMSERUEEEESHIFSBEAR OGRS - suldingsustainable growth and value for the brand: 60° ,
IMEIRARKREAS, B mhE SRS HNER S . ﬁlbiillittiymt(;)l ;ﬁgg:grfoscsh??nging marketplace dynamics and opportunities
F—EZ, ApEEEH, hipgil, EEEIEFAETS. « Customer acquisition/engagement: 43*

Sai it amhSMAMEW. « Driving sales/revenue: 42*

Takeaways

Based on our respondents’ perceptions, CEOs have greater expectations this year that
the comms function will directly impact the business and bottom line.
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Earth Day 2023: XCMG Machinery Fast Tracks Vipshop Releases the Carbon Reduction Goals and Action ; s s SG o
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Promote Global Sustainable Development = COP28 to Promote Global
Sustainable Development
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In-house respondents
As compared to this time last year, has your
budget increased, decreased or stayed the same?

@ Increased @ Decreased @ Stayed the same

2023 2022

anannannne

Budget-wise, what are you anticipating for next year?

O Willincrease @ Will decrease @ Will stay the same () Not sure

2023 2022
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Ultimate Objective

2024@%;@@ Which of the following MOST reflects yourjearned media

monitoring goals? (Respondents could only choose one option.)

- “ b 3
ﬁ;&ﬂﬁt ‘g;ﬁ%ﬁtﬂg'[ﬁ E % » Ensuring we never miss an external mention of our brand:
B o 100 25% (16%; 32%; 37%

« Comparing coverage for our brands and our competitors:

20% (15%; 27%; 25%
Dealing With Data » Keeping our finger on the pulse of what’s happening in the market:
L= =t S A % (92 0, o,
Does your team have a % &H‘E*ﬁﬁ@y} I E ﬂ] i I E‘@%lﬁlnj Hg%&;&,n P 20% (237%; 16%: 15%
dedicated data analyst(s)? » Knowing the value/reach of our earned media:

17% (27%; 6%; 8%

YIS IRREANF X LIRS AN TARERTEBE? . cetting reaktime sletsfor high-prioity mentions:

16% (13%; 19%; 15%

88%
79%
. ;Efcsingoeo/frgid media and social media side-by-side:
BT —FHRp ISR RS EABE IS
32*
16*
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_ﬁtﬁg&, %?ﬁii#iﬂlﬂ "iﬂ" *ﬂ "ﬂﬁ" EJ%EE Measure of Success

We presented eight metrics and asked respondents to

= \ choose the three they deem most important in gauging
° ;E%ﬁx*‘g}ﬁ%ﬂg whether or not theitrategy is working.

(The percentages reflect those who place that challenge

o iqz‘ﬁ{g;ﬁ;&%ua E among their top three.)
= 457 (417%; 48%; 54%
- HERSEIZRR 43% (147, 44% 40%

38% (30%; 41% 52%
37% (31% 41%; 45%
37% (52%; 24%; 20%
35% (26%; 44%; 40%
27% (39%; 16%; 15%
5 (25%; T%; 5%
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and Owned content. /
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Glovpe >5,000 acres used for V.
vOcciraNE PR Newswire' News  Products  Contact Search organic, regenerative
B agriculture and PR Newswire N i
tocomuEcso News in Focus  Business &Money  Science &Tech  Lifestyle & Health  Policy & Public Interest  People & Culture agmoms(ry .
A Story of Our Commitments to Nature
. See how the global brand is using their influence
Climate Strategy: the o vaka e fa: v 33 gz to have a positive impact on the planet

!_OCCITANE Group announces IJCc)YgCh#I A°N
its net-zero roadmap [ -

Learn more
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24 Apr, 2025, 0400 ET

What can we do this holiday season that will

positively impact the people around us and the
GENEVA, April 24, 2023 /PRNewswire/ -- Through an ambitious Climate Strategy, the L'OCCITANE Group has planet we share?

N N N \ \

to reaching a sci net-zero target across all its brands. Focusing on continuing to reduce its

Let’s Celebrate International Day of
Biological Diversity

greenhouse gas (GHG) emissions by 2031 and achieving net-zero emissions by 2050, its targets have been validated
by the Science Based Targets initiative (SBTi).

a PR Newswire

Protecting and preserving biodiversity. This is

SBTi (scier encourages to address the climate challenge in ways that scientists believe

are necessary to achieve the Paris Agreement goals ohly the baginning wore
ly -
i ‘We are aiming to achieve ambitious targets with

this commitment Although our company has many

options for transforming its production units,
o sousartciatouindeg products and distribution, the creation of this low- race

carbon world requires us to develop solutions with
our consumers and our partners,” says Adrien

pream— group loccitane com
Geiger, the L'OCCITANE Group's Chief Sustainabili
: ioce - 5 P ¥ Seasons Greetings from Learn more
LOCCITANE Group bdiversty stategy we unchedin 2021 Officer. :
- the LOCCITANE Group
o We'veresearched, understood and reported ow impact 5 i i group loccitane.com
PR LOCCITANE Group's Learn more
Lik o A o commitment to the planet
i L'OCCITANE G i Clir Strate & ke omment - hare
N e el Since s initial carbon assessment in 2008, the roup fevelsts ambiious Cimate Srategy & B p
Group has collected data covering all emission
Al nd v . : ] sources (direct and indirect), which are essential for A Uie P 2> share
pree drawing up its three-pillar roadmap.
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