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REASONS FOR PUBLIC ENGAGEMENT
What are the primary reasons for increasing public engagement?

° Employee requests 20%

o Senior management priorities 17 %
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REASONS FOR THE POLARISATION
OF SOCIETY

Which do you think contribute the most
to the current level of polarization?

0 Partisan media outlets

9 Politicians

o Social media platforms
o Political strategists
e Extremist organisations

e Social media influencers

a Activist groups
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COMPONENTS OF A PURPOSE-DRIVEN CAMPAIGN
Which of the following do you believe are the most important components of an effective purpose-driven campaign?

c Authentic messaging

o Fit with values of the brand
0 Clear statement of purpose
o Long-term commitment
e Relevance to customers

e Internal employee engagement

° Call to action

Continuity with
our legacy 15%

Partnership with o
o activist groups 13 %

Differentiation 14 o,
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35%
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source: 2022 Global Communication Report, USC Annenberg Center for Public Relations





OPS/images/u03-03.jpg
THE ACTION OF ACTIVISM

How proactive is your CEO in
speaking out about societal issues?

127 % 36 %
. Not proactive Very
. atall proactive

IN-HOUSE

137 %
- Moderately
. proactive

How proactive is your agency's CEO

in speaking out about societal issues?
:12% 55 %
. Not proactive Very
atall proactive

AGENCY
33 %

* Moderately
: proactive

source: 2022 Global Communication Report,
USC Annenberg Center for Public Relations





OPS/images/u07-04.jpg
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THE POTENTIAL OF PURPOSE

To what extent do you agree or disagree with the following statements?

3 %

82 %

82 %

78 %

Business has a powerful platform it can use to speak from on important issues.

Business has a vested interest in intaining a

society.
Business is responsible for the health, well-being and welfare of millions of employees.

Business has a responsibility to support causes and speak out on issues
that align with their brand purpose/mission.

Business has resources to solve some of the country's biggest problems.

Business has a rational voice that can communicate with
the public on sensitive topics more easily than the government.

Business reflects the values of millions of employees

and customers. sounce: 2022 Global Communication Report,

USC Annenberg Center for Public Relations
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