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1 FAKE NEWS:
NEWS
S: MANY ORGANISATIONS AF
AFFECTED,
FFECTED,
FEW PREPA
PREPARED
ARED
Every second communication
n professional reports that misleading news in mass or social media – that is
verifiably false – influences thee public sphere in his or her country. However, only a quarter feel that dealing
with fake news is relevant for the
t daily work of their communication department or agency. This is striking as
22.5% of European organisations
organisatio
ons and their reputation have been affected by fake news within the last months.
misleading
The main sources of misleadin
ng content are social media (81.3%), but mass media (59.6%) also plays a huge
role. Despite these challenges only 12% of the affected organisations have already established advanced routines
to identify (potential) fake news.
new
ws.

2 INFORMATION
INFORMATION PROVISION: DELIVERING VALUE
VALUE FOR
FOR
DECISION-MAKERS
DECISION-M
MAKERS
Providing information to dec
decision-makers
cision-makers through executive news briefings, media monitoring, survey
results, and other reports is a common practice for most communication units across Europe (89.1%).
These resources offer great opportunities
op
pportunities to gain recognition from top management and (internal) clients
(agreed by 68.0% of the respondents)
respo
ondents) and will gain more importance in the future, as the majority states. By
far the most important and most
m frequently provided information by communication specialists is about
(mass
news in ‘gate kept’ media (ma
ass media with professional journalists) and social media. Only 28.4% of the
communication departmentss and agencies in Europe prepare advanced types of reporting with edited or
curated content that delivers deep insights for decision-makers on a daily basis.

3 STRATEGIC ISSUES: STRENGTHENING TRUST FOCUS
FO
OCUS
Building and maintaining trust
tru
ust has been voted as the most important issue for communication management
Almost
over the next three years. Alm
most four out of ten respondents hold this view. Yet, longitudinal data collected
continent
since 2007 across the contine
nt has repeatedly found the alignment of communication and organisational
goals is the most persisting – and thus unsolved – challenge in the field. This year the topic was ranked
37.7%
second and supported by 37.7
7% of the respondents. Coping with the digital evolution and the social web has
slightly decreased in importance.
importan
nce.

4 LEADERSHIP
LEADERSHIIP FOR COMMUNICATION
COMMUNICATION
Undoubtedly appreciation byy top management is a key prerequisite when strategic communication wants
to utilise its full potential. However,
Ho
owever, a CEO or top leader who understands the value of public relations and
communication was only found
found in 76.5% of the organisations. The proportion is even lower (57.8%) when
communication professionalss report about leaders of most work units in their organisation. Generally,
in non-profits compared to companies, and lowest in government-owned,
appreciation is significantly higher
h
public and political organisations.
organisations. On the flip side, the study reveals that every fifth communication leader
skills.
(19.2%) lacks leadership skills
s.

5 WORK
WO
ORK ENGAGEMENT
ENGAGEMENT IN
IN COMMUNICATIONS
COMMUN
NICATIONS
The overall job engagement index based on the assessment of 12 different statements shows that the majority
of communication professionals in Europe feel engaged in their job (56.1%). But more than one third
does not feel engaged (37.1%) and every 15th practitioner is even actively disengaged (6.8%). A possible
reason: one quarter says that they don’t have the resources to do their job effectively and 21.6% do not feel
encouraged by their superiors.

6 STRESS
STR
RESS AND
AND WHO
WHO CAN
CAN MANAGE
MANAGE IT
Communication professionals are often expected to be high performers in a hard-working culture. No
wonder that four out of ten communication professionals (39.0%) in Europe feel tense or stressed out during
their working day. At the same time 25.0% do not have the appropriate resources to manage this experience.
A cluster analysis reveals that one in four (27.9%) has serious stress problems (reporting stress and not being
able to manage it). The most important drivers of work stress are the need to be constantly available outside
working time to access emails and phone calls, too heavy a work load, the lack of opportunity for growth or
advancement, and information overload.

7 JOB SATISFACTION
SA
ATISFACTION IS
S SLOWLY
SLOWLY DECLINING
DECLINING
Longitudinal comparison with the monitor surveys in 2010 and 2014 reveals a slow decline in overall job
satisfaction among communication professionals in Europe. 28.9% of the surveyed practitioners would like to
change their current employer within the next twelve months. However, three quarters of the communication
professionals in Europe are happy in their job – overall satisfaction is the strongest in consultants or agencies
(79.0%). The strongest drivers for job satisfaction are interesting and manifold tasks, career opportunities and
appreciation by superiors and (internal) clients.

8 WORK
WORK ENVIRONMENT:
ENVIRONMENT: LEADERSHIP
LEADERSHIP MAKES
MAKES A
DIFFERENCE
DIFFERENCE
A supportive work environment enables practitioners to exploit their competencies and accomplish
organisational goals. The study measured the status in communication departments and agencies across
Europe by assessing organisational culture, trust in the organisation, leader performance, overall job
satisfaction, and work engagement. Advanced statistical analysis shows that engagement is the key factor that
links strongly to all other aspects. Engagement can be influenced by leaders, so in the end leadership makes
the difference: educating, mentoring and promoting leadership skills should be a priority in the field.

9 SALARIES
SALARIES ARE
ARE GENERALLY
GENERALLY STABLE
STABLE
In 2018, every tenth communicator surveyed earns more than €125,000 base salary per year (13.0%).
But there is also a large group of practitioners (24.4%) that earns less than €30,000. The portion of
communication heads and agency CEOs with an annual income over €150,000 has remained relatively stable
since 2009 (between 13.4% and 18.4%).

10 COMMUNICATION
COMMU
UNICATIO
ON EXCELLENCE:
EXCELL
LENCE: NEW
NEW PATTERNS
PATTERNS
IDENTIFIED
IDE
ENTIFIE
ED
A detailed analysis of the monitor data reveals several characteristics of high-performing communication
departments. This adds to previous insights made by the research team and published by Palgrave Macmillan in
the 2017 book ‘Communication Excellence’. Excellent communication departments are better prepared to deal
with fake news, they offer all kinds of management reports more frequently and they evidence better leadership
performance. Work stress is lower and nearly all professionals working in such departments are satisfied (93.5%
compared to 66.8% in other organisations) and loyal. Communication excellence proves to be beneficial for those
working in the field and to organisations who use the power of strategic communication to reach their goals.
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The European Communication Monitor (ECM) is an international research
project conducted by a group of professors from renowned universities within
the framework of the European Public Relations Education and Research
Association (EUPRERA) and the European Association of Communication
Directors (EACD). It is supported by PRIME Research, 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 strategic communication and
communication management across Europe.
More than 5,000 communication professionals from over 80 countries are
surveyed in each wave of the Global Communication Monitor series. The series
includes this European study as well as the bi-annual North American, Latin
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only truly global study of the profession based on sound empirical standards.
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