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About me

| am a communications leader with over 15 years of experience building the
strategy, systems and content that bridge the gap between what complex
organizations know and what their audiences need to hear. My approach relies on
stripping away operational friction, partnering closely with subject matter experts
and structuring data-driven narratives that ground complex institutional ideas in
human reality.



About this

This portfolio outlines selected work samples structured across external
communications, internal communications and marketing business development
workflows. Each entry highlights the organizational problem faced, my specific
tactical contribution and the real-world results achieved.
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Page Navigator:
Benchmarking Survey
and Trend Reports

About This Report Key Findings

The Context: Enterprise leaders and Fortune 500 CCOs
needed actionable, clear benchmarks on rapid corporate e D
shifts. Traditional market data was often too dense, :
misaligned, or slow to process to be useful for daily : - :
strategic decisions. Page’s membership was an untapped
resource for this data.

My Specific Contribution: | assisted in project from needs
analysis, to designing the survey instrument, assembling
committees to identify the insights that mattered to our
stakeholders and distribution via a global roll out and

email marketing campaigns. Essential to this project was senchmark of thathoderCe funetion
never losing sight of the value proposition amid many #mmm /%’
internal and external stakeholders. . :

Gregory Galant [ - 1=
CEO of Muck Rack & the Shorty Avards

ku, the DOJ approves the Paramount-Warner Bros. deal and
hropic fights the U.S. government on restricting its latest Al models. Catch up
Jthe biggest media headines including.... more

The Result: Proprietary data was identified, sourced and
turned from raw data into primary source insights for 1,400
global executive members. End product passed our goal
and was downloaded by over 75% of the membership.

MUCK RACK
Weekl




Thought Leadership Reports

The Context: Developing high-impact thought leadership requires
managing deep, multi-year research initiatives. Organizations need
to synthesize complex, shifting industry trends into definitive
frameworks while ensuring the final assets directly address

immediate audience needs.

2. Introduction to Stakeholder Capitalism

Three Ways to Create Stakeholder Value

4. The Mulfistakeholder Approach

Stakeholder Capitalism and ESG

A Guide for Communication Leaders

My Specific Contribution: | project managed the multi-year research
initiatives, representing the deep-thought leadership that
differentiated the brand. Coordinating with subject matter experts, |
managed multiple review councils for consensus, and directed the
design and distribution workflows. | then integrated these reports
into our core ecosystem, designing the surrounding campaigns,
member calls and live event sessions to drive the market rollout.

The Result: Delivered major, definitive research assets that
advanced the profession and successfully fulfilled our documented
member needs. The execution
established long-term brand equity
and turned static multi-year data
into an active, operational content
ecosystem across the organization.
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Artie: Al Chatbot ”‘"‘""““"““’

Frequently asked questions

The Context: Managing an archived ecosystem of legacy
research makes discovery difficult for users. The
organization needed a way to surface deep institutional
knowledge instantly while creating fresh engagement

opportunities for members. o —
My Specific Contribution: | directed a full website overhaul o R

and migration project. | engineered a robust knowledge
base built on a structured content taxonomy and clean
tagging rules, which established the database infrastructure
needed to support advanced automated search tools.

or engage with ts marketing. In many cases, decisions are being shaped—or even made—before a brand has any direct interaction with the customer.

nels. That includes things ike HR job postings, legal fiings, cuscomer service logs, technica tion, and public- content This

The Result: The strategy allowed for the rapid development
and successful deployment of Artie, an Al powered
chatbot. The tool seamlessly indexed our archived
intellectual property, stripped away user friction, and
generated valuable new sponsorship opportunities for the
organization.

urate version of the brand. A mismatch between stated values and actual behavior—or between marketing, HR, legal, and operations—can weaken reputation.

5 tools can’

it is being asked, how brands are being described, or why one company is = over another. This limic

rustworthy information available for Al systems to represent the company accurately. If a brand's digtal content s not accessible or readable to Al systems, those systems may.




Climate ifi

is seen as si

G Young Adults Prioritize Mental Health: Sharp Generational Differences on Corruption and
ly safer Mental Health; Calibrate Issue Engagement by Generation

The explanation for the divergent trendiines in DEI vs. dlimate communication likely has a
single, simple explanation: perceived risk of backlash.

Overall, UsS. respondents perceive a

of reputational isk associated with
public stances on climate— with about 1 in 3 seeing a “significant" risk of backlash

Regaining Credibility

Perceived backlash risk

in the GenAl Era

Communicating on Climate and DEI

"Overall, my organization believes it faces a significant
risk of backlash for taking a public stance on..."

How communicators and consumers see the

Climate issues
business case for each

Mo Core Global Issue Importance Consistent Across Markets; Overall, Environmental Issues

CD Have Most Noteworthy Decline; Regulation of Al, Innovation, Mental Health and Corruption
[=] in Shift in Select Markets

The Business Case for Climate

Very Important Rank
ex-Us
UneigheedBase
A clear business case is a crucial tool for consensus [Ecoriormicstabity pnd provety O
AS US. organizations weigh the pros and cons of continued climate communication, it Comuption
clear that the business case for climate is a critical consideration.

Job creation and workforce skils development
USS. respondents overwhelmingly report that internal stakeholder groups respond most

Research and technological innovation

Consumer preference based on climate action
strongly to messages about the business materiaity of climate action rather thanits

morality. Two-thirds suggested a ‘profit"based argument would be most persuasive

Mental healthissues
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As organizations build their plan for communicating around climate heading into 2025, this
easier using Al 0
. consumer data may help provide valuable context for an internal business case.
L Polarization in society

My Specific Contribution: Working with the partners from ideation to
delivery, | was able to ensure the insights were delivering the
answers and insights the members needed.

Research Partnerships

The Context: Reaching senior corporate leaders requires cutting
through severe digital noise. The organization needed a way to
deliver high-value insights without contributing to inbox fatigue or
sliding into institutional jargon, partnering with experts to bridge
gaps in our thought leadership and increase our footprint.

The Result: Research was used to convene 100s of members in

global key markets to view and discuss the insights and for context
in large event programming as well.
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Editorial Committee

The Context: Professional services firms rely on decentralized
subject matter experts who often operate in isolation. Without a
unified internal infrastructure, content pipelines stall and multi-office
organizations struggle to maintain a consistent market voice.

Page Editorial Committee Charter Mark IV é

Purpose

Toserve as the top of the content funnel for Page by shaping an agle, strategic, and

ideas that reflect both Page's thought leadership and the evolving needs

Scope & Responsibilities
This committee exists to:
* Questions to finalize

o Howis the flow of info coming into the team?

© Who s responsible for keeping an eye on the long term strategy?
o How do we source the members to bring in?

 Identify high-pe tent aligned to Page's strategic th d membe
interests.

with proactive thoug! P

« Recommend formats (e.g., blog, Page Conversation, podcast) based on content
goals.

«_Use a sprint planning process to prioritize content creation.

ACTIVE Framework to crystallize all ideas
Each content item must be framed with:

o Action - What is the pitch? And why is of value to members?

o Channel - Where will it go? (multiple select in Airtable e.g.,
blog, podcast, webinar)

o Theme - What strategic focus does it support? (Drop-down
list in Airtable)Edx

o Impact - What is the impact this will have on members? (Info?
Resources? Knowledge sharing?)

 Venue/Owner - Who owns it?

o Expected Date - When will it happen?

i

My Specific Contribution: | built and chaired a cross-functional
editorial committee to align multiple stakeholders across the
organization. | created a structured process where we recorded all
calls and used Al to mine for insights, layering those on our business
objectives and survey data, then using those sessions to generate
standardized templates and first drafts in our brand voice.

The Result: The process aligned our disparate stakeholders and
ensured that we maintained strict standards in the company’s voice,
cadence and value offerings persisted through many events, content
assets, newsletters and podcasts produced annually.
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Events Strategy

The Context: Live conference insights easily evaporate without
immediate post-event processing. Organizations need upfront
content governance to turn fleeting presentation storytelling into
structured educational assets for the broader ecosystem.

My Specific Contribution: Participating in a cross-functional content
committee aligning event teams, data analysts and executives
around a unified production pipeline. | mapped key event themes to
a master strategy document. To scale production, | used Al to
transcribe stakeholder pre-calls, rapidly transforming raw
conversation into high-value answers for target audience questions.

7 : The Result: Closed the loop between initial strategy planning and

‘ ‘ ' final distribution. This integrated workflow eliminated post-event
administrative bottlenecks, seamlessly routing real-time speaker
insights into tagged research modules that permanently populated
our member knowledge base.

Page AC Content S’rra’regy e

Intentional Innovation: How CCOs Build Trust in our Changing World

2025 Annual Conference

Half Moon Bay, CA | 2024

& Measures of Success @ 2024 Strategy Pillars

More than vibes
Here's a concise list of key KPIs to measure the success of the AC Content Strategy:

Content Engagement: Content Reach:




For many small and medium-sized businesses, tarffs aren'tjust
economic policy—they e an emotional burden. Communicators are
hearing stories of entrepreneurs facing painful choices and dwindling
margins, with no domestic alteratives to alleviate the pressure. Some
members, representing and working with trade and commerce

i

ther s hel
tand how global shifts affec
clear, empathetic communicati

Breaking Through Consumer
Misconceptions

View in Browser

Newsletters

The Context: Reaching senior corporate leaders requires cutting
through severe digital noise. The organization needed a way to
deliver high-value insights without contributing to inbox fatigue or
sliding into institutional jargon.

Pageviews Pageviews

Internal Alignment, First and Foremost

Aframework for When to Speak Out

Three questions to guide your approach:

Culture Moves Faster Than Consensus

View in Browser View in Browser

My Specific Contribution: | directed the end-to-end editorial and
distribution strategy for our enterprise newsletters, transforming
them into a high-value touchpoint for senior Fortune 500 leaders.

The Result: Built and maintained a consistent 30%+ open rate,
performing significantly higher than standard communication
industry benchmarks.


https://page.org/knowledge-base/pageviews-monthly-issue-12/
https://page.org/knowledge-base/pageviews-issue-136-across-borders-across-pressure-points-insights-from-the-2025-page-exchange/
https://page.org/knowledge-base/pageviews-monthly-issue-15/
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R FALCON.|IO

Setting up a Strong
Global-To-Local

Social Media Strategy

#FalconEd

Why should a | B e
B2B brand be % Nobody buys a jet engine online, but when

on social media? ! you think about it, nobody buys a can of
= : Coke online either.

CEMEX Strategy View in Browser

The Context: Multinational organizations often struggle to scale
corporate marketing functions across diverse international markets.
Rigid top down corporate mandates frequently alienate regional
teams and fail to connect with local community realities, while
completely decentralized efforts risks fracturing the brand voice.

What does a global/local campaign ook like?

CEMEX 110 anniversary:

To show pride in what's important for the
business unit we operate in.

Toolkit to enable global campaigns:
. Clear objectives (Buaasdu
. Editable files and f|
. Paid Ads guideline
. Customizable CTA
. Tracking UTMs ang

CEMEX Go 1 year anniversary
campaign:

Show CEMEX Go has reached all
markets, we placed the logo in
famous local landmarks

Toolkit to enable global campaigns:
1. Clear objectives (Brand Awareness)
. Editable files and fonts
. Paid Ads guidelines and budget

4. Customizable CTA
. Tracking UTMs and links

e

My Specific Contribution: | engineered a scalable marketing governance
framework that balanced central brand alignment with autonomous local
execution. Using strategic templates, localized content playbooks and training
that empowered regional communications managers to adapt our core
commercial messaging to distinct cultural and market landscapes.

The Result: Successfully unified our digital market presence and scaled the
communications architecture across nearly 20 global business units. The
methodology was so effective that an external enterprise partner documented
the framework as a premier strategic case study for an industry webinar series.


https://drive.google.com/file/d/1dDffUc6cfEyPEHNDcORvvyldGIOM58Sf/view

Page Society
page 19,075 followers
10mo -

Disinformation. Bot networks. Al-powered smear campaigns.

Podcast
O In this episode of The #NewCCO podcast, Lisa Kaplan, founder and CEO | Cimesditieiis .
of Alethea, joins Eliot Mizrachi to break down how disinformation is evolving and The Al Advantage:
e ew why it's now squarely in the CCO’s domain. The Al Advantage: How How Top Communicators
N Top Communicators are AreLeading thelShift
They cover: N -
Page Society  How to detect and decode emerging risks Leading the Shift

 Why Al s both the threat and the solution
 What smart brand protection looks like today

Following cee A must-listen for any communicator navigating today's information war.

https:fbit.ly/4IRcbNg

All Episodes #TheNewCCO #Disinformation #BrandTrust #Al #CrisisComms Related Content
sl Alis Both the Medium and the Message - e
. ) a : Before the Spark @
o = Shoumore Becomes a Forest Fire
the cco
C B L. Fage

Before the Spark Becomes a Forest Fire, with Lisa Kaplan, Founder and CEO of Alethea
T

®

Composing Clarity in Chaos

My Specific Contribution: When the project lost its external agency
budget, | took over end to end production to keep the asset pipeline
moving. | managed the stakeholder workflows, recorded the
interviews, edited the audio tracks, and directed distribution

Podcast Production View in B strategies to continuously highlight our market insights.
Iew In browser

The Context: In some markets, brand equity had yet to be The Result: Produced a consistent schedule of 12 strategic episodes
established, requiring dynamic thought leadership to establish annually under zero external budget. The recorded sessions
relevance. The organization needed an interactive media platform to humanized complex industry insights for our network, and we
showcase and explain complex ideas and insights while building a successfully integrated the final podcast library into our student case

warm mechanism to connect with members. study award to cultivate a long-term membership pipeline.


https://open.spotify.com/show/5oLW0nzEPyNo7mfcSFfIcu?si=df37ad81d9b649ab

Contact

Jerrick Haddad

+1 646 715 7012
jerrickh@gmail.com
www.jerrickhaddad.com
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