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About GAP 

The purposes of the Communication and Public Relations Generally Accepted 
Practices (GAP) Studies, of which this is the seventh, are to provide practitioners 
with data they can use today to better manage the PR/Comm functions 
(PR/Comm) in their organizations; point out trends they must be aware of as they 
plan for tomorrow; and identify Best Practices against which they can benchmark 
their own organizations.  

 

GAP  provides insight into a variety of topics, such as: 

ǒ Staff size, organization, functions, budgeting 

ǒ Measurement and evaluation  

ǒ Use of agencies 

ǒ Client needs, perceptions  

ǒ Relationship models 

ǒ Compensation trends 
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GAP VII Partners 

GAP VII has been supported by these leading professional organizations:  

The Arthur W. Page Society, the 
400+ members of which are 
generally the heads of 
communication in major U.S. 
organizations 

Institute for Public Relations 
(IPR), which serves as research 
partner, contributing its 
expertise in researching the 
science underlying the practice 
of communication 

International Association of 
Business Communicators (IABC), 
with its 15,000 member global 
network of communicators 

Public Relations Society of 
America (PRSA) with its 21,000 
members 

http://www.awpagesociety.com/
http://www.instituteforpr.org/
http://www.iabc.com/
http://www.iabc.com/
http://www.prsa.org/
http://www.prsa.org/
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About the USC Annenberg Strategic Communication and 
Public Relations Center (SCPRC) 

The USC Annenberg Strategic Communication and Public Relations Center (SCPRC) 
plays a leading role in the continuing evolution and expansion of the public 
relations profession. Created by the Public Relations Studies Program of the USC 
Annenberg School for Communication and Journalism in 2002, the Center is one of 
the most ambitious efforts to date by a major American university to bridge the 
substantial gap between the public relations profession and the academic 
community that studies it. 

 

The centerõs mission is to advance the study, practice and value of the public 
relations/communications function. 

 

In an effort to bridge academia with the PR practice, the center conducts practical, 
applied research in areas such as best practices, program evaluation and 
emerging trends. In addition to informing practitioners, SCPRCõs research results 
are being integrated into the USC Annenberg public relations curriculum. 
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About GAP VII 
GAP VII is the largest and most comprehensive study to date of senior-level 
PR/Comm practitioners in the United States. It was sampled from a comprehensive 
list of senior-level practitioners, each of whom received multiple invitations to 
participate. GAP VII is believed to be representative of the broad population of 
senior-level practitioners. 

 

Accessing GAP VII 

The GAP VII study is available for free download at 
www.annenberg.usc.edu/gapstudy.  

More comprehensive and detailed findings are available in the GAP VII Insight Base 
at the same web address. This online catalogue contains information divided by 
private and public corporations of various sizes, as well as government agencies 
and non-profit organizations. It is designed for practitioners  to access information 
specific to their own type of organizations. 

 

For more information email scprc@usc.edu. 

 
 

 

http://www.annenberg.usc.edu/scprc/gapstudy
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GAP VII Sample Methodology 

 

GAP VII research was conducted in an online survey of top PR/Comm practitioners 
and data was collected in Q4 2011. GAP VII received more than 1,000 responses, 
and participants selected for inclusion had to pass a rigorous screening process to 
ensure that each respondent was the most senior communicator in the 
organization, or a direct report thereof. The final sample was 620. 
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GAP VII Respondents:  Screened for Role in Organization 
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GAP VII Respondents: Corporate, Government and Non-profit 

Public company 

30% 

Private company 

25% 

Government 

agency/Military 

17% 

Non-profit 

21% 

Other 
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GAP VII Respondents: Company Size by Revenue 

Public Companies  Private Companies 

 <$1B,  

17.3% 

 $1B - 

$4.99B, 

 25.3% 

 $5B - 

$9.99B, 

 15.3% 

$10B - 

$19.99B, 

 18.7% 

 $20B - 

$40B, 

 9.3% 

 $40B +, 

 14.0% 

 <$2.5B,  

81.6% 

 >$2.5B,  

18.4% 
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GAP VII Respondents: U.S. and Multi-National Organizations 

U.S. local or 

regional 

42% 

U.S. national 

21% 

Multi-national 

(home country and 

one or two others) 

10% 

Global (more than 

four countries) 

27% 
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All GAP VII Respondents: Academic Degrees 

Public Relations, 

 16.0% 

Journalism, 

 29.7% 

Communication, 

 31.9% 

Business 

Administration, 

11.3% 

N/A,  

15.0% 

More than 75%  of respondents have an academic degree in either 

Journalism, PR or Communication 
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Key Narratives 

GAP VII offers insights on a variety of topics pertinent to the successful 
management of the public relations function: 

 

1.Budgets 

2.Functions/Responsibilities 

3.Use of social media 

4.Measurement and evaluation 

5.Working with agencies 

6.Organization/Reporting 

7.C-Suite perceptions 

8.Culture, character and integration 

9.Excellence/Best practices 
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Budgets 

GAP VII, Section 1 
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Budgets: Public Companies, 2009 vs. 2011 
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Despite the difficult economic climate in the United States, public 

companies generally experienced an increase in their public relations 

budgets. 
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Budgets: Corporate Respondents, 2011 vs. 2012 
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More than 50% expect budgets to be flat in 2012, and more private than public 

companies expect a budget increase. 



17 17 17 

Budget: Allocations 
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Salaries and related costs account for almost 50% of budget, followed by Program 

Execution (25%), Agency Fees (18%) and Measurement & Evaluation. 
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PR:GR Comparison, Large Public Companies, 2009 vs 2011 
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Among large public companies (20B+ revenue), the percentage of 

gross revenue (GR) spent on communication has increased over 2009. 

 


