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EDITORS’ NOTE With more than 
25 years of experience in commu-
nications for multinational com-
panies including Novartis, Cisco, 
HP, Pfizer, PepsiCo, and Microsoft, 
Dr. Kathy Bloomgarden has de-
veloped particular skills in global 
communications consulting, in-
cluding a focus on leadership and 
CEO positioning; global corporate 
reputation and brand strategy; 
acquisition/merger, global inter-
nal engagement campaigns; and 
crisis and issues management. 
Dr. Bloomgarden is the author of Trust: The 
Secret Weapon of Effective Business Leaders, 
and holds a B.A. from Brown University and 
an M.A. and Ph.D. from Columbia University 
in Political Science and Chinese studies.

C O M PA N Y  B R I E F  R u d e r  F i n n ,  I n c . 
(ruder finn.com) is one of the world’s largest 
independent communications agencies with 
dual headquarters in the U.S. and China. 
Founded in 1948, Ruder Finn serves the global 
and local communication needs of over 250 
corporations, governments, and nonprofit or-
ganizations. The agency is organized around 
four strategic pillars that reflect its core ar-
eas of expertise: Health & Wellness, Corporate 
Reputation & Transformation, Technology & 
Innovation, and Consumer Connections. RFI 
Studios, the agency’s full-service digital prac-
tice, leads the industry in designing and 
developing internal collaboration platforms, 
building conversations and communities 
around brands, and staying top-of-mind in 
the world of mobile applications.

What is  the secret  to the success for 
Ruder Finn?

We’re one of the first PR agencies in 
the world and that is an important heritage 
to us. We all feel a sense of passion that we 
want to make a difference and do some-
thing meaningful. The industry has changed 
and evolved, but we still keep that passion. 
It’s not about getting bigger or grabbing a 
position in short-lived current trends; it’s 
about shaping opinion, driving behaviors, 
and making a difference. Being an impact-
ful leader in the PR industry and in society 
is what keeps us motivated and connects us 
to our purpose.

How much of a focus are 
start-ups for your company?

Af te r  we spun out  our  re -
gional operat ions, we strength-
ened  ou r  cl ient base, and now 
approximately 86 percent of our 
clients are global multinationals. 
Work ing c lose ly  toge the r  w i t h 
companies  lead ing in  the i r  in -
dustr ies ,  we real ized that many 
of them were going through size-
ab le  t rans format ions .  By sh i f t -
i ng  ou r  f o cu s  t owa rd  he lp i ng 
companies going through busi-

ness-mode l  changes ,  we s t reng thened 
our  compet i t i ve  exper t i se  in  re in forc -
ing  external reputations, executive lead-
ership, and employee engagement. These 
ski l lsets became an underp inn ing fo r 
many of our client programs. 

We realize that many large companies 
want to re-energize themselves,  move 
faster, and create a start-up-like mentality 
within their organizations. We developed 
a practice within the agency that brings 
star t -ups to meet and share ideas with 
large mult inat ional companies to solve 
problems, and create exciting projects that 
can be implemented within a short time-
frame. We prioritize staying connected to 
the start-up community so that we can stay 
involved in emerging trends. Internally, 
we strive to build a culture that is dynamic 
and nimble, setting an example for these 
larger companies who are looking to dis-
rupt themselves. 

Do you need to be working very high 
up in those companies or are you work-
ing at multiple levels?

Change can be a painful process, so we 
often work together with senior management 
to help top leaders inspire their people to 
be supportive of those transitions. We work 
day to day as partners with communication 
teams, collaborating with HR, investor rela-
tions, and business leaders at the national and 
international level.

We have a very deep partnership with 
our clients. Our average tenure for clients is 
approximately 10 to 11 years, which is un-
usually high in our industry. We are experts 
at storytelling, building the narrative, and 
creating compelling content that opens dia-
logues with key stakeholders. 

Is there specific industry expertise? 
How broad are the capabilities?

Communications requires a wide range 
of skills: creative, social, innovative – with 
deep vertical industry knowledge. We have 
to be ready to hit the ground running on new 
assignments, so having a deep background 
in our key industry sectors is imperative. 
Our teams are well-versed in the right social 
channels to drive engagement specific to the 
industry vertical we are working in.

When we consider talent, we don’t look 
to only hire people who have been in an-
other agency for 10 years. We want new 
thinking, and value creativity and curiosity. 
Young people have an opportunity to play an 
important role early in their careers. I have a 
reverse mentor – a young person who meets 
with me every morning – and helps me make 
sure I’m doing all I can with my social media 
channels.

We want our agency to be one that mar-
ries bold thinking, innovation, and creativ-
ity. Design is becoming a critical element in 
communications, so we are experimenting 
with new design and video technologies to 
deepen the way we create and share stories 
and experiences.

For many people, change can be 
scary. How hard is it to get buy in?

Multinational companies are going through 
great changes as the market continues to ad-
vance at a rapid pace.

The internal communications work we 
do for multinationals has to touch people 
with a strong emotional chord, as well 
as sustain an open and authentic conver-
sation that provides details about changes 
that are happening. Today, the process of 
change never reaches an end point; it is 
more of a journey. This can cause uncer-
tainty and anxiety. To help allay concerns, 
we have to ensure that people know the 
goals a company’s senior management are 
trying to reach and inspire a shared belief 
in the mission of the company.  

What are the keys to a successful 
client relationship?

Every agency has a different culture and 
personality, and different areas of specialty. 
We have to have a true partnership with our 
clients and a good chemistry fit so we can 
move nimbly together. Relationships are 
key.•

Kathy Bloomgarden

Making a Difference
An Interview with 

Dr. Kathy Bloomgarden, Chief Executive Officer, Ruder Finn, Inc.

At Corcoran, we attribute our success to never losing sight of what’s 

most important — finding you the home that lets you live who you are.

VISIT CORCORAN.COM TO PUT OUR EXPERTISE TO WORK FOR YOU

WE’RE #1 IN MANHATTAN

BROOKLYN

THE HAMPTONS

& SOUTH FLORIDA.
MORE LISTINGS, SALES, AND COASTAL TRANSACTIONS IN THE PALM BEACHES THAN ANY OTHER FIRM5

$700 MILLION MORE CLOSED SALES THAN THE NEAREST COMPETITOR1

MORE SALES2 AND 30% MORE AGENTS THAN ANY OTHER FIRM3

35% MORE SALES THAN THE NEAREST COMPETITOR4

1 The Real Deal May 2016. Data represents all closed sales in Manhattan.  2 Corcoran Sales Data 2016.  3 The Real Deal Data Book 2016.  4 TheRealDeal.com July 1, 2016.  5 Beaches & Palm Beach MLS.
The Corcoran Group is a licensed real estate broker located at 660 Madison Avenue New York NY 10065
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