
© 2016 The Lowe Group                          www.lowecom.com  

Case Study: Rebuilding & Raising Positive 

Perceptions Amidst Negativity  

The Situation  

After years of tremendous growth and a successful IPO, an 

established investment management firm was tainted by the 

departure of several high-profile figures, including the CEO’s 

likely successor. These departures ignited a firestorm of 

negative publicity and significant staff turnover. This, combined 

with the 2008-09 market downturn, led to a decline in assets. 

The firm sought to set the record straight, only to be set back 

by other negative publicity. Frustrated and at a loss, the firm 

shut down most PR and media outreach.  

The Approach 

In the midst of the turmoil, the firm continued to produce a 

number of solid products including an emerging markets fund. 

But the shell-shocked firm was concerned that promotional 

outreach for the fund could lead to more negative publicity.  

Our first outreach project was to write a whitepaper about 

emerging market indices and some of the challenges investors 

faced when seeking exposure to emerging markets. After 

conducting in-depth research, we wrote a comprehensive paper 

that the firm was able to leverage in many ways.  

The firm also created an EM Knowledge Center survey for 

advisors, and a survey and whitepaper were posted to the fund-

specific microsite. Over the course of the next year, the paper 

was repackaged into a flip book, a sales deck and shared widely 

with media resulting in significant coverage—with no mention 

of the investment departures or turmoil.  

The firm gained coverage in several advisor-facing publications 

— a key audience — and the portfolio manager was featured 

on TV and in national print publications.  

The Result 

After receiving positive coverage for its emerging markets fund, 

the firm regained confidence. Other portfolio managers, 

including one leader of a key discipline for which the firm had a 

reputation as a pioneer, began participating in media 

interviews. While the firm faced another high-profile departure, 

rather than retreat, it engaged The Lowe Group to help handle 

the situation. We worked with the client to develop messaging 

around the departure and took a proactive stance to get ahead 

of the rumors. While one industry publication chose to write a 

fairly negative article, some positive articles also resulted. 

Ultimately, the departure went smoothly and we were able to 

help our client—and the media—adopt a “business as usual” 

mentality.  

We continued to work with our client to identify other 

investment products they wanted to promote and created 

interesting content that could again be leveraged in many 

meaningful ways.  

We also placed interviews for members of the investment team 

to broaden awareness of the firm’s investment talent beyond 

one or two key figures. The firm was able to showcase its 

breadth of talent and generate positive coverage for its 

investment products.  

From a search engine perspective, these positive articles helped 

“push down” the negative coverage relating to the firm’s 

personnel issues. After the dust had settled and the fog of 

negativity lifted, we leveraged our media contacts to land a 

feature on the firm’s CEO in the Wall Street Journal.  

As our client’s business has stabilized, our relationship has 

grown. The Lowe Group also supports the firm’s wealth 

management practice, which we have accomplished primarily 

through placing content for the firm’s advisors. 

The Lowe Group saw this as an 

opportunity to change the 

conversation.  


