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PRAISE FOR MEGAN DRISCOLL AND #RESOLVE TO EVOLVE


“As a writer of business books, I know how much we can learn from reading about the journeys of successful entrepreneurs. And what a journey Megan Driscoll recounts in her wonderful new book, #Resolve to Evolve. From the time I covered Evolve’s ‘Family Night’ in my USA Today column, I have followed her company’s growth and been impressed that even with such fast and impressive growth, she has managed to keep true to the personal touch that keeps clients coming back, which accounts for almost all of her business coming from word of mouth. This book is a great example of how relationships—and a lot of hard work—can build a company. A must read for entrepreneurs and aspiring entrepreneurs, especially women!”


—RHONDA ABRAMS, USA Today business columnist and author of Successful Business Plans: Secrets & Strategies


“Anyone who has a sense of purpose to their work (or is currently grasping for one) will resonate with Megan’s drive to ‘make a real difference in the real lives of real people.’ And anyone looking to start their own business, in particular, will be furiously taking notes about how to build an efficient, happy, and effective team. Megan has been a longtime mentor of mine, and her book reads like a blueprint of the years of over-dinner conversations we’ve had about the secrets of success. All the wisdom she’s picked up in the public relations business is quickly applicable to the entrepreneur in all of us: honesty first, prioritize your internal team, don’t skimp on the experts that support you, and—my favorite catchphrase of Megan’s—‘Be kind—don’t suck.’ Ultimately, #Resolve to Evolve is about how to do the work you love so effectively that you can also—gasp!—have a life. I don’t know anyone who isn’t interested in perfecting that balance.”


—KATIE BECKER, beauty and health director, ELLE


“Megan Driscoll and the team at EvolveMKD are the best public relations, communications, and social media company that I’ve worked with. They work to support my business objectives and deliverables as if they are their own. If they say something will get done, it will get done and on time. The team has always delivered for my brands. Moreover, Megan is a true confidant and is an incredibly valuable resource well beyond her firm’s swim lane. I am a better professional and leader with her support and counsel.”


—ROB CATLIN, vice president, Aesthetic Sales and Marketing, Endo Pharmaceuticals


“Invest the time to meet a mythical unicorn who has built a business based upon values, ethics, and a frankness about how ‘not every work problem is fixable.’ Megan Driscoll takes us through a journey of what it means to start a business, recover from failure, stumble with simple things, and thrive under the pressure of competing in the agency world. She shares great stories of hiring successes, client disasters, moments of self-reflection that will make every reader think twice about their own choices, and how living your passion can make good business sense.”


—JOY E. TAYLOR, principal, Grant Thornton; former CEO, TayganPoint Consulting Group


“I’ve watched Megan Driscoll and her team at EvolveMKD build a dynamic and thoughtful business since becoming her friend in 2016. As an entrepreneur myself, I’ve been impressed at how Meg and her team have maintained the ‘family’ feel of the agency, even while doubling the business in a short time period. This book is a phenomenal asset for anyone looking for an honest and real depiction of the challenges of growing and running a client service business while staying on the cutting edge of the latest and greatest marketing, communications, and digital trends.”


—BARBARA ROBERTS, entrepreneur in residence, Columbia and Hofstra Universities; former CEO, FPG International and Acoustiguide
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To #hothusband, who makes all things possible.
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Growing up I was always told by my parents that “All great things start in Brooklyn,” and so, forty years ago when Megan decided to make her early and dramatic entrance (almost in front of a classroom filled with high school students) into the world, I thought I knew what was ahead. I envisioned teacher, lawyer, or even nurse. However, from first grade through our move across the Hudson River, Megan was always the girl organizing events and helping everyone put their best foot forward. Who knew you could have a career, and a great wardrobe, by doing lunch?


Megan has always turned not-so-perfect situations into examples of shining success, so entrepreneurship was simply the natural progression from surviving an unwieldy partnership to founding her own company.


People say daughters are what their mothers make them, but in this case Megan is her own invention!


MARIA DRISCOLL,


Office manager at EvolveMKD and Megan’s mom
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Doctor, lawyer, teacher, plumber, firefighter, mechanic, soldier, astronaut, athlete, actor, musician, dancer, scientist—the world is full of occupations that are easily understood and easily emulated.


I know a very smart woman who became a dentist simply because she had gone to dentists her whole life and was therefore familiar with what the profession entailed. There was no overriding passion to give the world more perfect smiles. There was no driving force to save every tooth. She just knew what a dentist did and that she could do it too. How she chose her profession is probably pretty much how most people choose. They either have known someone who had a particular job—often a family member—or choose a high-profile career that everyone knows about.


I didn’t grow up wanting to own a public relations firm. In fact, I don’t know anyone at all who grew up wanting to work in public relations—much less own a firm—because it’s not an industry most people know about. When I told my father that I was going to accept an offer in public relations, he was totally bemused. “What are you going to be doing? Planning parties?” No, Dad, it’s not planning parties. Well, not all the time.


Why more people don’t know about this wonderful way to make a living puzzles me. But then I remember: if I hadn’t randomly fallen into the PR world, I wouldn’t be running my own business and supporting listed and unlisted companies as well as emerging entrepreneurs that are making a real difference in the real lives of real people.


I can pretty much pinpoint the exact moment I realized that public relations was what I was meant to do.


I was standing in a softly lit room full of people from all walks of life, spanning ages from childhood to “the long-lived elderly”—some clothed, some not. I was holding a glass of champagne and watching my client being swarmed by industry reporters, influencers, and practitioners, all under the watchful eyes of that motley group of onlookers. I looked at this surreal scene and knew I wouldn’t want to be anywhere else. This is what public relations was meant to be: a blending of real and surreal, of planned and unplanned, of clothed and unclothed. In my world, public relations focuses on building an attention-getting package around a life-changing product.


The reason no one grows up wanting to be a public relations professional is that if we’re doing it right, no one realizes we’re there. You never see the legs kicking furiously below the surface. You only see the results—the awesome event that makes everyone talk about the sponsor, the incisive interview that puts the speaker’s name on the tip of everyone’s tongue, the name of an emerging firm that is suddenly everywhere. Products and entrepreneurs don’t just randomly end up on The Dr. Oz Show or featured in People or contacted to give opinions on recent changes in their industry. They are in that position because an entire corps of public relations professionals made it happen. And believe me, it’s not easy. But, it’s definitely fun!


It’s also unbelievably rewarding. Much like the plumber who never has time to fix the leaky faucets in their own house or the cobbler whose children are barefoot, the field of public relations could do a much better job of promoting itself. In fact, many people who think they understand PR view it as a bit manipulative if not outright unsavory. PR professionals are sometimes thought of as “spin doctors”—which is not meant as a term of respect or endearment.


This perception reminds me of the movies that claim to be “based on a true story.” There are bits and pieces of truth in those films, but they are mostly good fiction. The “spin doctor” version of public relations is similar. There are elements of truth (and a few unsavory firms exist out there), but the reality, for the most part, is very different.


The work I do, for example, gets new and often life-changing, life-improving, and sometimes even lifesaving products in front of people who would not otherwise know they exist. I help the entrepreneur with a dream make that dream a reality.
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I help the entrepreneur with a dream make that dream a reality.
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So, like for most high school grads, public relations was not on my radar as I entered college and began to look ahead to what I would do in life. In fact, I started out on a path that was about as far away from a public relations career as it could be. Instead of studying communications or writing or marketing, I spent my college days as a public policy major at the University of Chicago (U of C), which is the Michael Jordan of economics research and thought. More professors associated with U of C have been awarded the Nobel Prize in Economics than any other institution. This, however, had nothing to do with my decision to attend. My goal was simply to go to the best school possible, and I chose my major from a list of what was available. Public policy, with its good mix of diverse topics, sounded more interesting than any of the others. Economics is pretty much studying what is happening, trying to describe it, and postulating why. Public policy looks for processes and strategies to make people’s lives better and works to find ways to balance competing needs. That sounded much more in line with my interests, because it involves creative solutions rather than creative descriptions. (A harbinger of things to come!)


So, what do you do when you are getting ready to graduate from the U of C with a degree in public policy? You begin interviewing for finance jobs. It’s pretty much just accepted that U of C graduates become investment bankers, lawyers, or consultants. That’s what my parents expected out of their $200,000 investment in my education, and it’s what I assumed I would do. Unfortunately, the economy nosedived during the fall of my senior year, so the investment banks that had previously scooped up every U of C grad they could find weren’t hiring in the same way. Instead of having a full-time job lined up by October or November of my senior year the way most students before me did, I was still looking for a position well after the holidays.


Although at the time it was nerve-racking to have my graduation date in sight without a job in hand, the situation turned out to be a blessing in disguise. It made me stop and think about what I really wanted to do. And I realized it wasn’t finance. That industry didn’t energize or excite me. I remember thinking, “They’re all wearing pantyhose, and that’s just so not me.” I was forced to be true to myself—to my fashion sense and otherwise.


I began networking with a lot of my old internship bosses, and one of them thought I’d be good at public relations. My response: “What’s public relations?”


It turns out she was right. Much to my father’s chagrin, upon graduation I was offered and accepted an internship with the healthcare division of a major public relations firm—despite having had to google “press release format” during the skills test—rather than the anticipated full-time financial analyst position offered by a prestigious finance firm. And I never looked back.


The primary thing about public relations that keeps me hooked is its ability to tap into both sides of my personality: the logical, analytical side that aced its way through economics and finance classes and the creative, irreverent side that looks at a challenge and sees a slightly askew solution. It’s a niche where being a nonlinear thinker, an analytic problem-solver, and maybe above all a critical listener pays off. It’s a career that combines beauty and strength (though I can argue that strength is beautiful in and of itself), art and spreadsheets, and web clicks and return on investment (ROI). It’s a constant balancing act between glitz and sensibility.


But best of all, it makes a real difference in people’s lives. I recently received a professional achievement award given to U of C alumni “whose achievements in their vocational fields have brought distinction to themselves, credit to the University, and real benefit to their communities.” I was on the same stage as the fellow who negotiated NAFTA on behalf of Mexico and a geneticist who is finding cures for orphan diseases (who happened to be the only other woman on stage). I’m sure they thought I was there to hand out the awards rather than receive one. But helping firms that employ hundreds of people succeed, helping medical practitioners provide better products to their patients, helping your everyday consumer learn about products that make them feel better—all this changes lives for the better. And a life changed for the better is always a good thing, whether it is done via a Nobel Prize–winning economic theory or a buzzworthy public relations and social media campaign.


I mention for a reason that the geneticist was a woman and that she and I were in the minority of recipients. When I started EvolveMKD, I wanted to provide high-level jobs and a creative working environment for talented, driven women. Of course, I would hire a qualified man if he was the best fit (and we have wonderful men on staff currently), but when I started, I wanted to provide a space where high-achieving women in particular could thrive. I am proud that EvolveMKD has created more than twenty-five jobs—for both men and women—in the past four years. Only 20 percent of US small businesses have created jobs for others (i.e., have employees)—the vast majority of small businesses are sole proprietorships or partnerships—and out of that group, only 5 percent have created more than ten jobs, according to US Census Bureau data.1


I also wanted to focus on representing companies that have a positive impact on consumers’ lives. There should be more to working than the bottom line (although I fully recognize that without a positive bottom line, your activities become a hobby rather than a career). But I need to know the work I am doing is going to positively affect others. I have found that the companies having the most positive impact often have a technological, scientific, medical, or engineering bent. In fact, I believe that science-based innovation is the future of healthcare, aesthetics, and lifestyle advances. I wanted my company to be part of that movement.


Traditionally, doctors, scientists, and innovators have neither reached out directly to consumers nor focused on protecting their reputation. With the proliferation of review sites online and the fact that everyone checks these sites before choosing a service provider, it is more important than ever that innovators and firms manage how they are being perceived online. They also need skilled public relations professionals to bring the innovations, medical practices, devices, and so on to the consumer. These companies can’t have a positive impact if no one knows about them.


I founded EvolveMKD to fill this gap in the public relations market. The intersection of science and beauty is a niche sector without a lot of competition, because few public relations and social media firms can offer the technical understanding paired with creative execution that EvolveMKD can. We’re a company founded on determination, relationships, agility, and sound strategy coupled with a creative spirit.


I have been lucky to be part of the public relations industry during what I think we will look back on as its golden age. During the past fifteen years, the industry has evolved from a narrow definition—which saw public relations professionals being relegated to distributing press releases—to a broader definition, where we are an integral part of planning an overall, omnichannel strategy.


I still remember when I got my first placement on CNN.com. My boss was unimpressed. “No one cares about the dot-com. They want to be on the CNN network.” Today, it could not be more different. Public relations is not just press releases and media placement. It’s a 360-degree campaign that involves traditional media along with digital space, influencers, personalities, events, social media, videos, and every other way people communicate. It’s knowing your target market and how to reach it via the right channel.


On its surface, technology should make our job easier. Instead of calling editors and talk shows individually, we can now reach hundreds of thousands—even millions—of people with the click of a button. But this ease of reach has also changed how media is consumed. We used to talk about broadcasting—NBC, CBS, ABC, and so on—but now it’s narrowcasting. During the broadcast days, news was generated and disseminated by a very small group of channels to a broad, heterogeneous audience. Now, everyone can make their own news and have their own channels, which are often limited to those who subscribe. You no longer have pop culture events that everyone is involved in. People now consume media that is focused on their specific interests. Understanding the various platforms, accessing the appropriate niches, and creating targeted content for each one makes our job harder but also makes us more valuable. Because things are changing so much and so quickly, we have to be able to adapt, do a lot of different things, and do them all really well.


The greatest threat to our industry is the lack of understanding from clients on what our job is, what’s not our job, what could be our job, and what falls in a gray area. I think public relations is like a mythical unicorn to some people.


And that’s why I decided to write this book. I want to help consumers understand how public relations works to bring make-a-difference products to them. And I want to help the developers of these make-a-difference products understand how public relations can raise the awareness of what they are doing.


Remember that wildly diverse group of onlookers in various stages of undress at the event I mentioned earlier? They were all part of Human Interest: Portraits from the Whitney’s Collection at the Whitney Museum, where we held a private cocktail party to introduce an industry-changing medical device. Surrounding ourselves with portraits depicting people of all ages, of all income levels, and of all walks of life provided the background to drive home the point that this device wasn’t just for movie stars or the vain. It could impact the lives of the everyday person as well, because now a procedure that had required invasive surgery could be done noninvasively. That’s a huge step in expanding the availability and affordability of any medical process. It’s helping people make connections between a highly clinical device, such as this innovation, and its impact on lives that makes my job so rewarding.


In addition, I want to use the story of how EvolveMKD was founded and how it has grown to let others know what I’ve learned along the way. I knew when I founded the company that there would be challenges—I just wasn’t aware of what they were. I was taken by surprise by several that seemed to come out of left field. A couple of times I almost gave up, but I found creative and successful ways to plow ahead and come out on top. I’m sure more challenges will arise as we continue to innovate, but today EvolveMKD is a thriving, growing enterprise that is surpassing revenue and personal goals sooner than I ever would have dreamed.


So, come along with me as I bring you into my world of public relations, social media, and entrepreneurship, where you will find unicorns munching on spreadsheets and bottles of glitter on the same shelf as business-expense receipts. How can you resist?
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I remember lying in bed and thinking, “This isn’t working.” And it wasn’t just that little voice in my own head that I was hearing. My husband was telling me it wasn’t working. My family was telling me it wasn’t working. My friends were telling me it wasn’t working. If I’d had a dog and she could talk, I’m sure she would have told me that it wasn’t working.


I have always prided myself on finding solutions to tough problems and just keeping on until I can find a way to get from here to there. In fact, it was a joke in my family that every year in school I won the Most Improved Player award for whatever sport I was participating in. I don’t quit—I find a way to move forward. Yet here I was, almost paralyzed to the point of inaction because a position I’d taken with a mentor less than a year earlier had turned out to be so wrong. Quitting wasn’t an option. But neither was continuing as things stood.


I had started the partnership with such high hopes. Moving from an employee to a partner in a privately owned firm seemed like the next logical step in my career. I had worked for the founding partner and thought I knew what I was in for. I expected to be in this partnership for a long, long time. And now I was ready to bail after just a few months. Unthinkable. Totally out-of-character behavior. My MO is to put aside emotion and logically attack the problems until everything is smoothed out. It isn’t to cut and run. But here I was, ready to throw my hands up and leave it all.


And that’s when EvolveMKD was born—or at least conceived. It would be nearly another year until I was ready to launch, but I was making a plan.


It’s also when I really accepted something I’ve always known intellectually but rarely accepted: not every work problem is fixable. Often, simply moving on is the only fix available. That was certainly the case in this scenario. I thought I knew my partner. But just as you never know what goes on behind closed doors in a marriage, you never know how a company is truly managed until you are part of that management. Our goals were so different. What we thought was important was so different. How we approached life was so different. What we thought made a good partnership was so different. It wasn’t just a matter of accepting that there are lots of valid ways to get to the same end point. Our core values simply didn’t mesh, and nothing can fix that kind of mismatch.


One of my clients early in my career was a division of a large multinational that had come under fire from people who claimed it was price gouging and engaging in other questionable business practices. If you believed everything you read, it was truly a very bad, no-good actor. However, the firm had brought on new management, including a new CEO and a more transparent and forward-looking board. It had changed its eyebrow-raising ways and would be considered a good corporate citizen with innovative products in anyone’s book. But the name still raised questions in the minds of many of its potential investors and customers. The solution we came up with: change the name of the company. Start fresh, and do things the right way.
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