O.W.N. YOUR FUTURE:
A Case Study for Social Security Privatization

"The Social Security program plays an important part in
providing for families, children, and older persons in
times of stress. But it cannot remain static. Changes in
our population, in our working habits, and in our
standard of living require constant revision.“
-- John F. Kennedy, June 30, 1961
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O.W.N. YOUR FUTURE:

Introduction

Social Security Reform History
•
•
•
•
•

On August 4th, 1935, President Franklin D.
Roosevelt signed the Social Security Act.
The Act was established when the country
suffered its greatest economic depression.
In 2008, SS faces a crisis because more
people retire than are in the workforce.
SS program's annual cash surplus is slowly
being eaten away
Social Security will need ever-growing
amounts of general revenue dollars to
meet its obligations

Three Choices to save Social Security:
– Raise Taxes
– Cut Benefits and Federal Programs
– Privatize SS

Part One:
The Problem

Pacatolus Wealth
•

EE Ltd. is approached by a coalition of business leaders wanting
public relations strategy for SS privatization acceptance.

•

Coalition is comprised of securities firm leaders.

•

Coalition is dubbed Pacatolus Wealth and has a compelling history.

•

Palatable public relations campaign needs to address the issue of
securities firm self-interest.

•

It is hoped by Coalition that EE Ltd. PR strategy that will lead to the
implementation of a private fund known as Operation Wealth Nest
(OWN).

Opposition to Social Security Reform and
Privatization of Account
Issues:
• Broad-based media coverage
• Overwhelming public support for SS
• Diverse political interest groups (AUC
and AARP)
• Framing in mostly negative political
terms i.e. “business welfare”
• Public distrust of securities firms

Part Two:
The Objective

Acceptance
•

PR strategy that will make the idea of SS privatization more
acceptable to the public and politicians.

•

Address the self-interest of securities firms

•

Offer people a choice:
– Privatize your retirement
– Remain with Social Security.

•

Consider a long term and flexible strategy

•

Ongoing communications audit

Communication Audit
• Intent
• Communication
• Evaluation of
Disparities
• Recommendations
for Improvement
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Part Three:
Data Analysis

Demographics
Demographics are more predictable than most other events:
–
–
–
–
–
–

–

Millions of baby boomers born around 1946 began to retire in 2008.
Social Security retirement age of 62 means 10k baby boomers will reach
SS daily for next 20 years.
“Baby boomers” have not produced enough children to replace
themselves in the workforce.
The number of taxpaying workers has shrunk.
There may be no money left in Social Security to pay younger workers
because we are doling out for the people retiring today.
The retirees of 2075 were all born in 2008, and we can see and count
them today. This is critical, because a three-year-olds future Social
Security benefits are actually paid from the taxes of those of us who are
working right now.
The program's finances are based on the relationship between the
number of workers paying taxes and the number of retirees receiving
benefits.

•

1950: 16 workers
shared the cost per
retiree

•

2011: 3.3 workers
share the cost per
retiree

•

2025: 2 workers
will share the cost
per retiree

The money adds up
•

Around 2029, Congress must find billions more
dollars to pay promised benefits:
– Give or take five years and that additional money will reach
$100 billion a year, not counting inflation.
– Annual demands will rise to $200 billion a year
– Eventually skyrocketing to $300 billion a year

•

Medicare and Social Security will consume an
estimated 60 percent of income taxes collected by
2040

(http://www.socialsecurityreform.org/)

(http://www.economics21.org/

Part Four:
Strategies & Recommendations

Strategies & Recommendations
•

Evaluate Messages with Research
• Americans generally do not want taxes raised, services cut or their
social security taken away but:

– Support for the program is waning
– People are skeptical of its future
– Most agree that something needs to be done

•

Measure Your Message
– Set milestones
• 50 percent increase in the visibility of the term ‘New Owned Wealth’
instead of ‘private retirement accounts’ in the media within six
months

– Create a baseline
– Compare your research to your baseline
– Use Quantitative and Qualitative measures

Strategies & Recommendations
•

Get Into Your Opposition’s Camp
–

–

Define the coalition by analyzing constituencies, including the
opposition.
‘Know the enemy’:
Learn their arguments
Listen to their side
Find common themes where you can agree

–

Develop messages around the audience and enemy awareness

–

Grow, change or adapt P.R. strategy as necessary

–

Direct and honest communication with the audience

–

Hear audience

Strategies & Recommendations
•

Utilize Social Media
• Supplement traditional media with social media

– Engage in a public conversation through social media
– Invite the public to share a personal social security story on
You Tube or Facebook.
– Create a blog and invite people into the SS debate
– Educate them on their options:
• raise taxes
• cut services
• privatize

– Use social media to turn the narrative away from the “greedy
banker” to self-directed “entrepreneurial saving”

Strategies & Recommendations
•

Future Recommendations
– Interview coalition leaders in investment publications once a
defined message is developed
– Research appropriate reporters and develop a list of media
contacts
– Create a strong and succinct message for all levels of the
coalition
– Include interviews with OWN principals and outside private
equity experts to help shape concise/clear messaging
– Media strategy to have coverage in targeted publications
• Local business
• National publications (Wall Street Journal, The New York Times, and
The Washington Post.)

Communication Strategy
•

Drama
– Show the consequences of living solely on social security or
without it altogether in commercials

•

Humor
– Alternatively, using humor in future advertising campaigns with
self-deprecation themes can win public support.
– Humor can also produce an effective public service
announcement.

•

Confess & Apologize
– Admitting one hopes to be paid for a job well done is a
foundation for building public trust
– Additionally, confessing that the securities industry has been
guilty of greed makes the public more receptive to a message.
– Confessing should also include an apology for the past.

Communication Strategy
•

Launch Event
– Create a launch event for Operation Wealth Nest
– Arrange for the public to safely smash piggy banks
– Receive keys to their portfolio’s
– Symbolizes the end of big bank greed
– Ushers in an era where individuals take the
driver’s seat to their retirements.

Summary
The PR strategy for privatizing Social Security must remain
malleable and will fail if we insist on one rigid plan. It is
evident given the arguments both for and against privatization,
that any public relations agency representing a coalition of SS
reformists must be prepared to alter strategy to include
choices for the public such as “opting out” or retaining Social
Security, as a consideration to those already receiving or soonto-be receiving benefits. We must also never fail to consider
changing political climates. Additionally, it is likely that people
will ignore Social Security’s problems until the program
reaches crisis. At that point, Americans are likely to embrace
the Pacatolus Coalition as saviors and request OWN.

