





assure fail-safe operatiomn, hul identification will at least help to
build readiness. Sou: < simply can’t be imagined, much
less predicted. but th:ig -,I not mean the company cannot be
prepared to responsd «uichiy and globally. The establishment
of a global crisis {1 it extends across all corporate opera-
tions worldwide is ¢ .niial 10 any company.

2. The environmen? -- Cinvironmental issues increasingly
know no borders. i ther the issuc is production processes or
product ingredients. u~c or disposal, the company's position on
environmental issues should be carefully formulated and o
clearly communicated throughout the company and in the
markets where it operates.

3. The global economy -- Corporations have a major stake in
and therefore an obligation to speak out on global economic
issues such as trade and market access, taxation and currency
controls, and the cost, availability and movement of capital.
How a company positions itself in relation to the issues and
then communicates its positioning strongly influences percep-
tions of it as a leader and as a knowledgeable corporate citizen.
Self interest is not a liability so long as that interest is presented
in the light of broader, societal ramifica-
tions.

sense of belonging does not extend beyond their own work unit
or the country in which they are employed. In such cases.
corporate headquarters become an ephemeral and sometimes
dreaded “they” -- something best ignored or circumvented.
When crisis hits or business drops. the company often has to
overcome a chorus of negatives within the company while
attempting to cope with the issues at hand. Effective und
consistent company-wide employee communications, however.
can equip a virtual army of “spokespeople” to curry the
company’s messages to the customers and suppliers they deal
with every day, their neighbors in your corporate communities.
and their political representatives.

Global Control, Local Execution

Once the global positions and approaches have been estab-
lished for each of these “seamless six” communications areas.
they must be shaped to meet local needs. To do this. local help
is almost always required. Even so. strong central control must
be exercised to make sure the messages. the positions. and the
“images” stay consistent.

In some ways, local help is a practical

necessity. 1 know of a company that did its

4.. The corporate entity -- Positive percep- Perce ptions own plan.ning for.a ?'ma.ncial_ |:oac'l show to
tions of a company stem from more than a drum up interest in its securities in Europe.
good product at a fair price. A corporationis created in one The company had done many such tours
the sum of many parts, many of them difficult throughout the U.S. and had earlier

to distinguish. For example, acceptable cor- country can have appeared at a successful meeting in

porate ethics and practices may vary consid- . London sponsored by its U.S. underwriter,
erably from culture to culture, but no com- far -1 eaCh'ng so it felt no need of local help on the

pany has suffered over the long term from
being known as highly and consistently ethi-
cal. A demonstrated and well-communi-

impact in others.

Continent. The whole tour was under-
mined by a simple misjudgment of how
long it would take to go from one place to

cated commitment to quality not only attracts
customers, but also the kinds of employees
that make it possible to sustain quality. For public companies,
potential investors are as influenced by a corporation’s reputation
as they are by its balance sheet. It is therefore crucial that the
company’s “image” be clearly defined, vigilantly protected, and
consistently communicated.

5. Financial information -- In many ways, the financial
markets have led the way toward the globalization of business.
Thanks to technology, the financial markets are likely to be
fully integrated by the next century. Consequently, any
financial or investor relations program will have to be global in
scope.

6. Internal commuzsdent’vavs - N ks umazing how often
companies that have ted programs to commu-
nicate with external sch effective organization-wide
programs to communicate with employvees. Particularly where
there are language difforences or separate lines of business,
employee communications chd to be diffuse and
uncoordinated. Obviously, the principal goal of internal
communications is to keep employees informed and to give
them a sense of belonging to the organization. Too often, that

another - not just city to city, but within a

city. The company was terribly late for
most of its meetings. A local advisor might have recom-
mended hotel accommodations closer to meeting sites. could
have arranged better transportation or would have stretched the
time between appointments.

Just as important as being in the right place at the right time is
presenting the message effectively. Yes, with the “seamless
six,” the basic message would be consistent throughout the
world, but the context within which it is presented and the
means of delivery can and should vary widely. Again, local
help can be a valuable guide to what works and what doesn't
and, particularly. the local media. Cable News Network may
go around the world, but most other broadcast and print media
vary considerably in what they cover and how they cover it.
particularly business news.

To achieve the necessary combination of strong central control
and local insight for Europe. we formed an international
corporation, PRX International, composed of leading public
relations firms that cover all of North America, the entire EC.
and Asia. They have all the advantages and special skills that






