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PUT YOUR
FINGER ON
THE
DIFFERENCES
The obvious differences we notice in people
from other cultures are just the surface realities.
Achieving genuine cultural literacy can only come
from a deeper look.
by Deborah J. Barrett

O

ur agency is not performing,” “We always get information and brieﬁngs from our client at the last
minute,” “Can you recommend a good agency, ours
is rubbish,” “We’ve done all we were asked but our
client still isn’t happy.” Whether we are a client or
an agency, we are probably all guilty of having uttered one or more of the sentences above at some point during our careers.
The relationship between PR agencies and clients is complex at the best
of times. With the ﬁnancial bodies of the business world currently undergoing open heart surgery, the relationship between client and agency is
being tested. And so it should be.
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As clients, we expect and rely on our agencies to have insights, expertise and commitment. However, after years of growth and prosperity
and endless amounts of campaigns, we have tended to forget that agencies also rely on us to perform within exactly the same parameters. If a
campaign didn’t work, we just changed agencies. However, we forgot to
look at ourselves. We forgot the basics. We forgot that if we don’t share
our insights, our agencies can’t deliver insightful programmes. We forgot
that if we are not experts on our product, organisation or industry, would
it then be fair to expect our agencies to be experts? And we forgot that if
we are not committed to our cause, how could we expect our agencies to
be passionate about any of our initiatives? In other words, we forgot that
if our agencies don’t perform, then it is more than likely that it is because
we are not performing as good clients. And this is what has caused many
great PR initiatives to either be just plain bad or simply to never get oﬀ the
ground. So with the ﬁnancial crisis surrounding us, it is time that we look
at ourselves before we start to blame our agencies. We must understand
that when it goes wrong, it can often be us who are to blame.
So what can we do to avoid being bad clients, and what should agencies
expect from us as a minimum? Here is a top ﬁve list on how to avoid being
a rubbish client:
1) KNOW YOUR AGENCIES With an inﬂux of smaller specialised
agencies adding to the global all-encompassing agencies life has arguably
become a bit more complicated for us clients in regards to picking our
agencies. With today’s array of opportunities to engage with our consumers, it has become critical that we identify the right channels to communicate with consumers. With the emergence of the 24 hour news cycle there
are no longer any second chances: you get one shot at communicating your
message. So just as we carefully select our staﬀ depending on our mid to
long term strategies, it is also our responsibility as clients to know exactly
what type of agency we need to assist us in achieving a desired result. We
must therefore dedicate time to really get to understand the skills and capabilities of the agencies we want to work with. And I am not just talking
here about having a list of agencies sending us
updated credentials lists but in fact a thorough
READ MORE 
research and understanding of the PR agencies
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Gain international recognition for your PR work and
celebrate with Europe’s communications community at the

October 9th, 2009 | Deadline for Award Entries
December 10th, 2009 | Gala Ceremony at Hofburg Vienna
www.excellence-awards.eu
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FACTS & FIGURES
This year’s survey published by PR Week in collaboration with Brands2Life
presents some concrete examples of how in-house communications are affected by the current economic climate, and how communication directors struggle to ensure the eﬀective operation of their teams. In all, 102
communications chiefs where surveyed, and at ﬁrst glance it seems that
the underlining objectives behind communications strategies remain the
same: ensuring a consistant brand message was the most popluar choice
for key comms challenge (below left). However, half of all respondents
report that they lost more than 10 per cent of their budgets in the past
year (below right), meaning that some painful measures had to be taken

to meet the tighter budgets, an issue the survey goes on to explore in some
detail. It also explores the rise in popularity of corporate social responsibilty engagement: PR Week reports that “Meanwhile, possibly conscious
of the ever-more cynical public attitude to Government and big business,
half of all in-house departments are spending more time on CSR projects”.
The wide-ranging survey also reveals that in-house departments are under
pressure to broaden their use of digital public relations techniques, which
in many cases has led to a vast expansion in social media campaigns.
Taken from PR Week/Brands2Life

What are the key comms challenges facing your organisation?

How much has your budget changed in the past year?

Ensuring a consistent brand message

62%

Executing an effective digital strategy

54%

Maintaining public trust

52%

Have lost more than 10% of their budget
Have lost less than 10% of their budget
Have seen no change in their budget

50%

17%

17%

READ MORE 

COMMENTARY
The artist in residence by Dafydd Phillips

T

here are surely few environments less pleasant than busy
airport terminals, or less condusive to inspire poetic
musings. Which makes it all the more surprising that
Heathrow Airport announced last week that Alain de
Botton would be the new writer in residence at their Terminal 5. Furthermore, the author and philosopher has been granted full access and
editorial control. Perhaps it is not so surprising after all - last year’s opening of the terminal was a public relations disaster, with systems crashing
and passengers fuming. And de Botton himself may have a vested interest in rehabilitating his image: earlier this year, the popular philosopher
left a very angry rant on the blog of a critic who had dared write an unfavourable review of his latest book, a move that drew as much attention
as his book, and reportedly brought considerable embarrassment to the
author. Seen in context, it is less of a high-proﬁle, low-content stunt than
it might ﬁrst appear: the practise of large organisations hiring artists to
create art that thoughtfully and imaginatively reﬂects on the organisation has witnessed some inspired pairings, most notably perhaps Laurie
Anderson at NASA. Even the New York department of Sanitation got
in on the act back in the early 1980s. As a quirky and approachable win-

dow into the workings of a large organisation, the artist in residence can
have a value beyond gaining press coverage, and, though not without
an element of risk, the reputational beneﬁts can outweigh the bad. Do
large organisation have to select established artists? An imaginative and
honest collabotation between an organsiationa - perhaps even yours? and smaller, struggling artists could do wonders for both parties. What
kind of artist would work well together with your company?
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Recent Appointments from the World of Communications / September 2009

PERSONNEL
Germany: Hoberg heads corporate comms at Seat
Dominik Hoberg
(Director of Communications)
Institution: Seat
Start: September 01

DOMINIK HOBERG is the director of communications at SEAT, S.A. He reports directly
to the chairman of the board of management, James Muir. Hoberg joined the Volkswagen
Group in 2005 as director of communications and Collezione Lamborghini at Automobili
Lamborghini S.P.A., in Sant’Agata Bolognese, Italy, where he was in charge of world-wide
communications, merchandising and licensing activities.

Norway: Sverdrup communicates for StatoilHydro
Bjørn Otto Sverdrup
(VP, Communications)
Institution: Statoil Hydro
Start: June 01

As of June 1 this year, BJØRN OTTO SVERDRUP has taken up the position of vice president
of communication in energy company StatoilHydro’s international upstream oil and gas business. He was previously vice president of communication in the Norwegian E&P business
and was responsible for the communication strategy during the Statoil and Hydro Oil and
Energy merger.

UK: Glover steps in as Global DirCom for FT
Tom Glover
(Acting Global Director Communications )
Institution: FT Group
Start: August 01

TOM GLOVER has been appointed as acting global director of communications for the
Financial Times and FT Group with responsibility for managing all of the FT’s global communications activity. He replaces Emma Gilpin-Jacobs, who is on maternity leave until next year.
Glover was previously deputy director of communications at the FT and has also worked for
four years at mobile communications company Orange as a senior PR manager.

READ MORE 

EVENTS
24.09.2009
Global Communications 2009

How do you communicate your message globally in a world shaken up by
the global economic climate and the explosion of social media? Speakers
from such leading comapnies as Shell, T-Mobile, BMW UK and Mattel
offer their insights in this special one-day conference.

PR Week,
The Grange City Hotel, London


READ MORE 

20.10.2009 – 21.10.2009
CSR’09

27.10.2009 – 30.10.2009
MICE Europe Congress

The fourth edition of the International CSR
Conference in Romania features CSR thinkers from Intel Corp., Canon Europe, Novo
Nordisk,Cadbury, European Commission,
WWF International, P&G and more.
 Saga Business & Community,
Radisson SAS Hotel, Bucharest, Romania

Corporates, associations and senior meeting, travel and event professionals gather to
benchmark growth-oriented strategies, redeﬁne how meetings drive business success and
stay abreast of industry trends and developments.
 Valamar Lacroma Resort, Dubrovnik

READ MORE 
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I hereby order an annual
subscription to Communication Director magazine at a
price of 120 Euros (plus VAT,
where applicable).
The subscription comprises four
issues of the magazine Communication Director (in English)
per year, full access to its online
version (including archived copies
and individual articles) at www.
communication-director.eu and
receipt of the monthly newsletter
‘Communication Directory’.

Please send me information
and application material for
the European Excellence
Awards 2009.
The European Excellence Awards
honour outstanding achievements
across the full spectrum of
communications and PR disciplines
throughout Europe. The award
ceremony will take place on
December 10th 2009. The application deadline is October 9th, 2009.

I would like to arrange a
call about the European
Excellence Awards 2009 please call me at this date/time:

________________________

PLEASE COMPLETE THE FOLLOWING FIELDS:
surname, ﬁrst name*
date of birth
employer*
position
street*
postcode, city*
country*

VAT number**

telephone

telefax

email
[Please sign below if ordering a subscription] I conﬁrm that all of the above details are complete and correct. I agree to pay the annual fee of
120 Euros (plus VAT where applicable) for subscription to Communication Director magazine. The subscription can be cancelled at the end of
each calendar year with 6 weeks notice.
date

signature

*information required | **VAT number required if invoice to corporation/association

Communication Director
37 Square de Meeûs, B–1000 Brussels

Tel +32 (0)2 219 22 90
Fax +32 (0)2 219 22 92

info@communication-director.eu
www.communication-director.eu

