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CC: G. Muirhead
L. Fellage
L. Cephas

We should be of proud and encouraged by the extent to which our TUWr and UWr
colleag uves have been able to run sessions during our workshop series. In general, I
could not be more pleased with the talent, enthusiasm, and knowledge of the Polish
trainers I trained and co-taught with: Lilianna Marciniak (UWTr), Joanna Kurzcbuch-
Sikora (UWT), and Monika Krzyzak (TUWTr). The train-the-trainers sessions were
effective and exhausting, mostly because Lilianna and Joanna had "done their
homework," read all the material I had sent them, put together rough drafts of their
presentations/cases/projects, and were able to ask insightful and intelligent questions.
The workshops themselves went very smoothly with one unfortunate glich I will mention
below. Even though there were five instructors, the material pieced together well and
provided the students with a coherent, accumulating experience.

Our Polish colleagues presented or managed approximately 75% of the material in the
workshop. The cases we used this time were even better suited to the Polish context than
the ones we used last y :ar. For the spokesperson/television presentation exercise, we
used two cases directly from that week's headiines in the Polish newspapers: one involved
the crash of a Polish airliner, the other a Polish ski lift which jumped off its track, injuring
skiers. Participants were expected to defend the company as if in a crisis situation. Other
cases we used included a special section of a Polish newspaper describing the image of
the Polish police (copy attached), which pasticipants were asked to develop a strategy to
improve, and the case of problems introducing Gerber babyfood in Poland given maternal
traditions there. Students responded in a lively, engaged, and enthusiastic fashion to
these cases, not just because they were such vivid embodiments of Polish experience, but
also because they so invited application of the communication principles we had been
discussing.

I would like to comment on each of the Polish trainers in turn. Liliana Marciniak could
not be more dedicated to the communication project or Central Connecticut State
University. She has comprehended precisely the points we made last year about
pedagogy and andragogy: that a continuing education audience ~ants to be involved, not
lectured at; that they learn best through examvles, cases, simulations, projects, and any
other hands-on activities which allow them to apply their own experience to a complex
situation; and that allowing the students to discuss problems and propose solutions
suitable to the Polish context is perhaps the best possible use of our time together.
Apparently, this is not standard Polish pedagogy (in fairness, it is not standard American
pedagogy either, in spite of the fact that study after study has shown that it is the most
effective way to lcarn). Ms. Marciniak use all of the tools and techniques we taught last
year and did us proud in her application of it. She did not merely reuse cases and
simulations from last year , but created new ones of her own. Her mastery of English
(she speaks it like a native of Oxford) made training-the-trainer that much easier. She
made excellent use of Sandy Hamer, drilling her for hours on end about concepts and
practices in public relations.



Joanna Kurczbuch-Sikora was also excellent. Although her spoken English is not as
good as Lilianna's (then again, my spoken English isn't as good as Lilianna's), she was
exceptionally well prepared when I arrived, having read and digested all the English-
language material I had sent. She is a natural lecturer, using humor and interaction to
keep the students engaged. She developed several interesting cases, including some very
pragmatic ones from the Polish context. She worked hard to adapt English language
concepts to the Polish context, even developing Polish acronyms for American concepis
which are better than the American original (for example, her Polish acronym for the
AIDA concept, Attention-Interest-Desire-Action, was an acronym which means the yoke
of a horse, making it a clever, subtle, and memorable joke).

Monika Krzyzak is difficult to evaluate. Her lecture on Public Relations in Poland
seemed effective, and she used many examples, but she used none of the interactive
techniques we had been stressing: there was little discussion, no case, no simulation. One
disadvantage was that she does not speak English; although Zuber and I tried to persuade
her to come to our train-the-trainer sessions, she demurred. Perhaps English-language
ability should be strongly considered in future selection of presenters. I have no specific
complaint about anything she said or did, because it seemed effective, but the whole
workshop could have been better coordinated if she had participated in the train-the-
trainers sessions.

The packet of material distributed to the participants was a translation of the material
distributed last year, making it much more useful for the Polish context. It provides
specific step-by-step advice on how to run a good communication/public relations
program. A copy is included for your review. Please remember that I have wriiten
almost all of this; this is a first step in developing this material for the case
study/workbook provided for in the grant.

Sandy Hamer was an excellent choice as practitioner. Given the energy she committed to
this project, one would hardly suspect thut she was donating her time. She supplied the
participants with volumes of material in addition to the extensive notes and cases she had
herself prepared (English language copy attached). Both trainers and students responded
to her challenging projects and discussions. Her work usually stretched on into the night,
as the trainers or participants questioned her extensively about the principles and
practices of PR. In short, we couid not have chosen better. You should already have
received her report to get her perspective on things.

On Friday night, Jan. 7, I had the unusual but rewzrding experience of making a
presentation to the Connecticut Club, a group of English-speaking alumni of
CCSU/TUWr programs. We met in one of the presentation rooms at TUWr. I gave a talk
on human information processing, and Ms. Hamer gave a talk on her career as a PR
person. The discussion afterwards was quite interesting, and it was refreshing to speak
without the need for a translator. It was my impression that future CCSU visitors to
Wroclaw would also be invited to speak to the Connecticut Club, and I would encourage
them to do so. A description of the Connecticut Club is attached.

Unfortunately, my visit was cut short by the unexpected death of my mother-in-law, [
learned of this late in the evening on Tuesday, Jan 4. I was torn between my
responsibility to the communication program and my responsibility to my family.,
Through the help of Lisa, Sarah, and the 1est of the International Development staff, I was
able to return home in a fairly timely fashion, although I did miss the funeral. Through
one small change in the workshop presentation schedule, I was able to present all the
material which was my responsibility; luckily, most of Saturday and all of Sunday were



to be presented by others, but of course it is disappointing that I was not there to observe
and crtique the perfcrmance of our trainers. They were well prepared for the Saturday
case study, since we had done it the year before, so I departed with confidence that things
would be fine. ;



Olson Itinerary
(with working hours)

Monday Jan 3, 1994

17:00

17:30 - 21:15 Train trainers Session I:

Arr. Wroclaw
Zuber, Kurczbuch-Sikora, Marciniak

Tuesday Jan 4, 1994

09:30-11:30
11:30-14:30
14:30-16:00
16:00-19:00
19:00-22:45

Deliver books, tickets, other errands at TUWr
Coordinator business w/ Zuber; workshop planning
Personal time

Prepare invited lecture for Inst. of Soc., UWr

Train trainers Session II: Kurczbuch-Sikora, Marciniak

Weduesday Jan 5, 1994

09:00-09:30
09:30-12:30
12:30-13:30
13:30-14:15
14:15-16:00
16:00-16:30
17:00-19:00
19:00-22:00

Prepare for a.m sessicn

Train trainers Session 11I: Kurczbuch-Sikora, Marciniak
Prep crisis communication lecture

Coordinator business meeting w/ Sitek

Lecture to Inst. of Soc., UWr

Prep recommendation letter for Rowan Rostek, MSOM
Prep workshops

Organizational meeting over dinner w/ Zuber, Marciniak,
Waskiewicz, Hamer

Thursday Jan 6, 1994

09:30-12:45
12:45-13:30
13:30-17:30
17:30-18:30
19:30-22:30

Workshop

Lunch

Workshop

Prepare translator (w/ Zuber, Marciniak)

Train trainers IV: Q&A with Marciniak, Hamer

Friday Jan 7, 1994

09:00-12:30
12:30-14:00
14:00-17:00
17:30-19:00

Workshop

Working lunch

Workshop

Lecture to Connecticut Club

Saturday Jan 8, 1994

06:00
11:00
16:00
20:00

Depart for Prague
Depart for Amsterdam
Depart for Detroit
Arrive Detroit

Total working hours (OLSON)

(3:45)

(2:00)
(3:00)

(3:00)
(3:45)

(0:30)
(3:00)
(1:00)
(0:45)
(1:45)
(0:30)
(2:00)

(3:00)

(3:15)

(4:00)
(1:00)
(3:00)

(3:30)
(1:30)
(3:00)
(1:30)

48:45



Train the Trainers Sessions

I 3 trainees x
II 2 trainees x
I 2 trainees x
IV 2 trainess x

Student Contact Hours

3:45 = 11:15 contact hours "
345 = 07:30 contact hours
3:00 = 06:00 contact hours
3:00 = 06:00 contact hours

Total train-the-trainer contact hours 30:45 contact hours

Workshop training

Day 1 31 traineesx 7:15 = 224:45 contact hours
Day 2 30traineesx 8:00 = 240:00 contact hours
Day 3 34 traineesx 6:30 = 221:00 contact hours
Day 4 31 traineesx 4:30 = 139:30 contact hours
Total workshop contact hours 825:15 contact hours

28 students x  2:00
Connecticut Club talk
14 students x 1:30
TOTAL CONTACT HOURS

Lectures at Institute of Sociology

56:00 contact hours

]

21:00 contact hours

933:00

Donated Material

Books donated to TUWT library

Hamilton, C. Cor.xmunication for Results. Wadsworth.
Lederman, L. Communication Pedagogy. Ablex.
Defleur/Dennis. Understanding Mass Communication. Houghton $35.00
Barker & Barker. Communication. Prentice Hall.
Dominick, J. Dynamics of Mass Comm. McGraw Hill.

Boone & Kurtz. Contemporary Business Comm. Prentice Hall.

Approx. Val.

$20.00
$20.00

$30.00
$30.00
$35.00

Boone & Kurtz. Contemporary Business Sampler. Prentice Hall. $10.00

Approximate total retail value

$180.00



STUDIUM KOMUNIKACJI SPOLECZNE..
SESJA Ill 6-9 STYCZNIA 1994

Public Relations.

Program zajedé.

Zajecia prowadza:

Prof. Scott Olson - Central Connecticut State University

Pani Sandra K. Hamer - wtasciciel i nrezes Hamer Associates,
firmy dziatajacej w obszarze Public Relations

dr Monika KrzyZak - Politechnika Wroctawska

mgr Lilianna Marciniak - Uniwersytet Wroctawski

mgr Joanna Sikora ~ Uniwersytet Wroctawski

Czwartek 6 stycznia 1994

Miejsce zajed: Sala Banacha - Gmach Gtéwny Uniwersytetu
Wroctawskiego.
9, 30-9. 45 Wprowadzenie Marcel ina Zuber UWr

9.45-10.45 Fublic Relations - podstawowe pojecia,
Scott Olson CCSU
10.45-11. 00 Przerwa
11.00-12. 30 PR - forma komunikowania sie przedsiebiorstwa z
otoczeniem. Monika KrzyZzak PWr
12.30-13.30 Lunch
13.30-14. 30 Jak promowacd swoja organizacje?
10 sposobéw PR. Sandra Hamer
14.30-14.45 Przerwa
14.45-15.45 ldentyfikowanie odbiorcéw docelowych.
Joanna Sikora UWr
15.45-16.00 Przerwa
16. 00-17. 30 5 podstawowych pytar: Kto? Co? Gdzie? Kiedy?
Dlaczego?
Tresé¢ i forma przekazu.
Lilianna Marciniak UWr

g


http:16.00-1T.30
http:15.45-16.00
http:14.45-15.45
http:14.30-14.45
http:13.30-14.30
http:12.30-13.30
http:11.00-12.30
http:10.45-11.00
http:9.45-10.45
http:9.30-9.45

Piatek T stycznia 1994

Miejsce =zaje¢: Sala Banacha - Gmach Giéwny Uniwerstetu
Wroctawskiego. °

9.00 - 9,05 Podsumowanie pracy z poprzedniego dnia.
Lilianna Marciniak UWwr
9.05 - 10. 30 Wykorzystanie imprez w Public Relations
Sandra Hamer
10.30 - 10.45 Przerwa
10.45 - 12,15 Wywiad w mass-mediach Joanna Sikora UWr
12.15 - 12. 30 Policja i jej wizerunek w oczach opinii
publicznej. Wprowadzenie do pracy w grupach,.
12.30~-14.00 Lunch (praca nad przypadkiem).
14. 00~-15. 00 Oméwienie Wynikoéw pracy w grupach. Dyskusja.
15.00~-15.15 Przerwa.
15.15-16. 30 Srodki masowego przekazu - réznice i podobiernstwa.
Wiarygodnosé. Lilianna Marcinijak UWr
16. 30-16. 45 Wprowadzenie do pracy grupowej nad wizerunkiem
firmy ’Gerber’ w Polsce. Sandra Hamer

Sobota 8 stycznia 1994

Miejsce zajedé: Byte Studium Wo jskowe Politechnikij Wroc!awskiej
ul. Dtuga 61 Do jazd autobusami 1inii: 135, 435
Z Placu Czerwonego.

9.30-10. 30 Nawiazywanie i utrzymywanie dobrych stosunkéw

Z otoczeniem organizacji. Sandra Hamer
10.30-10.45 Przerwa
10.45-11. 30 Public Relations w sytuacji kryzysu.

Jak przygotowad rzecznika organizacji?

Scott Oison CCSU
11.45-13.15 Przerwa (Lunch i przygotowanie wWystapienia
rzecznika),

13.15-14.15 Nagrywanie Wwystaoien rzecznikéw.
14.15-16. 00 Ogladanie nagran i dyskusja.


http:14.15-16.00
http:13.15-14.15
http:11.45-13.15
http:10.45-11.30
http:10.30-10.45
http:9.30-10.30
http:16.30-16.45
http:15.15-16.30
http:15.00-15.15
http:14.00-15.00
http:12.30-14.00

Niedziela 9 stycznia 1994
Miejsce zajed: Sala Banacha - Gmach Gléwny Uniwersytetu
Wroctawskiego.

9.30-10. 30 Public Relations w praktyce. Spotkanie z
przedstawicielami mass-mediéw.
10.30-10.45 Przypadek - Gerber w Polsce. Sandra Hamer

10.45-11.45 Praca w grupach ( Gerber).
11.45~12.45 Dyskusja.
12.45-13. 30 Koltgi. Zakoriczenie sesji.


http:12.45-13.30
http:11.45-12.45
http:10.30-10.45
http:9.30-10.30

Asscociation of Graduates
of Business School
"CONNECTICUT CLUB™"

The group of graduates of the Business School conducted at
Wroclaw Technical University by the School of Business of Central
Connecticut State University took the initiative to create an
association for all present and future graduates of the Business
School.

Basic aims of the "Connecticut Club" Association are:

- to initiate and to support the actions towards development of
knowledge and experience of the members of society in modern
business,

- to increase in the region the awareness of existence of the
modern business management methods,

- to initiate and to support the cooperation between polish and
american organisations and institutions in the domain of
business education,

- to initiate and to support the cooperation between polish and
american enterprises,

- to represent and promote the interests of the society members
in the professional environment.

The above mentioned goals are going to be achieved by:

- exchange of professional experience of the members of the
association (presentations, talks and lectures of the members),

- organization of the lectures and seminars with invited
speakers, (that from Central Connecticut State University are
especially welcomej,

- cooperation with the Business School at Wroclaw Technical
University in organisation of education and trainings in the
domain of business,

-~ delivering the industrial, economical and commercial services
for the enterprises and small business in the region, in the
domains of expertise of the members,

- cooperation with the local authority and business organisations
(chambers of commerce, professional societys etc.) in the
domain of international business,

- the other forms of activity in accordance with the statute of
the association registered in Wroclaw on 30th of November 1993,

The Founding Committee:

Wojciech Sibilski, Barbara Mrowiec, Roman Kaszuba.

Temporary address:

Stowarzyszenie Absolwentow Szkoly Zarzadzania "CONNECTICUT cLuB"
Wroclaw Technical University

Smoluchowskiego 25; 52~370 WROCLAW

tel. (4871)203494, fax (4871)203432



Fublie Kelations
Special Events
Corporate Communications

HA\MERAssociates Inc

TO: Scott Olson W
FROM;: Sandra K. Hamer, APR

DATE; December 30, 1993
RE: Poland Workshops/Materials

Enclosed, as promised are my notes for two of my three possible workshops:

1 Ten Ways PR Can Help Market Your Organization
2 Using Special Events to Strengthen Important Relationships

I'm still working on my notes for the one on Using Relationships to Build
Relationships, but will FAX it directly to your house if I get it done before you
leave.

Also enclosed are copies of materials that might be useful in other workshops and
which you may feel free to copy if you think there will be any interest:

1. "Prepasing Your Organization to Communicate in a Crisis Situation", a
presentation I've given to business groups from time to time,

2. Our firm's Crisis Checklist,

3. Business Crisis Assessment chart - from the Institute for Crisis
Management, to which | belong,

4. "Prepare for Business-Related Crises" from the July/August, 1993 PR
Journal,

5. "Opening a Credible Dialogue with your Community" from the August
1992 Pr Joumnal, and

7. Our firm's Media Relations suggestions that we distribute to clients,

If you need to reach me between now and your Sunday deparure, I'll be at my
cottage in Stephentown, NY (518) 733-6374 There's an answering machine
there (and at my home in West Hartford 523-823 1), so feel free to leave a
message. I'll be at home Sunday night, at work Monday, and on my way to join
you in Wroclaw on Tuesday. See you Wednesday...and Happy New Year!

Canal Touse

128 Garden Street
Farmington, C'T 06052-925.
203-677-1979

FAX: 203.677-4792

/]



INSTITUTE FOR CRISIS MANAGLEMENT

TIOWEST MAIN SIREET, SUTIE 210

LOUISVILLE KY 4mm

(S02) SR4.0402 - FAX (502) SR4.024))

BUSINESS CRISIS ASSESSMENT

(Corporate)

Class 1
SERIOUS INCIDENT

Class 2
CRISIS SITUATION

SUTHATION
BESCRIFPTION

Internal_busingss problem, an
be controlied without browm)
awieness ouiside The Company

Class 3
DISASTER

Sglgi_Uus_di,s_Lupli_on_nll'ccling
cmployces and COmpany asscis.
Conld escalate into "Disaster” if
wrong, pereeption results inirially

Highly_disruptive_situation Tikely
to affect The Company's
business, reputation sand financial
results,

LIKELY One 1o Several ,Scy_cﬂl_l_n,qmj_ls--yczus il canse
DURATION two days weeks not clearly pinpointed

EXECUTIVES
INVOLVED

Exccutive in charge ol fugility or
busincss, with report to Cormporate

Conorate Excentives involved
in revicwing options, crisis
decision making and actions

Scnicr Management Task Foree
waorking full Gme antil sitnation
stabilizcs.

rusric
DISCLOSURE

Unlikely

Stong possibility, May need
1esponsc assistance from local,
regional_government agencies

Agerainty, Fedeml agencies
may be involved, politicians
likely to visit the scenge, clc.

NEWS MEDIA
COVERAGE

Nane to very limited. Possibly a
small back-page item in local
paper.

Considerable local and_regional
news coverage with follow-up
stories on the cause of the crisis,
impact on the comiuunity, cte.

Lead story on nctwork jelevision
and in national and international
newspapers. News organizations
send in TV cicws, reposters.

FINANCIAL,
IMPrACT

Negligible, Costs will Iy
covered in operating expenscs

Significant Insurance will he
needed to supplement company
cxpenditnes. Investors may
have (o be adviscd

Serigus_impact on quarterly and
anual carnings as well as price
of stock, credit lines, hond
ratings, clc,

CUSTOMER
CONCERNS

Noug, Probably not informed of
the problem

Likely 10 prompt customer
(uestions, complaints, sccond
thonghts about using the
product/service

Customer defections and loss ol
market shaie to the competition,

COMPETITIVE
PROELEMS

Negligible. Not likely t0 know
about the situation until it is 100
late to de anything.

Excellent opportunity for
competition to point out The
Company is in trouble

Not likely, Would secem to be
saking unfair advantage, Bul
customers may defeet withowt
competitor urging

LAWSUITS

Not likcly,

Possibility--plainti(rs attoimeys
may (ake cascs on speculation

A vigual cenaingy, Possibility
of class action suits

JUDICIAL
ACTION

None

Possivility if laws hroken or
‘The Company appears not to be
actively respording

Courts tikely 19 be involved in

the final scttlement between The
Comjpany, government ageneies,
plaintifls, consumer groups, cle.

GOVERNMENT
AGENCIES

May investigate and file a routine
report to comply with regalations

Likely 1o step in if public or
political pressure is allowed 1o
build--Re-clection Syndiome

Will_be actively involved in the
response and cause investigation.
My seek to take charpe

EMPLOYFEES

Not wasy will know about the
problem,

Coucemed about 1etuining (o
woik, futwme job secwity, cle.

Marats scrigusly alfecied,
Unions leverage the prablem if iy
involves work-rclated issucs.

© The lustitute for Crisin Manngement, 1991

BEST AVAILABLE DOCUMENT

/2
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WPINS'[‘ITU'I'E FOR CRISIS MANAGEMENT

710 WEST MAIN STREE | SUrmE 0

LOUISVILLE, KY 4020,

(502) 5840402 « FAX (502) 584 20/

BUSINESS CRISIS ASSESSMENT

(Business Unit or Facility)

Class 1
SERIOUS INCIDENT

Class 2
CR1SIS

Class 3
DISASTER

SCOre

Limited to the Company
business unit or vendor's
lacility,

Alfceting the fagility and peqby
conumunitics for a shor period
of time,

Impacton a significan( geo-
graphic area sudfor population tor
an indefinite period of time
Numerous casualties.

BUSINESS
INPACT

Temporary, Confined primarily

to the local Company operations.

Business will be normal within a
few days,

Siguificant, Operations shyy
gloﬂlucmp_qmr_x_'l_y,_ Production
may have to be shifted to other
Company facilitics in the interim

E:Luc_n_lg_l_y_s_c_rioug Alfected
facility and employees will
operate indefinitely at a fraction
ol normal Ievels,

-

aPLOYEES

Mumging the response without
major problems. No casualties.

Riverted from nonmal business
activitics to handle the Crisis.
Minar injuries.

JTotal worklorge involved in the
responsc or evacuated from the
site. Fatalities andlor serions
injuries.

GOVERNMENT

AGENCIES

Minimal, Phone call followed by

written report may be needed

Local agengics will actively
monitor The Company's response,
then investigate the cause and
issuc citations/fincs for infractions

Rircetly involved at the scene in
the response, with authority to
take control il nceessary

PUBLIC
CONCERN

Limited 1o word of mouth,

Some but not serious Residents
and businesses may contact the
facility to determine if they may
be affected

Substantial public anxiely,
Possibility of lawsuits and/or
demonstrations by consumer
advacates and other activist
groups

MEDIA
COVERAGE

Local and regional, Que-day,
coverage,

Two days 10 one week of
mibligity, depending on extent of
damage and cleanup. Regional
coverage with possibility of
statewide wire service and trade
press,

Hyundreds of media contaels per
day for first week, Story may
continue for weeks, depending on
recovery. Network TV and radio,
major papers, news magazines,

©

The Institute for Crisis Management, 199

~ BEST AVAILABLE DOCUMENT



I‘{/\MEBAssociates Inc

Preparing Your Organization to Communicate
in a Crisis Situation
Sandra K. Hamer, APR

Thank you for inviting me here to talk with you today about Planning for a
Communicationz Crisis. It is NOT a popular subject. Despite the fact that
incidences of communications crises are growing like topsy, most organizations
don't have plans to deal with them....... 75% of U.S. organizations don't have a
formal plan, as a matter of fact, and there are three primary reasons:

1. You think t won't happen to you (you hope!)

2. You're tough, you think you can handle the situation it if and when the

time comes

3. You view crisis planning «s a negative action when positive leadership

is what's needed in your organization today.

HOWEVER!...The best defense, they say, is a good offense, and that's
why I'm recommending today that, if you don't have a crisis comununications plan
for your organization, go back to your office. and start developing one. MOVE
your organization from the majority column...those 76% of businesses who
DON'T have a plan to the 34% who DO HAVE A PLAN and who have some

rational, documented idea of how they will hendle a major problem if and when

it arises.

Canal House

128 Garden Sureet
Farmingion, CT 06032.2254
203-677-1972

FAX: 208-677-4792



What Is a Communications Crisis?

But first, a definition. What is a communications crisis? As we define it,
a communications crisis is A SIGNIFICANT DISRUPTION IN AN
ORGANIZATION WHICH RESULTS IN EXT ENSIVE NEWS MEDIA
COVERAGE AND PUBLIC SCRUTINY. The key here is media
coverage...because public concern will intensify and ratchet up the scale (from
disinterest to a few phone calls to lawsuits, demonstratiyns and consumer action)
as increased media attention is focused on an event,

We're all aware of some of the big crises, the ones that hit national and
international headlines and make a CEQ's blood run cold:....The Challenger
disaster, the Exxon-Valdez oil spill, Johnson & Jolhnson's Tylenol tampering
case........ Here in Connecticut, we're familiar with Union Carbide's Bhopahl
disaster, U.S. Surgical's stormy relations with animal rights activists and, of
course IBM's fizing of its President John Akers. The recent Jack-in-the Box
restaurant chain's tainted hamburger tragedy and ille Shetland Islands oil spill
made worldwide headlines while simultaneously destroying profit figures and
consumer confidence and raising the specter of disastrous lawsuits and increased

govermumental regulation.

Hamer Associates, Inc,
SKII Page 2
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But these examples are the big ones that everyone recognizes. What about
those other situations, not as spectacular and widely known as the Shetlands ol
spill, perhaps, but situations that, nevertheless, have potential for doing serious
damage to 2. organization? Was Hartford Hospital's kidney dialysis situation &
few years ago a crisis? Was the City of Hartford's Public Works Department
scandal a crisis? Were the high living habits of the national United Way CEO a
crisis for local chapters around the country? Was it a crisis when West Hartford
School Superintendent John Bat:les suggested merging Hall and Conard high
schools without doing his PR for - ork in advance? Is it a crisis for Connecticut's
nursing homes who are today facing another possible cutback in Medicaid-
reimbursements from the State of Connecticut this legislative session? You
betl.....Each of these situations I Just enumerated is a crisis situation to the people
on the line, although perhaps not a.. all-out DISASTER as in the Challenger or
Bhophal situations.

These lesser crises, if you will, are crises jilst the same. Just ask any of
the CEO's or PR Dircctors involved. Some of these other situations would be
technically classified as a "SERICUS INCIDENT", (which is an internal business
problem in which the situation can be controlled without broad awareness outside
the organization and which has a likely duration of one to two days) But these
"serious incidents" must be dea't with quickly and professionally before things

get botched up and before they evolve into a full blown crisis.

amer Assoclates. Inc.
SKH Page 3



The Institute of Crisis Management, to which we belong, is an
organization which provides research, training and consulting services to help
organizations

® Rednce the likelihood of a crisis occurring and

® Minimize the impact of crisis situations when they do occur.

The Institute has been tracking incidences of organizational crises in the
US and Canada since 1985 by studying news stories in the media. A few figures
from their database will illustrate the fact that incidents of business crises are on
a sharp rise, and, unless you're about 1o retire in the next month or two, the
likelihood that your organization might be involved in one or more of these

siluations is high.
(Chart: Business Crisis Events in the U.S. and Canada)

In 1985, using the definition of a business crisis that I gave you earlier.....
(A significant disruption in an organization which results in extensive news
media coverage and public scrutiny)..... there were 819 of these crises reported in
the media. That figure grew to 4,366 in just three years (1988), and by 1990 had
nearly doubled to 7,975. The 1991 figures skyrocketed to 19,000. I don't have
1992 figures, yet, but the pattern is clear.

Hamer Assoclates, Inc,
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A few more statistics 1o help convince you that, if you haven't developed
your organization's crisis communications plan, you should run back to your

office and go to work.

(Chart: The Most Crisis-Prone Industries in 1990)

In 1990, the most Crisis-Prone Industries were the following, in order of

number of crises:
® Dcpository Institutions

Marine Transportation

Hospitals and Nursing Hones
Chemical Manufacturing

Hotels

Universities and School Systems
Retail Stores and Shopping Malls
Utilities/Water/Solid Waste

Air Transportation
Amusement/Entertaimnent

Tlamer Assoclates, Inc,
SKH Page 5
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Just threc years go, the most common categories of organizational crisis

were primarily operational in nature, such as industrial accidents. These werc the

most common crisis categories in 1990:

® Accidents with casualties/property damage
Environmental Damage

Judicial (Indictinents, white collar crime)
Violent crime

Government Intervention

Safety or Security

Financial disruption

Management Scandal
Consumerisn/Environmentalist Action
Major Lawsuit or Legal Action

© © 000 02 0 o

Today, there has been an interesting shift, with the increasing media

attention focused on corporate mismanagement, such as:

Whistle Blowing
Sexual Harassment
Product Recalls
Executive Dismissals
Court Decisions
Consumerism Actions

These are the fastest growing negative business news categories, with

Executive Dismissals threatening to move higher up the list in the afterinath of

declining profits and organizational crisis.

llarer Associates, Inc.

SKH Page 6
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One more statistic: Governmer;t investigations of specific businesses and
industries are growing rapidly. News stories of companies and non-profit
organizations being investigated by federal, state and local government increased
by nearly one third between 1989 and 1991.

I'hope I have not frightened you to death, or sent you running, like the
proverbial ostrich, for his hole in the sand to practice your avoidance techniques.
Instead, I will give you a few suggestions to consider in developing your own

crisis plan, so that you will be as prepared as one can be ...If...If...the time comes,

1. FIRST, ESTABLISH YOUR CRISIS TEAM AND PUT THEM TO

WORK

Keep the team as small as possible. It definitely should include your top
communications/PR person, legal counsel, and an operations person, in addition
to yourself. DO NOT include those other members of your management team
who are not necessary to THIS decision-making le-am. They'll be needed in other
important roles when the time comes. Their feelings may be hurt, but too bad.
Make sure your chosen team IS a team...each has a special area of expertise, each
should carry equal weight, and they must be able to work tegether. Don't let the
lawyers dominate the day, for example, because they'll tell you to say nothing,
That approach may be correct in the court of law four years from now when
things get to court, but not in the court of public opinion. Four days of front page
headlines can destroy your bottom line long before you get to the courtroom if

you are prevented from telling your story in the most positive light.

Iamer Assoclates, Inc.
SKIf Page 7
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2. PUT YOUR TEAM TO WORK NOW ASSESSING YOUR OWN
ORGANIZATION'S VULNERABILITIES.

Create a list of arcas in which you are vulnerable (massive layoff,
government intervention, defective product or service, accident or property
damage, maucgement scandal, labor strike, etc.), Then, identify the resources
you have (or nced to have) to deal with each situation. You may not have
enough inside security for some situations and will have to identify outside help.
Finally, develop strategics for dealing with the vulnerabilities. A hospital's
personnel, for example, arc vulnerable to AIDS contamination. In addition to
developing educational programs, policies and procedures relating to preventing
contamination, the institution should also start building good relationships with

public health and governmental officials who have authority in that area.

3. DEVELOP YOUR ORGANIZATION'S CRISIS
COMMUNICATIONS PLAN.

Some of the elements you might want to include in the plan are:
a. Goal: - the purpose of the plan. To assess the problem, contain the
situation, notify key audiences in priority order, contain damage.
b. Clearly defined crisis chain of comand.

¢. Qualified, articulate and media trained spokespersons.

Hamer Assoclates, Inc.
SKI Page 8



d. Access to additional manpower Hunan resource people, for example,
may be temporarily re-assigned to answering a call-in hot line, or
you may want to identify recent retirees to call in to helpin a
critical situatica.

e. Determine how decisions will be coordinated between Operations,
Legal and Public Relations. These detaiis should be set in advance,
to the extent possible, so that team members aren't wasting valuable
time debating these critical issues at the time a crisis strikes.

f. Background Materials- At the time of the crisis, backgrounders , fact
sheets, and visuals will be required to assure accurate
communications. Your plan must identify in advance who is
responsible for preparing these materials within the first hour of the
incident.

DEVELOP A SMALL, SLIM CRISIS PROCEDURAL MANUAL

for your distribution to department heads that briefly outlines major steps

to be taken in a crisis situation. It should:

L Be bricf, and quickly read within 30 minutes

® Be clear, casily understood in chaotic situations

® Contain only the essential actions, directions for notifying

appropriate  people

® Be divided into scctions that can be handed out to whomever is

available to help

° Contain home and emergency phone numbers for key Crisis Team
members

L Be tested and revised after dry runs

Hamer Assoclates, Inc.

SKIf Page 9



When bad news happens, the media is on top of it, fast. When a business
crisis strikes, you have about one hour to get your act together before others start
telling your story their way. As Mark Twain once said, "A lie can travel halGway
around the world while the truth is putting on its shoes." It's important that
you're as prepared as you can possibly be to tell your story yourself. Don't let
others tell it for you. Plan now for a crisis, so that if and when it arrives, the
procedura! work will already be behind you so you can focus on the key issues of
the situation at liand.

If you're still not convinced, think hard about the irreparable harn a
"serious incident" or "major crisis" can do to your organization's bottom line,
customer, shareholder, employee and community confidence. It's worth a small
investment of time and planning, now, I think to prepare your organization for a
worst-case scenario.

I will close by reminding you that the Chinese word for "crisis" is
composed of two picture-characters...one meaningv "danger" and one meaning
"opportunity".

Thank you for this opportunity to discuss danger with you today.

Haner Associates, Ine.

SKI Page 10 9 5
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HAMERdssociates Fac

Crisis Checklist
Sandra K. Hamer, APR

Primary Objective: Get it cver with as quickly as possible! Confine media
attention to 1 - 2 days, maximum.

Plan for gathering informnation

Identify spokesperson/s

Establish procedures for relaying information
Train and rehearse employees

Consider legal aspects

Verify information before rcleasing to media
Provide full, factual, objective, truthful information
Provide information packets

Balance bad news with good

10. Receive media inquires courteously

11. Set up emergency headquarters

12. Offer no speculation

13. Defcr questions until facts are available

14. Reach conclusions cauliously

15. Rehearse your crisis plan!

VWRXETADN AW -

Canal House

128 Garden Street
Farmington, C'T 060429254
203-677-1972

FAX: 203-677-4799
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Media Relationg 8uggestions

A. ADVANCE PREPARATION

1. Target Your Audience - Determine which
publics your organization needs to reach most
and which publications and/or electronic
media will best help you reach that audience.

Don't blanket all media; you'll lose
credibility with them.

2. B8elect the Pormat - If your story is highly
.visual, go for TV; if not, is radio or print
“a better format for your story.

3. Be 8Selective in Choosing Media - Target only
those media whose interests are in sync with
your story. This regjuires researching each
media outlet before Pitching the story.

5. Write a Darneda Good Release - Make sure your
release conforms to the standard format and
is the sharpest, most direct release or pitch

letter you can write. Check the facts, proof
read carefully.

6. Keep your Media List Up to Date - Keep an
updated file of key media contacts: nane,
title, address, phone, FAX, reporter's and
publication's special areas of interest,
other helpful bits of information.

7. Introduce Yourself - Let reporters and
editors know wkho You are, your area of
expertise and those of your colleaques.

8. Be Prepared - Make Sure receptionists,
switchboard operators, security and other key
personnel know how to handle routine calls
and visits from the press. When possible,
alert them in advance about possible news
stories and press inquiries.

Clomal Flangse

LM Ganden St

iy manpton, C10GgRe.00n g
G707y

FAN: 2084177, 1709
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9. Don't Do Press Conferences - It takes a
REALLY BIG NEWS EVENT to get the press to
attend a news conference. Dpon't risk
embarrassing yourself or your organization.

II. WHEN DEALING DIRECTLY WITH THE PRESS

The majority of reporters do their best to cover the
news thoroughly and responsibly. Mike Wallace and Sam
Donaldson notwithstanding, most news people are not
out to get you or to trick you into saying something

You'll later regret. Rather, they need and value your
input.

On the other hand, keep in mind that it's the media's
job to report what they consider to be newsworthy.
Hard news reports changes in the human environment

remains unchanged from what people trust it to be;
Fluff is just that.

Too many organizations try to convince the press that
fluff is hard news of earth-shattering importance, to

block or control legitimate storjes, Know your story
for what it is.

contacts:

1. Try to establish a good profeasional working
relationship with the press. Keep them informed
about your organization, let thenm know who you

are, put them on your mailing list, alert them to
upcoming stories.

2. Be honest with the press. There's no other way.

3. Take a reporter's call directly whenever
possible, or return the call promptly, Often,
the reporter needs the information quickly in
order to meet a deadline, so there's "no
tomorrow" for your input into the story.

Hamer Associates, Inc.
April, 1992
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q, If you can't talk to a reporter, refer the call
to a colleaque who is knowledgeable, articula’e
and who you think can help. Failing that, have
Your assistant get back to the reporter with Your
apologies, along with an offer to arran

Or a colleague to call the reporter at g later,
mutually convenjient time.

5. Be candid, don't play games, and don't get into
arguments with reporters. You'll lose every
time.

6. Allow the reporter to direct the conversation.
Offer additional information only if you feel it
is important and pertinent, but do make an effort
to correct errors and clarify points.

7. Talk' in layman's terms, avoiding jargon and
legalese.
8. Avoia making “off the record" comments. Make

Sure you and the reporter agree, up front, about
what can be quoted and what ig "off the record."

10. Avoia responding with wpo comment." If absolutely
Necessary, try to find another way to avoid a

direct answer.

11. 1r You don't know the answer, say "I'm not sure
about that...I'11 fing out and call you bagk."

Then, be sure to call back with the answer at the
time you agreed to call.

12. Don't ask a reporter to let You review or approve
his/her story before it is printed. yYou may ask
a reporter to restate a story in his or her words
in order tc make sure he/she understands it,
however, 1If not, clarify.

13. Don't threaten to stop advertising on a medium
that reported an error or a story you didn't

like, or offer to buy advertising if your story
is reported.

Hamer Associates, Inc.
April, 1992
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10 Ways Public Relations Can Help You Market Your

Organization
Sandra K. Hamer. APR

Most U.S. business people confuse Public Relations with Publicity. It's a
cominon misperception among small organizations, in particular. There is much
more to PR than sending out a press release that praises the wonderful unique
accomplishments of your organization.

Actually, every action your company lakes sends a public relations message (o
someone....usually many messages going to all kinds of people.

If you change your organization's logo, clean up your plant loading dock, shake
hands with a supplicr at a trade show, start an employee newsletter, or take a
customer to lunch, you're practicing public relations.

If you roll out giant spotlights and host a local radio station's live remote
broadcast to launch the opening of a new store, you're sending a public relations
message. If you donate beds from your new store to a program for terminally ill
children's your sénding a public relations message. You may call the latter your
civic responsibility...but it's good public relations...and good marketing for your
business. '

I. Think Marketing. The first step in developing a good public relations
program for your organization or business is t think about marketing your
organization. When you establish your public relations goals and programs,
make sure they arc marketing-oriented and will help you reach your overall
marketing goals. (EXAMPLE: Cause-related Marketing Prograins)

Canal House

128 Garden Street
Farmington, C'T" 06022-295.
203-677-1972

FAX: 203-677-4792 ;2 Y



1l. Research Your Organization and Its Market. Before developing any
public relations plan, you must find out as much as possible about your
organization, your customers, your competitors, and your markeiplace in
general. You need to know what people think about your organization before
you can design any kind of program aimed at changing or reinforcing their
opinions,

You must ask yourself and key publics a lot of questions:

Who are your real and potential customers?

» What do they think about our or2anization, its people, your
product/service?

« What do tlicy think about your competitors, their people, their
products/services?

« What aren't they nearing about your organization they should hear?

+ Ifyou can't carry your messages to them directly, what or who would be
the most effective messenger?

« How can you enlist that person in your organization's cause?
(EXAMPLE: Connccticut Bar Assoc.ation - Connecticut Governor
Lowell P. Weicker, Jr.)

Formal, statistically rclizble research is best. Next best is to rely on your own
research and that available to you from libraries, governmental organizations,
etc. .

Types of research you can do yourself:
» Mini-Surveys: via telephone or direct mail
» Key advertisements and direct mail (Department A, B. C, etc.)
» Thank-you letters to customers at conclusion of sale, end of project,
asking for feedback and date you may call to obtain it

Iamer Associates, Inc. N
12/29/93 Page 2 ./)é,'
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HI. Establish Measurable PR Objectives

Yes, you can measure PR objectives. Lazy man's way

*hat's not enough. Top management increasingly demanding that PR people
iccount for their actions.

If you've done your basic research (above), you'll be able 1o establish some
measurable objectives. You'll know how customers and community view your
organization. You'll know if they have any misperceptions that need to be
changed. You'll know, for example, that they think your product is identical to
your competitor's and there's nio justification for your 15% higher price. You'll
know, therefore that you must do a better Job of communicating te your
customers the fact that your product is longer lived than your competitor's.

EXAMPLES of measurable PR objectives:
Report print and electronic publicity stories in $

1.
2
3.
4. Do "Content Analysis" of news stories by establishing a set of 5 - 25

. Key all advertisements, news releases and direct mail advertising

Ask customers liow they lieard of your organization

variables by which you measure the content of media stories about your
organization.

Points your organization is trying to communicate
Audiences reached by the particular story

Impact competitors' quotes had in helping or hindering the
communication of your organization's message

Overall ranking of the article as favorable, neutral or
unfavorable to your organization

Location & reach of medium

Helps identify friendly & unfriendly reporters & media
Helps identify area of country where message is being seen,
not getting through

Hamer Asscciates, Inc.
12/29/93 Page 3

is to count press clips, but
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1V. Top Management Must be your Organization's Best PR Representative
This is imperative. If your organization is going to make a strong, positive
impression in the marketplace, it starts at the top. Whether or not he or she likes
it, the CEO is your organization's most visible spokesperson, and sets the
example that others within must follow. He or she must be actively involved at
the top levels, carrying your company's message to peers just as all other
personnel should do at their own level. Attitude must be set at the top.

V. Avoid Press Conferences

Press conference is the lazy person's way of handling PR. Ask yourself: could
the same information be given to an editor by visiting hinvher in his office, ov by
mail or phone? If the answer is "yes", you'll alienate editors and writers by
wasling their time with a press conference. The next time, you want their
altention, they may ignore you.

Press conference justified when 2 criteria are mel
1. Equipment or process has to be seen in operation in order to be
understood and appreciated, and
2. When certain people (company executives, engineers, scientists, efc.)
must be on hand for answering technical or complex questions asked by
the media.

Hamer Associates, Inc.
12/29/93 Page 4



V1. Consider the Trade Press

A story in the trade press may be more useful to you than a paragraph in the
general press. Trade press often overlooked. General press often flooded with
requests for stories, most of which are never printed or broadcast. Instead, seek
out the trade press who are secking good stories related though their industry. A
fengthy story in an appropriate trade publicaiton might bring better results in the
end.

EXAMPLE: $20 Vacu-Vin pump resealer for wine bottles. Limited resources
prevented manufacturer from sending product sample and press release to all
U.S. daily newspapers, with phone call foizowups from PR representatives.
Instead, company inviied New York's top 20 sonuneliers and wine writers to
luncheon where they sampled vintag: wines corked and uncerked and then re-
sealed with the Vacu-Vin, Resulting stories in trade publications (Wine
Spectator, Wine & Spirits, etc.) helped push firm's sales to $5 million first year,
item added to gifiware departments izt NY's top department stores. Reprints
used for additional marketing,

EXAMPLE: Updike, Kelly & Spellacy trade publication: stories.

Vil. Be Creative

It usually pays to be different, as long as you are in good taste and faitiial fo the
culture of your company and the marketplace. Don't be creative for the sake of
being creative.

EXAMPLES:
* Ronald McDonald Children's Charities Fund-Raising Event
o Well-Spring Life Care Community Research
 Connecticut Public Television Family Science Expo

Hamer Associates, Inc.
12/29/93 Page 5
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VIIL. Don't Be Afraid to be Different

Avoid the "Me, Too!" vulnerability. When you're thinking of mimicking the
tactic of a competitor, ask yourself: "Why would our customers purchase a
product service that is promoted in exactly the same way as the competing
product, and which may seem to our customers to be no beiter or worse than the
competition? Instead of copying your competition, find a way to make your
organization stand out from the competition.

EXAMPLE: If your competition markets its TV sets by advertising a good
service agreement, you might differentiate your product by marketing its
longevity, fast delivery or exceptional color resolution. You might focus
publicity efforts on how your firm helped out someone in a pinch by quickly
delivering a TV set to a local restaurant so patrons could waich a big soccer
championship when the restaurant's own TV set broke down. OTHER
EXAMPLES:

» Seabury Life Care Community

* UKS Media Relations Programn

IX. Be Cost-Effective (Think Cheap!)

It doesn't always cost a lot of money to develop effective public relations and
marketing ideas. Once you have your basic idea, brainstorm alone and with
your colleagues to determine the many ways an idea can be implemented.
Again, keep company/market culture in mind. Materials should be tasteful,
well-produced, not overdone. Examine media reach (don't buy beyond market
area).

EXAMPLES:
Hamer Associates, Inc. brochure & presentation folder

SL/AM Post cards vs. expensive direct mail pieces
NCH balloons raised $500,000 U.S. @ $1 ea. in 3 yrs,

Hamer Associates, Inc
12/29/93 Page 6



IX. Anticipate Problems

Perhaps the most value PR can be to an organization is to anticipate problems.,
Foreseeing potential problems enables Inanagement to develop carefully thought
out solutions, rather than reacting.

Research here helps. Constantly researching customer aititudes, marketplace,
community can help turn up potential problems to bring before management.
Develop a Crisis Plan - Helps you develop a process now for dealing with major
potential problems. Belter to spend time dealing with problem when it occurs,
rather than wasting valuable time arguing over the process. Only 2 hours
response time in today's world,

EXAMPLE;:
YWCA Crisis (no plan)
Mark Twain Memorial Crisis Plan (anticipating potential probiem)

Hamer Associates, Inc.
12/29/93 Page 7
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January 21, 1994

Mr. Henry S. Enck

International Development Department
Central Connecticut State University
1615 Stanley Street

New Britain, CT 06050

Dear Mr. Enck,

I am pleased to submit this report of my work as with Professor Scott Olsen as
teaching consultant in Wroclaw, Poland, January 6 - 9, 1994,

I was present for and participated in all sessions from 9 or 9:30 am to 5 or 5:30
p.m. each day throughout the four day training period. I've enclosed the original
schedule of activities for each day of the program (Attachment A). Although all
subjects on the agenda were covered, we rearranged the schedule somewhat in
order that Scott Olsen might return to the United States to attend the funeral of
his mother-in-law.

32 Hours of Class Time, S Hours of Training, 6 After-Hours: I participated
in all 32 hours of class time and was fully responsible for five hours of formal
training, plus at least 6 hours of after-hours training with small groups and/or
individuals. Outlines for the three programs I initially agreed to conduct are
enclosed (Attachments B, C and D), along with the Gerber Case Study
(Attachment E) we discussed in class on Sunday, January 9.

Canal House

128 Garden Street
Farmingion, CF a6032.0054
2006771972

FAN: 2086774702
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Special Qlympics Case Study: I also developed a second case study on the
1995 Special Olympics scheduled for Connecticut, for which no notes or outline
exists. In that instance, I divided the student participants into 3 groups and
directed them to develop a communications plan for marketing the 1995 Special
Olympics materials (which I brought from the Connecticut Department of
Economic Development) in Poland. ‘The winning group will carry out the
campaign, distribute the materials I left with them, and receive a small prize
when faculty member Marcelina Zuber verifies that the work was satisfactorily
completed.

Informal/After Hours Training: In addition to the formal class time, I met
separately after hours with Polish faculty members Marcelina Zuber and
Lilianna Marciniak at their request to discuss public relations techniques as
practiced by our firm Hamer Associates, Inc. I also met for more than two hours
with Piotr Bielawski of Agencja Prasowa RP, his colleagues and Professor Jan
Waskiewicz so that they might question me about public relations agency
management practices in the U.S. Finally, Scott Olsen and I met with the
"Connecticut Club" after hours at their request on January 8.

Presentation dates and outlines for the programs for which I was responsible
are attached. They are;

January 6, 1994: "Ten Ways Public Relations Can Help You Market Your
Organization" (Attachment B)

January 7, 1994: "Developing Useful Relationships" (Attachment C)

January 8, 1994: "Special Events" (Attachment D)

January 9, 1994: "Gerber Case Study" (Attachment E) and "Special Olympics
Case Study”

Materials: The following materials were distributed or made available to each
class participant: Gerber Case Study (Attachment E); Attachments B, C and D;
and copies of various brochures and materials prodnced by my firm (Hamer
Associates, Inc.) for our clients.

Hamer Associates, Inc.
SKH 1/21/94 4:47 PM
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Expenses: Finally, my expenses for the trip are noted below and receipts are
also enclosed (Attachment F). Those expenses total $556.04 (based on $1 =
$21672 Zloty as noted in today's Hartford Courant). They are:

Hotel (Dwor Wazow) $460.20
CT Limousine Round Trip 70.00
Wroclaw Airport Taxi ($1 =21,672 ZI) 7.38
Dinner 5/7/94 18.46
Total Expenses $ 556.04

If yor have any questions about any part of this report or my request for
reimbursement of expenses, please call me at 677-1972.

Sincerel

Sandra K. Hamer, AP
President

SKH/me
Enclosures

cc: S. Olsen - CCSU

Hamer Associates, Inc.
SKH 1721794 4:47 PM
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Jak przygotowaé rzecznika organizacji?
Scott Olson CCSU
11.45-13.15 Przerwa (Lunch i przygotowanie wystapienia
rzecznika).
13.15-14.15 Nagrywanie wystapien rzecznikoéw.
14.15~16.00 Ogladanie nagran i dyskusja.
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ATACRUMENT R

STUDIUM KOMUNIKACJI SPOLECZNEJ.
SESJA 111 6-9 STYCZNIA 1994

Public Relations.
Program zajedé.

Zajecia prowadza:

Prof. Scott Olson - Central Connecticut State University

Pani Sandra K. Hamer -~ wtasciciel | prezes Hamer Associates,
firmy dziatajacej w obszarze Public Relations

dr Monika Krzyzak - Politechnika Wroctlawska

mgr Lilianna Marciniak - Uniwersytet Wroctawsk:

mgr Joanna Sikora - Uniwersytet Wroctawski

Czwartek 6 stycznia 1994

Miejsce zajedé: Sala Banacha -~ Gmach Gtéwny Uniwersytetu
Wroctawskiego.

9. 30-9. 45 Wprowadzenie Marcel ina Zuber UWr
9.45-10.45 Public Relations - podstawowe pojecia.

Scott Olson CCSU
10.45~11, 00 Przerwa

11.00-12. 30 PR - forma komunikowania sie przedsiebiorstwa z

otoczeniemn. Monika KrzyzZzak PWr
12, 30-13. 30 Lunch

13.30-14. 30 Jak promowaé swoja organizacje?

10 sposobdw PR. Sandra Hamer
' 14, 30-14.45 Przerwa

14.45-15. 45 ldentyfikowanie odbiorcéw docelowych.

Joanna Sikora UWr
15.45~16. 00 Przerwa

16.00-1T7. 30 5 podstawowych pytari: Kto? Co? Gdzie? Kiedy?
Dlaczego?
Tres¢ i forma przekazu,
Lilianna Marciniak UWr
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Using Special Events to Strengthen Important Relationships
Sandra K. Hamer, APR

What Is a Special Event?
A dramatized effort to promote an idea, a cause or a program.

What is the Purpose of a Special Event?

To improve relationships with an organization's public (important constituent
groups) develop understanding and strengthen support through increased
purchases (of the product or service), effort and/or contributions.

A. Types and Examples of Special Events

1. Marketing Events:
« To call attention to a product or service, merger or acquisition:
(Example: UKS seminar; TV3 Presentations, IRA Sunday)
e  Open a new store, branch office, warehouse or marketing facility;
(Example: Transportation Center, BancPort)
o  Cause-related marketing;
(Example: MIX 93.7 Penny Pitch for NCH

2. Commemorations:
o  Shipping 1,000th or 1 millionth product or widget
(Example: CMX Shipping 1,000th Interferometer)
e  Ground breaking ceremony
(Example: Farley Co.)
e  New Building or Facility
(Example: D&L Anniversary/Warehouse)

Canal House

128 Garden Streat
Farmington, C'I" 06032.225.
203.677-1972

FAX: 203.6G77-4702 U



3. Anniversaries:

o  Company founding, significant anniversaries
(Example: Stanley Works, Michael's Jewelers, AMES Founders'
Retirement;

4. Motivational:
(EExample: Annual Employee Awards Banquet, Stanley Works Annual
Sales Meetings)

o  Stimulate New Product Sales:
(Example: CBT Old State House & Game Show Events)

5. Community/Stockholder/Employee Relations:
»  Annual Stockholder Dinner or Luncheon Meeting
(Example: D&L)
»  Forum or Debate on Issue of Importance to Business or Community
(Example: Farley Co. Breakfasts [also 2 marketing event], TV3 Forum
o  Community Event
(I’xample: July 4th River Festival)

6. Fund Raising for Charities

+  Kickoff Dinner to announcc major capital or fund raising campaign
(EExample: Hartford Art School, NCH Telethon Kickoff Event)

+  Other Fund Raising Everits: RMCC Event

(Examples: NCH Telethon, CPTV Family Science Expo)

Hamer Associates, Inc.
1/21/94 Page 2



B. Planning Special Events: 8 Important Steps

1. Establish Objectives for the Event

A.

Determine what you want to accomplish from this event. Ask yourself and
your colleagues, "What do we want to achieve with this event? What is the
outcome of this event? How will this event help our organization achieve
its overall objectives?"

Examples of Measureable Objectives:

o  Attract 75 % of most important clients participate in event.

«  Business section of region's most important papers carry the event
story.

«  Your sales force is able to meet new prospects at event and set
appointments with 25 important new prospects

Be clear aboui the role the special event will play in your organization's
overall scheme of things...or you'll waste your money, time and effort.

A special event may not be appropriate for your organization for some
reason or another. Don't plan a special event simply because your
competitor did the same thing recently. Don't try to duplicate your
competitor's activities, because your prospective customer's won't be able to
distinguish your organization from you: competitor. You need to find your
own organization's niche, find your own way to be distinctive and stand
apart.

Hamer Associates, Inc.
1/21/94 Page 3
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2. Use Your "Common Sense'

Be practical. Keep your objectives in mind at all times. Make sure the event is
a good fit with your organization's:

o culture

«  marketing and public relations goals

e  customers

¢  constituents

e  community

If the kind of event you're considering would not be enjoyable or appropriate for
your target audience, then the event should not be held. Do soinething else.

3. Develop a Detailed Budget

Mark Twain once said, "For business reasons, I must preserve the outward signs
of sanity."

A. Ifyou don't have a solid, detailed budget for your special event, you'll
quickly go crazy because people tend to panic at the last minute and spend
too much money on special events. (People often forget thir.gs such as
signs, extra security or parking lot personnel, over-order food or beverages,
items that can run your expenses up at the last minute and result in financial
disaster.)

B Ifyou have a good budget and keep firm control of it, you'll find you were
able to achieve your objectives without spending more than you planned.

Hamer Associates, Inc.
1/21/94 Page 4
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C. The Cost Per Person Formula: Once you've developed your budget, divide
the full cost of the event, (the grand total) by the number of proposed
attendees to determine the cost per person.

Total Budget $ + No. Persons Attending = $ Cost Per Person

Compare this figure with the cost of reaching your objectives (noted above)
by other means (such as direct mail, advertising, sales call, etc.). This
compariscn will help you determine if the proposed event is a good
investment for your organization.

D. Importani Special Event Budget Items

o  Staging (platforms, podium, sound system, lighting, audio-visual
equipment, draping, etc.)

e Decorations (tablecloths, flowers and centerpieces, signs, banners,
directional signs)

o  Food and Beverage (hors d'oeuvres, beverages, meals and snacks served
at the event; bar setups, food service personnel; taxes and gratuities)

»  Rentals (dishes, glassware, eating utensils, caterer's extra food cooking
and serving equipment, tents, auxiliary heaters and stoves, computers,
registration equipment)

e  Printing and Promotional Materials (invitations, postage, programs,
registration materials, promotional brochures, mementos, gifts for
speakers, place cards, displays, audio-visual presentations,
photographers)

e Personnel (wages for staff and temporary personnel, costumes and
uniforms, extra security personnel, electricians, lighting and sound
technicians)

e Entertainment (musicians, keynote speakers and workshop leaders,
master of ceremonies, clowns, etc.)

Hamer Associates, Inc.
1/21/94 Page 5
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4.

3.

Don't Waste Your Money!

Treat your organization's money as if it were your own. Until the recent
recession affected my country, many busiress people wasted money on
their organizations' special events. Their cocktail hours were unnecessarily
long, they offered too many food or beverage choices, they ordered more
food than the guests could possibly eat, etc.

They had good intentions. Fearful of appearing to be tight-fisted, cheap, or
niggardly with their company's money; afraid that they would run out of
food and be embarrased in front of their guests, they went overboard in the
opposite direction. Fortunately, the recession in my country has forced
most organizations to be more careful with their special event monies.

Plan Ahead

Be Well Organized. Great events can be quicky put together, but the more
disorganized the planning, the better are the chances that you will fail to
meet the objectives you established for the event itself. The answer is to
plan carefully, no matter how much or little advance notice you have.

Make a Timetable. Work backwards from the event itself to make a
timetable, or flow chart, to make sure you have enough time to take care of
all key details.

(Example: since invitations should be mailed a month prior to an event,
allow 1 to 2 weeks more for addressing, affixing postage and mailing;
schedule delivery of printed invitations 6 - 7 weeks in advance of the event,
and deliver art work to the printer 8 - 10 weeks before the event.)

Prepare Job Descriptions. Meet with Personnel in Advance. Make sure
volunteers and personnel working at the event thoroughly understand their
jobs, when they are expected to report for duty, when they go off duty, etc.
They should be told the rules & regulations regarding their assignment (no
drinking at the event, mix with guests, don't hang out with co-workers, etc.)

Hamer Associates, Inc.
1/21/94 Page 6
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Anticipate Disasters. Try to anticipate the awful things that could possibly
go wrong at the event, then develop plans for correcting them. Then, when
a problem, does arise, you raay already have developed a solution for it.
(July 4th Water Buffalc 5) Also, have names & phone numbers of
emergency health care personnel, police, in hands of key personnel at event.

Keep Event Manager Free of Assignments Day of Event Whomever is
responsible for managing your event should have no other assignments or
responsibilities during the event itself. In this way, he/she will be free to
make sure the event is running smoothly, correct small problems before
they become big-ones, deal with emergencies (anticipated and not) that
arise. (Example: Transportation Center cash bar $)

6. Keep a Notebook

If you or a colleague is responsible for a special event, even a simple one, I
recommend keeping a notebook for each event. Thz event manager should have
it with him at all times during the event. It should contain all information
pertinent (o that event.

Timetables (pre-event and detailed event activities)

Copies of all written agreements

Names, addresses, work and home phones of everyone associated with
the event (from your company president, to head of firm delivering
chairs, hotel electrician, emergency services, speakers, airlines delivering
speakers, taxi companies, doctor and other emergency services, etc.)
Layout of all rooms involved with your event, noting electrical, lighting
and A-V switches and outlets, detailed A-V setups, room setups for each
of your events, etc.

Scripts and speeches

Delivery agreements and schedules

Directions to event site

Nearby hotels and inns where key people are staying, their telephone
extension numbers

Continuity Sheet (next)

Hamer Associates, Inc.
1/21/94 Page 7



7. Prepare a ""Continuity Sheet"

Literally a minute-by-minute schedule of activities to guide you and your
colleagues through the critical days and hours of the event. (EXAMPLE: PSI)
If you have a complicated pre-event setup requiring one vendor to complete his
work before another moves in to perform his task , the continuity sheet will
guide: all of you through this critical period, enable you to catch potential
problems before they occur, and avoid some temper flareups that often occur
when people are working under time pressure to set up or run an event. That
same continuity sheet will be useful and informative to other members of your
management team and might prevent a number of unnecessary questions being
addressed to the event manager at a time when he or she needs to be dealing
with other, more important issues at the event itself.

8. Rehearse the Event

Once your event is planned, make sure that key people participating in the
program have an opportunity to rehearse their part in it. Company officials
responsible for speeches and introductions from the podium should rehearse to
become familiar with the setup, to check voice levels on the speaker system, to
make sure they're comfortable and make the best impression possible. A
rehearsal will make sure the event timing is correct that speeches aren't too long,
or it takes too long to walk a group of dignitaries from a side room to the main
platform, etc. A rehearsal will also provide another opportunity to catch
potential problems before they cecur.

Hamer Associates, Inc.
1/21/94 Page 8
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10 Ways Public Relations Can Help You Market Your

Organization
Sandra K. Hamer, APR

Most U.S. business people confuse Public Relations with Publicity. It's a
common misperception among small organizations, in particular. There is much
more to PR than sending out a press release that praises the wonderful unique
accomplishments of your organization.

Actually. every action your company takes sends a public relations message to
someone....usually many messages going to all kinds of people.

If you change your organization's logo, clean up your plant loading dock, shake
hands with a supplier at a trade show, start an employee newsletter, or take a
customer to lunch, you're practicing public relations.

If you roll out giant spotlights and host a local radio station's live remote
broadcast to launch the opening of a new store, you're sending a public relations
message. If you donate beds from your new store to a program for terminally ill
children's your sending a public relations message. You may call the latter your
civic responsibility...but it's good public relations...and good marketing for your
business.

I. Think Marketing. The first step in developing a good public relations
program for your organization or business is t think about marketing your
organization. When you establish your public relations goals and programs,
make sure they are marketing-oriented and will help you reach your overall
marketing goals. (EXAMPLE: Cause-related Marketing Programs)

Canal House

198 Garden Street
Farmington, C'F OGO32-2205:
208-677-1972

FAX: 20867747092
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II. Research Your Organization and Its Market. Before developing any
public relations plan, you must find out as much as possible about your
organization, your customers, your competitors, and your marketplace in
general. You need to know what people think about your organization before
you can design any kind of program aimed at changing or reinforcing their
opinions.

You must ask yourself aiid key publics a lot of questions:

» Who are your real and potential customers?

» What do they think about our organization, its people, your
product/service?

« What do they think about your competitors. their people, their
products/services?

« What aren't they hearing about your organization they should hear?

 Ifyou can't carry your messages to them directly, what or who would be
the most effective messenger?

« How can you enlist that person in your organization's cause?
(EXAMPLE: Connecticut Bar Association - Connecticut Governor
Lowell P. Weicker, Jr.)

Formal, statistically reliable research is best. Next best is to rely on your own
research and that available to you from libraries, governmental organizations,
etc.

Types of research you can do yourself:
o Mini-Surveys: via telephone or direct mail
» Key advertisements and direct mail (Department A, B. C, etc.)
» Thank-you letters to customers at conclusion of sale, end of project,
asking for feedback and date you may call to obtain it

Hamer Associates, Inc.
1721794 Page 2



III. Establish Measurable PR Objectives

Yes, you can measure PR objectives. Lazy man's way is to count press clips, but

that's not enough. Top management increasingly demanding that PR people
account for their actions.

If you've done your basic research (above), you'll be able to establish some
measurable objectives. You'll know how customers and community view your
organization. You'll know if they have any misperceptions that need to be
changed. You'll know, for example, that they think your product is identical to
your competitor's and there's no justification for your 15% higher price. You'll
know, therefore that you must do a better job of communicating to your
customers the fact that your product is longer lived than your competitor's.

EXAMPLES of measurable PR objectives:

el

Report print and electronic publicity stories in $

Key all advertisements, news releases and direct mail advertising
Ask customers how they heard of your organization

Do "Content Analysis" of news stories by establishing a set of 5 - 25

variables by which you measure the content of media stories about your
organization,

Points your organization is trying to communicate
Audiences reached by the particular story

Impact competitors' quotes had in helping or hindering the
communication of your organization's message

Overall ranking of the article as favorable, neutral or
unfavorable to your organization

Location & reach of medium

Helps identify friendly & unfriendly reporters & media
Helps identify area of country where message is being seen,
not getting through

Hamer Associates, Inc.
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IV. Top Management Must be your Organization's Best PR Representative
This is imperative. If your organization is going to make a strong, positive
impression in the marketplace, it starts at the top. Whether or not he or she likes
it, the CEO is your organization's most visible spokesperson, and sets the
example that others within must follow. He or she must be actively involved at
the top levels, carrying your company's message to peers just as all other
personnel should do at their own level. Attitude must be set at the top.

V. Avoid Press Conferences

Press conference is the lazy person's way of handling PR. Ask yourself: could
the same information be given to an editor by visiting him/her in his office, or by
mail or phone? If the answer is "yes", you'll alienate editors and writers by
wasting their time with a press conference. The next time, you want their
attention, they may ignore you.

Press conference justified when 2 criteria are met:
1. Equipment or process has to be seen in operation in order to be
understood and appreciated, and
2. When certain people (company executives, engineers, scientists, etc.)
must be on hand for answering technical or complex questions asked by
the media.

Hamer Associates, Inc.
1/21/94 Page 4
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VI. Consider the Trade Press

A story in the trade press may be more useful to you than a paragraph in the
general press. Trade press often overlooked. General press often flooded with
requests for stories, most of which are never printed or broadcast. Instead, seek
out the trade press who are seeking good stories related though their industry. A
lengthy story in an appropriate trade publication might bring better results in the
end.

EXAMPLE: $20 Vacu-Vin pump resealer for wine bottles. Limited resources
prevented manufacturer from sending product sample and press release to all
U.S. daily newspapers, with phone call followups from PR representatives.
Instead, company invited New York's top 20 sommeliers and wine writers to
luncheon where they sampled vintage wines corked and uncorked and then re-
sealed with the Vacu-Vin. Resulting stories in trade publications (Wine
Spectator, Wine & Spirits, etc.) helped push firm's sales to $5 million first year,
item added to giftware departments in NY's top department stores. Reprints
used for additional marketing,.

EXAMPLE: Updike, Kelly & Spellacy trade publication stories.

VII. Be Creative

It usually pays to be different, as long as you are in good taste and faithful to the
culture of your company and the marketplace. Don't be creative for the sake of
being creative.

EXAMPLES:
» Ronald McDonald Children's Charities Fund-Raising Event
o Well-Spring Life Care Communiiy Research
» Connecticut Public Television Family Science Expo
o NCH ads & radio spot
o Nursing Home ads

Hamer Associates, Inc.
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VIII. Don't Be Afraid to be Different

Avoid the "Me, Too!" vulnerability. When you're thinking of mimicking the
tactic of a competitor, ask yourself: "Why would our customers purchase a
product service that is promoted in exactly the same way as the competing
product, and which may seem to our customers to be no better or worse than the
competition? Instead of copying your competition, find a way to make your
organization stand out from the competition.

EXAMPLE: If your competition markets its TV sets by advertising a good
service agreement, you might differentiate your product by marketing its
longevity, fast delivery or exceptional color resolution. You might focus
publicity efforts on how your firm helped out someone in a pinch by quickly
delivering a TV set to a local restaurant so patrons could watch a big soccer
championship when the restaurant's own TV set broke down. OTHER
EXAMPLES:

» Seabury Life Care Community

o UKS Media Relations Program & Newsletters

o SL/AM Newsletter

IX. Be Cost-Effective (Think Cheap!)

It doesn't always cost a lot of money to develop effective public relations and
marketing ideas. Once you have your basic idea, brainstorm alone and with
your colleagues to determine the many ways an idea can be implemented.
Again, keep company/market culture in mind. Materials should be tasteful,
well-produced, not overdone. Examine media reach (don't buy beyond market
area).

EXAMPLES:

Hamer Associates, Inc. brochure & presentation folder
SL/AM Post cards vs. expensive direct mail pieces
NCH balloons raised $500,000 U.S. @ $1 ea. in 3 yrs.

Hamer Associates, Inc.
1721794 Page 6
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IX. Anticipate Problems

Perhaps the most value PR can be to an organization is to anticipate problems.
Foreseeing potential problems enables management to develop carefully thought
out solutions, rather than reacting.

Research here helps. Constantly researching customer attitudes, marketplace,
community can help turn up potential problems to bring before management.
Develop a Crisis Plan - Helps you develop a process now for dealing with major
potential problems. Better to spend time dealing with problem when it occurs,
rather than wasting valuable time arguing over the process. Only 2 hours
response time in today's world.

EXAMPLE:
YWCA Crisis (no plan)
Mark Twain Memorial Crisis Plan (anticipating potential problem)

Ilamer Associates, Inc.
1721/94 Pecge 7
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Using Relationships to Build Relationships
Sandra K. Hamer, APR

It's no surprise that some of the world's most successful organizations utilize al/
the tools of public relations to help themselves become successful. Of course
they practice good management, offer a good product or service, advertise and
market themselves well. But most of them also practice good public relations.
As part of their public relations program, they make a conscious effort to build
good relationships with their most important markets: employees, stockholders,
customers, suppliers, community.

After all, the definition of public relations is building mutually beneficial
relationships with those public that are important to a business or organization.

An organization needs lasting relationships to create:

customers who want to buy your product or service on a repeat basis,
valued employees who are productive and who want to remain with you
rather than your competitor,

banks and investors who have sufficient confidence in your firm to lend
you working capital,

community members who want your business to stay in that community
rather than move elsewhere where operating costs might be less, or who
will be more willing to give your firm a break at tax assessment time.

EXAMPLES of businesses who actively work at devcloping good relationships
to build their businesses:

Mercedes Benz

Lends cars to its customers when theirs is in for repair,

Annual owner survey to determine level of satisfaction...results to media
Supports charitable activities that are also social events for their
customers (horse shows, tennis and golf tournaments)

Gives quality merchandise (leather map cases, floor mats, key chains,
hats, etc.) to customers with purchase of car

Canal House

128 Garden Street
Farmington, C'T 06032-2254
203-677-1972

FAX: 203-677-4792



McDonald's Restaurants

Firm works very hard to develop relationships with its millions of customers

o  Promotes quality of food in advertisements, so public knows standards
are same wherever they go

o  Supports Ronald McDonald Houses charity throughout world

e  Established Ronald McDonald Foundation to support nonprofit programs
tor children primarily in inner cities where most restaurants are located
and where majority of restaurant employees live

PageMabker Software
Manufacturer of top rated desktop publishing software for personal & business
use. Firm worked hard in beginning, when competititon was at a peak, at
developing strong elationships with is new customers.
«  Free subscription to slick, 4-coior magazine for first four years to all
purchasers,
o  Full of articles & hints for new users
e Now available by purchase only, changing focus to more experienced
user
o  Maintained toll-free help line for first few years
e Now toll-free line available for minimal service, you pay for instant
response.

My Dentist

I've gone to him for 20 years because he does good work, I suffer a minimum of
pain and the man and his staff treat me as if I'm someone special, nc. just
another "tooth attached to a body." He repeatedly urges every client to call him
at home in an emergency. My dentist and his staff have developed a strong
relationship with me and my family. He's expensive, but I wouldn't consider
going to anyone else.

There are thousands of creative ways to build relationships with important
publics. You can develop creative programs as Mercedes and McDonald's have
done. You can also use your own relationships to build stronger relationships
with your customers and constituents.

Hamer Associates, Inc.
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EXAMPLES OF RELATIONSHIP BUILDING THAT YOU CAN DO ON
YOUR OWN:

Sales: Get Referrals

U.S. Sales trainers recommend obtaining referral-based sales....a sale is easier
when someone the prospect knows and respects recommends your firm. (90% of
my firm's sales come from referrals by clients and former clients, colleagues,
friends, and acquaintances.

Ask colleagues, satisfied customers, friends for referrals. It's not as hard as you
think!

Keep in Touch with Old Friends & Associates:

e Loctite - Wes Todt, PR Director, played golf with neighbor & his son years
ago. Kept in touch with both men. Son became Editor of Fortune magazine.,
Wes was able to place good story for his publication, partly as a result of
nurturing that relationship...and he had a decent story to sell.

o Computer Sciences Corp. needed fast strategy & action to support statewide
lobbying efforts. My tirm had to quickly identify & set up meetings with
labor, business, community & civic leaders, legislators, government officials
throughout state. Without a lot of previously developed relationships we
could not have responded as quickly or as thoroughly as needed.

Keep a GOOD Rolodex File

When you need to know something fast, it's good to have a good resource file.
ITT-Hartford needed aluminum fabricator in a pinch for finishing a presentation
sculpture when original sculptor could not dcliver on time. I helped my
solleague find a fabricator. (We have received several PR assignments since and
have been referred by my friend's boss for other work).

Hamer Associates, Inc.
1721/94 Page 3
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Be Active in Business & Community Organizations

(Particularly if yours is a small organization - you need visibility). When bank
VP nceded daia to convince the CEO to invest more than $100,000 in supporting
local cultural activities, our firm was given a rush assignment to research support
of cultural organizations in area. We got the assignmuit because of my
involvement with PRSA chapter.

Get Feedback

e Customers: Ask customers what they think. At the end of each job, I call
every client to give me feedback on our performance and quality of our work.
I've learned some important things, good and bad.

o Vendors, Friends & Others - Ask them what they hear about your
organization, what they think. You may be surprised.

o Surveys: another way to find out what people think. We also send out a
return postcard asking our clients to grade us on our work. We're
contemplating a phone survey by someone not connected with our firm...the
answers might be more honest.

Be Thoughtful

o Maintain frequent contact. 1 cultivate relationships sending hand written
notes with articles and press clippings, thank you notes for particular
kindnesses or their anniversary datewith their company; to acknowledge their
company's anniversary etc.

e Do something special. Remember a customer, employee or vendor's birthday
with a card; send flowers, a letter or other small gift to acknowledge a new
business referral.

Hamer Associates, Inc.
1721/94 Page 4
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Vendors and Support Services

How many times have you needed a good printer or supplier of a service and
didn't know where to turn? I ask friends & colleaguesm for referralss, use their
names and send a thank you note to the referrer when it is all over.
EXAMPLE: CGS (client) needed a signmaker.

I helped my client locate good signmaker; it strengthened our relationship with
client, added value. Client got good service. I know signmaker will work hard
for me the next time I need his work. It: especially important for smaller
businesses to help one another out in this way.

Consider Your Employees

o Ask for employee feedback at least quarterly (give reward of money, gift
certificate at restaurant, points towards time off) for good suggestions)

e Incentive program - good program will make employees work harder, more
productive

o Reward outstanding work.

e Say thanks, good job, when compliments called for.

Other relationship building ideas for your organization:
o Form Adwvisory Board, survey them, quote them, use them
« Joint promotions, where applicable, with another business or organization
(American Lung Association/Media's "Great American Smoke-Out")
o  Publish newsletter, periodic helpful fact sheet or postcard.
« Nominate customers for appropriate business or service awards.

Other ideas?

Hamer Associates, Inc.
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Gerber Learns Lessons of Tradition in Poland
oo

The Littlest Consumers  { ...,/ ‘n
tlumber of births ans'* , 100d conaumption in ol :
Gierber Products’ six biggest markets. e

—epor

phot, gL
United States $ 22,650 4,132,600 632
Harco 2810 2,610,000 16
France 20,600 750,100 624
Vanezuela 2610 621,000 234
Polana 1820 500600  Fawst man 12
Puero Aico 6.330 64,800 835

H1ea (e iom o ew Toa imws

Workers at Gerver s plant in Rreszow, Poland, sorung jars of Laby (ood into six-pack cartons.

Ny JANE PERLEY
Creatia 1 new Y buns
RIESIOW. Pulana — when Gerher
the Atnenican babv food maker, bouglht
A juice plantin tis out-of-the-way lown
utsouttiern Polana. | was considercy a
case study of hnw an Amencan compa.
ny should venture wnoine uttiried IC1 7+
tory of Eastenit Eurcpe 1L price was
right, the tocal #inpiovees were happy
any the -
dteam: I’nlish halnes nad never sam-
pled the even consuency ol specially
processed lond [rom a jar
The 325 nullion acamsiion and in-
vestment i an untapped market 15 sull
a succesy, butl nearly (wo vears later,
the DAL PALE 18 S tegInnmg
Listen, lor cvampie, 1 Wanda
Kujawa, a Polistimather af a 11 momi
“oid bay: vk nevee tnied Geiber My
grandmaiher puepared my minther s
NALY 1ond, who s tura pepared mane §
demy 1 ee wity § <hmanied change g 1tusied

TR S R R T

iecipe
N O O PDornta Ouncka A peiiate
NV can on the suntine ol Wow  In

the larger cuirs nmost o hers we
famtllar witly Gerber bt frw can Al
ford i Even our hagntal, which e
nmmends Gerber s [orced toinake ns
awt bALy feod bevause 18 dues nal have
the budgel (y spend K0 Fenis a serving

Convipeng Hahish mothes e that food
for their baties i1s bettcr from the grn-
cery stelf than prepsted the old-fash-
.ned WaY 1 NOL 1% FASY A INATREIING
tennd-name sneaxors lor sirees smnit
1reR-ARCIC AN istiihuling (the prox).
oey lrom Ahe piad over ireacherous
TOMIN IR ickety v anean cramped hlite
<ipees I8 ol hee delivepng (o Jove

R Uanr Salrway

U aaken us a uitte louges 10 Irarn
these things than wr would have biked
Alfred A Presgaiine cined executive ol
the Gerlrer Progucts Canpany, <
Auring B Vil 10 Rrecrow (pronoune ey
ZNE-shonl) ~We rxpecied 1ty inove
as H would i the Linited States on
distribution, sud now on topr ol that we
have the education 1o do” with Polish
mothers But, he adied, "It's not un-
Iike the situation i the United Staies
n 1927 when Gerber statted.”

There was aiso e inatter of ban-
ning smoking Around the production
lines and sotviag ine problem of ap-
plen thet were tos tart for spplessuce
Sanitary connitions at chichen larms
hiadg 10 he impoved &y well

tiffertng wavs, hig American
army Furopean manulacturers have
er-cunlered hurdles and headaches
uv Eastern Europe Philip Morris had
1o improve the cigaretie quaiy 1nthe
Crech Repuldic and grapple with gel-
attvely thin proi inargins aind prees
R Hmits, Generat Electric can Into
productivity and lsbar trouble st 118
tungaram hgbting venture in Hunea-
v As weil as mounting insses. And
Jast abotit evervone grumbles sbhoul
Lureaucratic tanui s, and the unia-
mitliarity with cusionier service and
aiher free.=aqskei prnciples.

5

VGruwih Area

Mol that Mr Prergallion is losmg
patience thnle the opposite. e sccs
seeat horizons among Poland's grow-
ng jegnilation as well as i all of
Lutipe

taking Gerlwer, based in Tremont,
Sheh. i nternatiunal onarkeis,
s uberey asinaas b g, 1
{"rergathn’ s angwer 4o compa-
Ny« growth probleing caosed hy de
Vg haby-loxd consumiption and
tarth tates an the Umled States
Amenican consumption of  sttained
Lanauas, applesauce and the ke tlas
LeAT 1S N AL e 1han 600 litle
;s fm each husth, down 27 peicent
Irnny e 30 1 two decades agn Wy
contrast, coasumppion per dith
Paland 18 fewer than a dozen jnis A
bl

Corber statted producing 12 fean
o vepetabie  vaneihes beee n
Starehy 1 took A vear 1o get the huge
MO SIramees. washfr S, gnessur.
el cooker's and eonvever belts lom
“he Uiated STates inin a plant thal ad
mate frt uices for cildien and
conut amomns al Faniey vegetabies

Many ol the 085 Pohsh workers
needed LEMBIOR 11 AMERICan stand-
Jrdend quality control The first sule”
N more SNOKIOR on 1he prinuction
hine

Salety 1s 8 prmary sesue in babiv.
Lisnl preparntion, and while the Pol.
1<l fnctory had qualny contind i wae
ool syRIenured ina wav that sliows d
codes amaat label that dennbied the
panwer of the Tot e vepetalile

s s ane ol the iggest adueve-
Wt we ve been alue (o anplement
— Gerher ¢ spmdands ol tracealn:
Iy, Wirclawa b Srnajdrowska,
Geiher € new produrt develinpiment
moanager, sant At e held wp a pa of
Ippie-blucher iy auce with mnibery
Byped on the tabel

“Mea Srpapliuwerc s L with
Fanted Siatea Cond and D6y Adim-
rerrtry i thirough o two year
felluwadup ot Rutgers Uoiversiy g
hew Jeisey Shie was luird (o Gerber
{eam a proleasnrship in food technel-
gy At a I'nlish mmversity

lietore Gerber bowght the plant, the
Cmpany § I supply expeiis cares
fully cumbed the surrounding teim.
Trvside lor produce. Now, mmany of the
vepelables and (runs lur Gerber's
products come hhom the amail icas by
farma

the locnl eareats were found o e
excelle — the tarmerhad Ing agn
heen mtroduged 1o Dutch seeds 1*als
<h carrols ook wonderful and mie
aunderful,” My [Mergating sad

flt the mirate levels i the carrots
weie 100 ugh. To reduce them, Inrm.
rra were 1anahl new fertiliriog tech.
muues, Mra Srnajpdiowska said

{hen there -eas the prublem of the
apples. Same mu'?ull:lvrrml\'r'rlﬂl
tn the awecier geiden dehicnms vitie.
v allowmg e facimy o nake .y
vkl applesanes toons ioxiate that
mcludes the teanonal Polish vane.
tes

Fhere was na prdsent with bloe.
begpies and  steawbernes  Pohsh
Seawbernies et tien (ieshnese
At color beter than thase frem Cabe
farmi, © Mo Penmbmr s Tt
poents and aranpes aie lsouphl m
Lo the Nesherbands and bananas,
antil recently an cxotc houn i Po-
Lind. are unpated an hazen paee

= P N

s

Vndme satslacimy clugken swas
e dilheolt We've had o wink
with the loeal pouiliy peaple 1o grt
them up 1o samsny candards,  Mr
Paergatin saed LS (€0 me e
cas protden, and we Juve 1o be very
vatelul We cent come tectmienl
Lielpy " The [ st clucken produets will
start 1n the next [ew monihs

‘An Edueationmnl {ssue’

*1991 Aguras. 1109) sstimaies based on first st monihe.

Souro Geter Frocucts. baseu on Poputsion Aelersnce Surses Apres.

Ine Mo Yok Lemes
Gerber lought a lactory i the
Polish cty of Rzeszow to tap a
uew market {or baby {ood,

e a v ditnbution svsiens will
aol hielp i, ch it Polish rnothers do
oot ke pregared Haby food

We thmk the markensng of bahv
foond 1% an educational scue,” <aid
Mr Pecgallun, wha bas cun Gerber
<ince (%90 but knows a lol aboul sell-
wg lenm his days as a Procier &
Giaimble salesman. “Unce the mother
wnidersiands prepared baby food 1 an
mterral pait ol feedinr the haby, we

After tackliog the manulacturmg __ytar't need to 1ecotanrnd Gerber ™

fien CHAae casmpe” Mr fiergaihn
<ard This conntiy seminds e o ol
of e United Stares i abe [020°s,
whest tiere were tots and hoes of
dores © Lhere alo are lew distritne.
HUR COMPAMET 1 warcinuyes and

camputer SysItis are iow giade. For, o
now, the cuthpany has seLup A |wrs (_‘l-\ll"‘l( 10 usng prepared finxig, "‘we

npred distnlbutinn syeient hased
1 owiy wagehouses and (rucks plid
1wo Polich distiibntion outluns

Many of the t.UBS Pobsh workers at the Gerber
Products baby.lood plant wr Riesrow requured ki
traung in l;ml States standards of quaity con-

BEST AVAILABLE COPY

molitems, Geobey uined Ilb1I|!lr|l|ll‘\[1'la/“""|l" Kacrmarskan, muoher of
il )

v TGOl Fay, likes ihe conven.
wnce 1 (st tiied Gerber when |
watinarush and dig not have tune to
prepare a suup,” she <ad My son
wemed 10 Jie it and 1 nme use o
frequenily 11°¢ a geeal convemence. '

o navercome e psvehalogicsl

wnuld like to eypiain ta nothers that
~=hen (héy afe Duyind s product, st
18 ol the hest quahly,” Mre Sinaj-

B4 vcny

drowskn sard
. the pedistrician, sind

. Gerber tood s "*highly nutrimous and

roniaing no bacieria.
1 L] refed Gerber," the
docior added, “‘are ices prone (o dinre
thea than ciuldren wliose diet con-
il of foads prepared by their imoth:
s’ -

fut Osrbara Burrinsks, J4, lhkd_-.l
miher BIAYear old Rirl, hos doubis:

| don'l trusgl any piocessed (mxl.
'oland I8 snundated wih Western
Inod prodikcis whase expiration date
has been tampered with At leastif |
cook it myseif, I'm suie ’s fresh

An Information Campaign

Thie company 12 Btarting with e
medical community (0 1y (0 INATARIN
the Gerber habi. It brought health
cxperts together Bl A recent seminar
1 1alk about mifsnt ireding praclices
AEUHW L war el Tt esaind ol o
semmar will Le distnibuied among
pediatricians, Gerber sard.

Mr. Plergalims said (hat in 8 lew
years \he company here should be
wun by Poles. Bul geuting there may
Aiso (ake longer (han he had antici-
pated. Alter iwvinging In American
employees to train Polish manage-
nient, Mr. Plergatiing saxd he realized
thet system had pot worked. “We
tried the cheap way (irst,” he said
It was tcially unsuccessiul’” Sev-
rral weeks ago, \wo sentor Gerber
MANERErS who &rE EXPErls in many.
factueing snd cisteibution innved
lirge 83 coaches {nr the Polish sinff.

Mr Pieegaihini 13 hoping the bust.
ness in Poland witl grow to $50 nnlilon
to $70 milllon in three to {ive yeary.
“Pralit doesn't come In tor a while,”
it said. *In live years? { think so, bul
how big i will be 1 don’l know. I*
depends on how (A3t we ¢an gel poo-
pie 10 understand bahy food

tral. One of thie litst rules, foc instance, was tc bar ’

g on the pr
to qualty control handled ca

line. Workers
n the line.
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