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EXECUTIVE SUMMARY

Capital markets promuse to be an important vehicle for economic development and prospenty m
Egypt Egypt’s capital markets have already seen one penod of tremendous growth—700 percent
between the enactment of the Capital Markets Law 1n 1992 and early 1997 However the future
growth of the country’s capital markets depends on advancements and improvements n their
operations, as well as on expansion and long-term nvestment by domestic and foreign investors
Thus report outlines an integrated communication strategy designed to promote mncreased
investment m the market by (1) improving the mformation and public affairs capabilities of the
Capital Markets Development (CMD) project s institutional partmers (IPs) and the Egyptian media,
(2) improving the interaction and flow of information between the IPs, media, and public, and (3)
utihizing pubhic relations techniques to raise interest, awareness, and willingness to participate 1n
Egypt s caprtal markets

This commurications plan 1s framed around three strategic themes

e Benefits/Value Develop and provide traiming and education to mnstitutions, the investor
commuruty and the general public on the value of economuc reforms and new market
opportunities

e Stabilin Strengthen capital markets mstitutions’ educational and outreach capabilities, so
as to enable them to better convey the increasing stability of Egypt’s markets and that which
will be generated by upcomng developments

s Access Assist capital markets mstitutions to enhance their capacity to convey new avenues
for mvestment 1n and mformation about Egypt’s capital markets, as well as to generate
internal pride mn these markets

Thus report outlines an integrated set of tactics aamed at the CMD project’s core audiences (target
groups) that will help to realize the three strategic themes The communications strategy’s primary
aud:ences are the following the project’s IPs, Egyptian mnvestors, the general public, the media, and
foreign mvestors It also advises that a small number of core messages be developed and tested to
target these groups

The section on tactics specifies all of the tasks that are recommended as part of the communications
strategy A number of these tactics should be implemented early in the project

e Conduct a rapid strategic assessment of the competitive features of Egypt’s capital markets
compared to those of other emerging markets,

* Perform a rapid ‘ pulsing of current perceptions attitudes and behaviors of domestic and
foreign audiences as well as pre-test and refine the core messages

s Designate public spokespersons and 1dentify public affairs staff for each of the IPs,

s Establish channels for information flow between the IPs and the media, providing the
former with appropniate media traming and the latter with professional-development
serunars and
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e Begn to develop a senies of events, in coordination with the med:a “pitching” campaign, to
raise the profile of and mncrease the amount of information available about Egypt’s capital
markets

The communications plan 1s designed to establish benchmarks and undertake other groundwork
tasks as quickly as possible, whule allowing time for the IPs to expand therr commumnications
capacities before undertaking additional tasks By promptly iitiating the communications strategy
n a carefully-sequenced approach, rapid progress toward increasing mterest and mnvestment in
Egypt’s capital markets can be made

1 AN INTEGRATED COMMUNICATIONS STRATEGY



AN INTEGRATED COMMUNICATION STRATEGY

Matthew W Roberts, Ph D
Hill and Knowlton
Public Affars Worldwide, Co

A Introduction

This communcations strategy was developed in November 1998 during a two-week needs-
assessment visit by Matthew Roberts of Hill and Knowlton The purpose of the assignment was to
assist in developing an integrated communication strategy for the CMD project This report delivers
an outlme of the tasks that can be undertaken to develop and implement an effective communication
strategy, incorporating specific actions and levels of effort that will be required Roberts worked
closely with the CMD project’s communications specialist, as well as with other members of the
CMD team Throughout hus visit, numerous mterviews were conducted wth the project s IPs,
representatives of the financial community, and the media.

B Situation

Egypt s capital markets potentially have a promusing future, as on of the world s leading emerging
markets The country s macroeconomuc ndicators and capital market fundamentals are essentially
sohd and steadily growing stronger The health of the Egyptian economy 1s reflected in a number of
mdicators

» Real GDP 1s growng at 4 5 to 5 0 percent annually,

» Inflation 1s runmng at less than 5 percent,

» Foreign exchange reserves exceed US$20 bilhion,

o The budget deficit 1s 0 9 percent of GDP,

* Investment and savings rates relative to GDP are nsing at 2 5 percent annually, and

» Stock market capitalization exceeds US$22 billion, wath over 60 actively-traded
companies and several local and mnternational mutual funds

Though Egypt’s capital markets have experienced one period of tremendous growth—the EFG
index grew 700 percent between 1993 and early 1997—there are a number of challenges to
increased investment and growth Some of these challenges are related to Egyptian-specific factors,
others are related to external factors, and still others are related to both mternal and external factors
Both domestically and internationally, investors may be reluctant to mcrease their mvestments
substantially until the regulatory environment, sophistication of mvestment mstruments, and level of
market technology have progressed further In addition, there 15 some concemn that the growth of the
number of publicly-traded comparues and equities 1s slowing This perception results from the fact
that after pnivatizing nearly 100 companies between 1992 and 1997, the Egyptian Government’s
privatization program has slowed dunng the last year In addition, large family-owned, and other
privately-held companies have been relatively slow to go pubhc

On the domestic front, the general public, potential investors, and even many current investors have
a limited awareness and understanding of how capital markets operate and the mvestment
opportunities they afford This lack of understanding and awareness 1s compounded by madequate
and frequently poor communication and information shaning between capital markets mstitutions
and the media. The IPs’ limuted abihity to provide market information and data to the media and
other key mformation dissemunators on a routine basis 1s a sigmificant factor driving the lack of
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information generally available to the public ' The public awareness and education program
proposed below will serve to substantially increase and improve information flow and educational
efforts Such an mcrease n the availability of information should result in increased participation
the markets by the public

In terms of attracting foreign investors, some sttuational factors are outside of the control of
Egyptian mstitutions For example, Asia’s market decline and global market turbulence have
sigruficantly reduced emerging-market investments since 1997 However a public relations
campaign can aim to increase foreign-mvestor interest by lughhighting Egypt s unique nvestment
opportunities and comparative advantages over Asian markets Capital markets mstitutions can also
exert more control over other factors that are important to foreign mvestors Most importantly
msufficient attention has been given to utilizing public relations mstruments to increase positive
attention from international financial journalists The plan outlined m this report 1s designed to bring
Egypt’s capital markets the kind of positive attention from the international press that 1t needs and
deserves—the kind of attention that will increase mvestment

C KeyIssues

As will be discussed later 1 thus report, there are three primary tssues that are being addressed by
the project’s activities and with which the public education and awareness strategy 1s designed to
assist

s The benefits—to mvestors, economuc development, and the nation as a whole—of capatal
markets and the efforts bemg made to advance their operations

e The stability that Egypt’s capital markets currently offer, and that which will result from
their improvement, and,

o The increased access to Egypt s capital markets that will result, in part, from what the
CMD project plans to accomplish

These 1ssues can be further delineated n relation to the CMD project’s primary audiences (target
groups) These groups are (a) Egyptian mnvestors, (b) the Egyptian public, (c) Egyptian capital
market mstitutions and the media, and (d) foreign mnvestors Utilizing this framework, the project s
Highhghts of the Techmical Proposal report (October 1998), and the findings of this

subcontractor s two-week assessment wistt, the following key 1ssues have been 1dentified as related
to benefits stability, and access for mnvestors

Benefits 1ssues for
1 Egyptian mvestors

a) There 1s a lack of understanding of the benefits that accrue from participating in capital
markets, and from their improvement

! The CMA has an information center but 1t was established to collect, rather than dissemunate data While
the CMA has a public relations staff specifically assigned to handle requests for information from the media,
1t needs to better coordinate 1ts activities and constder new methods or reaching the media The CASE has
only recently established and staffed a public affairs office The remaimng [Ps—MCSD CBE ECMA, and
the newly-formed Egyptian Investment Management Association (EIMA)—currently do not have in-house
public affairs staffs or sufficient public affairs capabilities

2 AN INTEGRATED COMMUNICATIONS STRATEGY
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b) There are few institutional investors
2 General public

a) There 1s a lack of knowledge about market financing and apprehension about public
reporting and disclosure In addition, capital markets are seen as overly complex, and
there 1s little experience 1n their operations

b) The benefits of economuc reforms are not understood
3 Institutions and the media

a) There are sigmficant orgamizational and staffing needs

b) The value of the IPs’ goals needs to be fully conveyed
4 Foreign mvestors

a) What distinguishes Egypt s capital markets from other emerging markets 1s not clearly
conveyed

b) Why Egypt s markets are a ripe mvestment opporturuty 1s not properly emphasized
B Stability 1ssues for
1 Egyptian investors

a) Before planned improvements are implemented, madequate and mconsistent laws and
regulations underdeveloped accounting standards, and mefficient technologies create
the potential for instability

b) The lack of investor expenence creates a short time honizon for market expectations
2 General public

«  Alack of knowledge and expenence results m sporadic public mterest and involvement,
affecting market stability

3 Institutions and the media

a) The mability to communucate regular, routine information, as well as to react to
sigmificant market developments, fosters a perception and chimate of instability

b) Irregulanties and the lack of ethucal standards among some brokers and investment
managers undermunes mvestor confidence

4 Foreign mmvestors

» Lack of transparency, an msufficient regulatory framework, market lliquidity, and price
trends in emerging markets have lowered the willingness to mnvest

AN INTEGRATED COMMUNICATIONS STRATEGY 3
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C Access 1ssues for
1 Egyptian investors

o The vanety of nvestment mnstruments or vehicles and the number of 1ssues need to be
increased

2 General public
» There 1s nsufficient understanding of how to engage mn transactions

3 Institutions and the media

» There are poor channels of communication between capital market mstitutions and the
media, and madequate dissemumation of market mformation by the partner institutions

4 Foreign investors

a) Little profiling of Egypt as an mvestment opportunity exists, and the means by which to
mnvest 1 1ts capital markets are unclear

b) Improved technologies for remote trading are needed

D Outcomes/Objectives

The following outcomes, or objectives, are established with an understanding of the current
situation, as well as a recogrution of the key 1ssues that must be addressed by the CMD project as a
whole The public education and awareness strategy 1s designed to support the CMD project’s
efforts to address the following outcomes and objectives

s (Create new wealth and growth potential for all mvestors

e Mamtan honest and efficient markets with access to valued information

s Protect mnvestors with stable trading platforms, and transparent, accessible markets

o Set the stage for more offerings and launch a strong new platform for secondary trading

E Strategies

The following strategies are proposed for the CMD project s public education and awareness
program and are designed to help the project to achieve the outcomes and objectives 1dentified
above These strategies take mto account the current situation and key 1ssues discussed above and
are designed to be implemented through a senes of tactics that will be outhined in the next section of
this report

e Benefits/Value Develop and provide traiung and education to mstitutions, the investor
commumty, and the general public on the value of econormuc reforms and new market
opportunities

e Stability Strengthen caprtal markets mstitutions” educational and outreach capabilities, so
as to enable them to better convey the increasing stability of Egypt’s markets and that which
will be generated by upcoming developments

4 ANINTEGRATED COMMUNICATIONS STRATEGY
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e Access Assist capital markets mstitutions to enhance their capacity to convey new avenues
for mvestment 1n and information about Egypt’s capital markets, as well as to generate
mnternal pnde 1n these markets

F Audience ldentification

Prelimmary 1dentification of key audiences, or target groups, will facilitate planning and may be
adjusted later to swit vanous mstitutions or viewpomts These audiences nclude current and
potential investor, who should be targeted to increase mvestment in the Egypt’s capital markets, as
well as members of the general public, who should be targeted to mcrease support for those
markets and the market-liberalization process Within the prelimnary strategic-planmng
framework, the prelimmary key audiences for the CMD project’s public education and awareness
activities are as follows

1 Current Egyptian mvestors, and those who could potentially be mvestors (the professional
or ‘white-collar” class)

a) Large-scale retall mvestors
b) High-net-worth mdividuals and business people
¢) Institutional mvestors

(3]

General public

a) Small-scale savers
b) Low-mncome public
¢) Youth

3 Institutions and the media

a) The CMD project s IPs
b) Journalists (print, television, and radio)

4 Foreign mvestors

a) US,UK, and possibly other Western European countries
b) Middle Eastern countries (particularly Saudi Arabia)
¢) Visiting tournsts (possibly)

G Core Messages Targefing Each Audience

Developing core messages 1s at the heart of any strategic communications plan and s central to
whether listeners accept that plan (not to mention the institutions) Core messages are those that
cross all audience differences and resonate with listeners as the key objectives of market
development To mawntam a cohesive and manageable image and set of messages, the CMD project
should have only three or four core messages At the same time, certain messages may resonate
more strongly with certain audiences and, hence, should be emphasized with those audiences

When 1t 1s useful, sub-messages and supporting data can also be used with the core messages, m
order to underscore the importance of a particular aspect

Within the strategic framework outlined above, the project should draft core messages related to the
three strategic themes—nbenefits/value, stability, and access These messages should be formulated

AN INTEGRATED COMMUNICATIONS STRATEGY 5
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to suit Egypt’s historical and cultural environment (preferably with the assistance of local media
experts) and then pre-tested and refined in the mmtial stages of the outreach campaign

H First Year Tactics/Tasks and Recommendations by Strategy

The tactics, or tasks, proposed for the first year are built upon the three principal strategies, and are
designed to assist the CMD project accomphish 1ts objectives These tactics should be reviewed
annually, or sooner as needed, and adjusted as the project evolves Some of the tactics remnforce
more than one of the strategies, reflecting the integrated nature of the proposed plan To assist the
project’s work-planning process, approximate, recommended timelines are offered for each tactic
Indications of the likely resources are also given where significant subcontractor involvement 1s
antictpated For those tasks that appear in more than one strategic category, the resources are
indicated only for the primary strategy

H1 Tactic for the Benefits/Value Strategy
As noted above, the benefits/value strategy 1s as follows

» Benefits/Value Develop and provide traming and education to mstitutions, the mvestor
community, and the general public on the value of economic reforms and new market
opporturnities

The following section lays out the steps needed to implement this strategy, as well as their
estimated costs

H1a Pnmary Tactics for Benefits/Value Strategy

1 Conduct a rapid, strategic analysis of the competitive features of Egypt’s capital markets as
compared to other emerging markets This will help refine key messages to attract foreign
mvestment

a) Recommended timeline November to December 1998
b) Resource estimate [2 sentor-consultant days, 3 consultant days]

2 Conduct a rapid review (or “pulsing”) of the current perceptions, attitudes, and behaviors of
domestic and foreign target groups (e g, U S, UK, and Saudi Arabia), and pre-test and
refine the mtial core messages of the public awareness and relations campaigns This
assessment should nclude a review of the available benchmark information and data.
Establishing these benchmarks 1s cnitical to refining the pubhic awareness and relations
approach and measuring the success of the project’s activiies Focus groups, intercept
surveys, and phone surveys should be the principal methods used The assessment should
also be used to refine, elimmate, and/or add to the principal audiences of the campaign
[This activity wall also serve the “access” strategy ]

a) Recommended imeline November 1998 to January 1999
b) Resource estimate [6 senior-consultant days, 12 consultant days, 15 juruor-consultant
days] 2

2 AU S -based subcontractor, with a local partner can manage and conduct the acuvity The subcontractors
should work as closely as possible with the IPs to build local, sustainable capacity

6 AN INTEGRATED COMMUNICATIONS STRATEGY
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3 Announce the launching of reform inttiatives and first year goals for the capital markets at a

jont press conference of the IPs held 1n late January or at a date when the parmers can
publicly address their goals m coordination with the messages Key domestic and foreign
correspondents, as well as high-level government officials, should be mvited In simlar
press conferences, the accomplishments of the past year and the objectives of the comung
year should be announced annually

a) InYear 2 or 3—depending on the scale and pace of the project’s accomplishments—a
“coronation” event can be held to announce substantial improvements and the future of
the caprtal markets In addition to mviting domestic and foreign correspondents and
government officials, foreign media representatives and semor representatives from the
stock exchanges of target countries (e g, the U S, UK, Middle East) should be
mvited (with possible sponsorship) Special invitational events can be attached to these
press conferences (e g , receptions, lunches/dinners with speaker, and tours of the
exchange and other interesting sites)

b) If sufficient progress has been made, a group of foreign journalists might be mvited to
visit Egypt for the week prior to the “coronation event

¢) Recommended imeline Annual press conference held at the same time each year
special “coronation” event held n Year 2 or 3

d) Resource estimate (Year 1/two events) [6 semior-consultant days, 15 consultant davs,
15 jumtor-consultant days]

Launch a media “pitchung” campaign with key financially-oriented domestic and foreign
media designed to increase coverage of and financial-education content about Egypt’s
capital markets To encourage local traimng and sustamability, “pitching” of the Egyptian
press should be done hand-in-hand with the IP’s public affairs/relations appointees
‘Pitching” wall also be timed to comncide with the development of annual features that the
financial press already produces on Egypt (e g, the Financial Times feature that appeared
mn May 1998 and the International Herald Tribune feature that appeared i September
1998) [Thus activity also serves the “access” strategy ]

a) The campaign aimed at the Egyptian press should work to establish a weekly column or
article on capital markets focusing both on financial education and instritutional
developments CMD-project or corporate sponsorship of the column may help facilitate
1ts mntroduction

b) Among others the targeted campaign should include

() Domestic press 4! Ahram (daily 750-800 thousand circulation) Akhbar Al
Youm (weekly 1 mullion circulation), A7 Ahram Al Sharg Al Awsat (weekly
100 thousand circulation m Egypt and Kuwait), A7 Ahram Al Ignisad: (weekly,
30 thousand circulation, leading Egyptian econormuc magazine) and A/ Alam Al
Youm (daily, 50 thousand circulation m Egypt and Saudi Arabia, economic
focus)

(1) Foreign press New York Times, Wall Street Journal, Bloomberg Business

News Barron’s, Institutional Investor, International Herald Tribune,
Financial Times, Money, Business Week, and the Econonnst,

AN INTEGRATED COMMUNICATIONS STRATEGY 7
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(u1) Television Egypt Television (ETV), CNN

(v) Radio Egyptian radio stations and appropnate stations mthe US (e g, NPR),
UK, and Middle East

¢) Recommended timeline January 1999 and then ongomng
d) Resource estimate (Year 1) [18 sentor-consultant days, 32 consultant days, 18 jumor-

consultant days] The estimated cost provides for media-list preparation and
prioritization, as well as monthly media pitching

5 Orgamze a senies of domestic roadshow events (in addition to the annual and special press
conferences) to huighlight market developments and the growing opportunities to participate -

in Egypt’s capital markets These may be held approximately every 2 months, with some |
regional vanation to ensure national coverage The events should work to leverage exusting
orgamzational activities that are hikely to raise press coverage and/or access potential -

mvestors Possible organizations mclude the Amenican Chamber of Commerce m Egypt,

Rotary Club International, and Cairo and Alexandna sporting clubs [This activity wall also
serve the “access” strategy ]

a) Recommended timeline Approximately quarterly, beginning in February 1999

b) Resource estimate (Year 1) [6 senior-consultant days, 12 consultant days, 20 juruor-
consuitant days]

6 Provide appropriate media traiming for the IPs’ public spokespersons and public-affairs
staffs Media training for spokespersons should probably be done individually and
emphasize press conferences and mterview techmques Media traiung for adminustrative
staff can probably be done mn small groups and emphasize daily media relations mvolving
telephone calls, wntten information bulletins, and other low-profile media mteractions

a) Recommended timeline February 1999

b) Resource estmate (Year 1) [12 semor-consultant days , 8 consultant days, 1 juruor-
consultant day] The estimated cost includes one-day sessions for two spokespersons
and one full-day session for four public affairs staffs, and will need to be adjusted based
on the number of persons to be tramed

7 Conduct a regular series of professional-development workshops for selected journalists
who have the potential to report effectively and accurately on capital markets [This activity
also serves the “access’ strategy ]

a) The workshops should provide traming on a vanety of subjects, mcluding an overview
of the functioming of capital markets, financial termunology, mnvestigation and reporting
techmques, and wnting improvements

b) The strengths and weaknesses of previous workshops should be reviewed mn the
process of planning the new ones Initial reviews indicate, for example, that previous
workshops have been too technical in nature Steps should also be taken to coordinate
these workshops with other projects and orgamzations that are planning simular
actrvities

8 AN INTEGRATED COMMUNICATIONS STRATEGY
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¢) Foreign journalists should be mwited to participate in these workshops, serving as co-
facilitators with their Egyptian-tramer counterparts

d) Recommended timelne Orgaruze one- to three-day professional-development
workshops for journalists semuannually (or perhaps quarterly), beginning in June 1999

e) Resource estimate (Year 1) [10 senuor-consultant days, 10 consultant days, 4 junior-
consultant days]

Create an awards or mcentives program for journahists Recommended possibilies mnclude
an annual writing award, opporturuties to mntern at a foreign press, and journalist mussions
tothe US

a) Recommended timelne Awards and mcentives programs can be staggered and offered
on an annual basis, beginning no sooner than the third quarter of 1999
b) Resources To be determmed (optional for Year 2)

Organize foreign rmssions for representatives from Egypt’s capital markets mstitutions, by
selecting government officials and several investment managers to conduct roadshows m
New York, London, and possibly other cities In order to build media interest and raise the
likelthood of coverage of the annual announcements, the roadshows should be timed to
precede the annual press conference in January

a) These nussions could be developed n cooperation with other organizations mterested mn
promoting foreign investment For example, with the American Chamber of Commerce
n Egypt and the Exports and Imports Development Center These mussions could also
be developed to “piggy back” on economic and trade mussions by seruor Egyptian
officials

b) Recommended tmeline Beginning n the fourth quarter of 1999 and annually
thereafier

c) Resource estimate (Year 1) [2 seior-consultant days, 4 consultant days, 4 junior-
consultant days] The cost estimates are related to venue and event coordination, as well
as design and management, for one mission m 1999 and two mussions annually
thereafter

H1b Secondary Tactics for Benefits/Value Strategy

10 Conduct a brnief mvestigation of how other successful capital markets—particularly stock

11

exchanges and regulatory bodies—have structured thetr commurications staffs and
functions This review mught include NASDAQ the New York Stock Exchange and
exchanges i other Middle Eastern and emerging markets [This achvity pnimanly serves
the access strategy ]

« Recommended imeline November 1998 to December 1999 (priority item)

Hold special press conferences during the year for domestic and foreign correspondents to
announce the accomplishment of specific objectives Ideally, special conferences should
take place every four to six months and include site tours/visits or other events that lend
themselves to televised and written news coverage Special press conferences should also
be held to respond to significant unexpected market events Promusing events for coverage

AN INTEGRATED COMMUNICATIONS STRATEGY 8
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mclude () opening of the new MCSD office (March to April 1999), (b) operung of the
new CASE trading floor (late-Summer 1999), and (c) introduction of the Guarantee Fund
and/or other new mstruments [This activity primanly serves the “stabihity” strategy ]

» Recommend timeline Approximately every four to six months, beginning in Apnl
1999

H2 Tactics for the Stability Strategy

As noted above the “stability” strategy 1s as follows

* Stabiity Strengthen capital markets mstitutions’ educational and outreach capabilities, so
as to enable them to better convey the increasing stability of Egypt’s markets and that which
will be generated by upcoming developments

The following section outlines the tactics that the project should follow m order to implement this
strategy

H2a Pnimary Tactics for the Stability Strategy

1 Prepare response to query statement(s) to enable the CMD project to respond appropnately
and promptly to requests for mformation about the project Develop procedures for
handhing media requests and capital markets-related crises that may require media
attention

a) Recommended imeline November 1998 (draft prepared)
b) Resources Preparation of an mitial draft has begun

2 A database of authontative domestic and foreign experts m such areas as financial
journalism, emergmg market mvestment, and media traiming should be developed This
database will serve dual purposes (1) provide a list of expert resources that can be called
upon to provide traming semumars and presentations, and (2) serve as authontative sources
for comments, quotes, etc for the media. [Thus activities also serves the “access” strategy ]

a) Recommended timeline November 1998 to January 1999

b) Resource esttmate (Year 1) [1 sentor-consultant day, 2 consultant days, 4 junior-
consultant days]

3 A targeted foreign and local media list for press and other information releases should be
developed for use by the IPs and CMD project The IPs should be encouraged to produce a
monthly press release on capital market developments [This activity also serves the

‘access” strategy ]

a) Recommended timeline December 1998

b) Resource estimate (Year 1) [2 semior-consultant days, 4 consultant days, 4 juruor-
consultant days]

4 Hold two special press conferences durning the year for the domestic and foreign press to
announce the accomplishment of specific objectives Ideally, special conferences should
take place every four to six months and include site tours/visits or other events that lend
themselves to televised and wrntten news coverage Special press conferences should also
be held to respond to sigruficant market events Promusing events for coverage include (a)

10 AN INTEGRATED COMMUNICATIONS STRATEGY
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opening of the new MCSD office (March to Apnl 1999), (b) opening of the new CASE
trading floor (late-Summer 1999) (c) introduction of the Settlement Guarantee Fund and/or
other new wnstruments * [This activity also serves the “benefits/value” strategy ]

a) Recommend ttmeline Approximately every four to six months, beginning in Apnl
1999

b) Resource estmate (Year 1) [6 sentor-consultant days, 8 consultant days, 8 junor-
consultant days] The estunate assumes that the subcontractor produces the turnkev
service

5 Promote regular jomt semunars for ECMA and EIMA to cover various 1ssues and
professional development When appropnate, and as often as possible, the IPs and other
representatives from the financial commurnity should be mvited

e Recommended timeline Approximately every two to three months, beginning 1n Apnl
1999

H2b Secondary Tactics for Stability Strategy

6 Encourage the appomtment of a person at each of the IPs to be the public affairs
spokesperson for their respective orgamzations Ideally, the spokespersons should be ugh-
level mdividuals who have the potential to be effective public speakers [Thus activity
primarily serves the “access” strategy ]

+ Recommended timeline November 1998 to January 1999 (pnionty item)

7  Assist the IPs to develop routine meetings and information-sharing systems for each of their
public affairs staff persons Public affairs administrators should probably meet on a
quarterly basis (perhaps more frequently in the beginning) Public affairs spokespersons
may not need to meet on a regular basis, but should be prepared to meet when there 1s a
pressing pubhlic affairs 1ssue requinng a coordmated response At a munimum, information
sharing should mnvolve providing press releases and other sigmificant announcements to
counterparts at the fime of, or when approprate before, their public release [This activity
primarily serves the “access” strategy ]

o Recommended timeline Beginming in January 1999, and then ongomg

8 Rewview and refine the image of the IPs as reflected in existing logos, publications, and other
matenals Produce new matenals, n collaboration with the IPs, for the various target
groups Matenals should be produced 1n both English and Arabic (and translation mto

French, German and other languages should be considered m Year 2 or 3) [This activity
primarnly serves the access” strategy ]

» Recommended timeline January to May 1999

* Recommendation As the CMD project team plans 1ts work schedule each year 1t should look for
opportunities to coordinate and announce completion of activities at the IPs, with the intent of maximizing
the potential for positive news coverage

AN INTEGRATED COMMUNICATIONS STRATEGY 11



CAPITAL MARKETS DEVELOPMENT PROJECT

9 Establish systems for communicating market mformation to the media on a regular bass, as
well as responding promptly to media requests for information. At a mummum, this should
mclude providing daily information on stock market activity and weekly press releases on
significant market events [This activity primanly serves the “access” strategy ]

¢ Recommended timeline Begmming in February 1999, and then ongoing
H3 Tactics for the Access Strategy

As noted above, the “access” strategy 1s as follows

e Access Assist capital markets mstitutions to enhance their capacity to convey new avenues
for mvestment 1n and information about Egypt’s capital markets, as well as to generate
mnternal pride 1n these markets

The following sections outline the activities and tactics recommended to implement this strategy

H3a Primary Tactics for Access Strategy

1 Conduct a brief investigation of how other successful capital markets—particularly stock
exchanges and regulatory bodies—have structured therr commurucations staffs and
functions This review might include NASDAQ, New York Stock Exchange, and other
Middle Eastern and emerging markets [This activity also serves the “benefits/value”
strategy ]

a) Recommended timeline November 1998 to December 1999 (prionity item)
b) Resource estimate (Year 1) [3 seruor-consultant days, 4 consultant days, 2 junior-
consultant days]

2 Encourage the establishment of a public affairs office within the CMA (The project has
already established offices at the CMA ) Coordnation of the roles of the CMA mformation
office and the CMA public affairs office will need to be clarified early on This will ensure
that the two offices do not become competitive and that the media will know where to
drrect 1ts requests for information. To develop and sustain the capacity of the mformation
office to meet the media’s needs, 1t may be advisable to have mnformation staff rotate nto
the press mformation office (perhaps on a quarterly basis)

e Recommended timeline January 1999 to March 1999 (prionty item)

3 Encourage the appomntment of a person at each of the IPs to be the public affairs
spokesperson for their respective organizations Ideally, these should be high-level
ndividuals and have the potential to be effective public speakers [This activity also serves
the “access” strategy ]

e Recommended timeline January to March 1999 (prionity item)

12 AN INTEGRATED COMMUNICATIONS STRATEGY



CAPITAL MARKETS DEVELOPMENT PROJECT

4  Encourage the appomntment of public affarrs admimstrators at the MCSD, CBE, ECMA,
and EIMA to handle information requests for their respective organizations (i some cases
the spokesperson and admuustrator may be the same person) Because these orgamizations
do not have to provide capital markets iformation to the medsa as frequently as the CMA
and CASE, 1t 1s probably not necessary to establish a formal public affairs office within
each of them *

¢ Recommended timelme January to March 1999 (prionty ttem)

5 Encourage the development of job descriptions for each public affairs staff person and
risston statements for each organization regarding their public affairs function Each of the
public affairs offices and staffs should be clear as to what their duties and responsibilities
are, as well as those of their IP counterparts Written referral mstructions and pomnts of
contact should be prepared so that any public affairs person will be able to refer external
requests to the appropnate IP counterpart All staff persons should be directly mvolved i
the preparation of these guidelines, 1n order that they wall fully understand and accept therr
designated functions

a) Recommended timeline January to February 1999

b) Resource esttmate (Year 1) The CMD project may wish to manage this activity
mnternally but the subcontractors can provide assistance if desired [2 semor-consultant
days]

6 Encourage routine meetings and mformation-sharing systems for each of the IP’s public
affairs staff persons Public affarrs admurustrators should probably meet on a quarterly basis
(perhaps more frequently early on) Public affairs spokespersons may not need to meet on a
regular basis, but should be prepared to meet when there 1s a pressing public affairs 1ssue
that requures a coordmnated response Information sharing will involve, at 2 mummum,
providing press releases and other sigmificant public affairs announcements to counterparts
at the time of, or when approprniate before, their public release [This activity also serves the

stability’ strategy ]

» Recommended timelne January 1999 and then ongomng

* Recommendation Discussions during thus public affairs assessment visit revealed that there 1s considerable
suspicion among media persons as to the credibility of the information provided them by IPs—they do not
w~nt to have information “spun to them Thus 1t 1s recommended that the public affairs staff work to make

-7 what mformation they provide 1s objective data versus efforts to raise public interest 1n the markets
Furthermore as many organizations globally have come to recognize, external assistance may be requured to
undertake a sophisticated public relations campaign For these reasons it 1s recommended that the public
relations components of the project—intended exphcitly to raise interest and awareness in Egypt s captal
markets—be undertaken separately from the IPs public information functions Sustamnability of the public
relations mmtiatives will be assured by working closely with local counterparts The CMD project may also
wish to consider establishing a PR department or task force later 1n the project (Year 3 or 4) that 1s
comprnised of special staff from each of the IPs
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7 Rewview and refine the image of the IPs as reflectr i existing logos, publications, and other
matenals Produce new information, 1n collaborz ~ wath the IPs, for the vanous target
groups Matenals should be produced in both Er~ h and Arabic (and translation into

French, German, and other languages should be sidered 1n Year 2 or 3) [This activity
also serves the “stability” strategy ]

prr—

a) The broad range of matenals required for al. ___et groups should be reviewed, refined,
and/or developed, including

1 A brochure descnibing what 1s attractive about Egypt’s capital markets, the IPs

(as appropniate), and ways to access the market as an investor *
Fact sheets for each of the IPs

Press kats and press-release templates

Unifying folder to hold brochures, fact sheets, press kits, etc
Video spots/programs (30 sec -1, 3-5, and 20-30 minute versions)
Audio programs (30 sec -1, 3-5, and 20-30 minute versions)

G h B N

b) Matenals required for presentations to foreign and domestic mvestors should be
reviewed, refined, and/or developed, including

1 Presentation overheads and templates to conduct roadshows
2 Techmcal audience booklet that details regulatory features (Years 2 and 3)

¢) Recommended ttmelme January to May 1999

d) Resource estimate (Year 1) One subcontractor can manage, with contributions from
other subcontractors for video production and managing television coverage [4 senior-
consultant days] The estimate provides for review and recommendations Resource
estimates for actual design, printing, production, etc are yet to be determmed

8 Encourage and assist mn the establishment of a systems for commurucating market
information to the media on a regular basis, as well as responding promptly to media
requests for information At a mummum, this should include providing daily information on
stock market activity and weekly press releases on significant market events [This activity
also serves the “stability” strategy ]

e Recommended timeline Beginning in February 1999, and then ongoing

5In Year 2 1t may be worthwhile to produce a booklet which explains 1n general terms what a capital market
1s how Egypt’s capital market works how capital markets contribute to the nation’s development, how to
make an investment, and how to decide what type of instrument(s) to mvest 1n (e g. based on investor tume-
lines and nisk considerations)

14 AN INTEGRATED COMMUNICATIONS STRATEGY



9

CAPITAL MARKETS DEVELOPMENT PROJECT

Encourage and provide techmcal support for establishment of a capital markets website that
mncludes, among other things, hotlnks to all of the IPs, information on each IP, current
market data, lists of upcomung events, selected press chppings, downloadable photos, lists
of accredited brokers and mvestment managers (possibly), the opportunity to jomn a hist
server for monthly updates, and the means to send requests for further mformation, etc

a) Recommended timelme Launch by March 1999, and then ongoing

b) Resource estimate (Year 1) [2 senior-consultant days] Estimate relates to website
audit and review/recommendations

H3b Secondary Tactics for Access Strategy

10 Conduct a rapid review (or “pulsing”) of the current perceptions, athitudes, and behawviors of

11

13

14

domestic and foreign (e g, US, UK., and Saud: Araba) target groups, then, pre-test and
refine the public relation campaign’s mtial core messages [This activity pnmanly serves
the “benefits/value” strategy ]

e Recommended timelme January to March 1999

A database of authortative domestic and foreign experts m such areas as financal
journalism, emergmng market mnvestment, and media traming should be developed This
database wall serve dual purposes (1) provide a list of expert resources that can be called
upon to provide tramning sermnars and presentations, and (2) serve as authontative sources
for comments, quotes, etc for the media. [This activity pnmanly serves the * stability™
strategy ]

e« Recommended timeline January to March 1999

A targeted foreign and local media list for press and other mformation releases should be
developed for use by the IPs and the public affars campaign The IPs should be encouraged
to produce a monthly press release on capital market developments [Ths activity primanly
serves the “stability” strategy ]

« Recommended timelne February 1999, and then ongomng

Launch a media “pitching’ campaign with key financially-onented domestic and foreign
media designed to increase coverage of Egypt’s capital markets [This activity primanly
serves the “benefits/value” strategy ]

s Recommended timehne January 1999, and then ongowng

Organize a sertes of domestic roadshow events (in addition to annual and special press
conferences) to highlight market developments and the growing opportunities to participate
in Egypt s capital markets [This activity primanly serves the “benefits/value” strategy |

e Recommended timelne Approximately every two months, beginming n February
1999
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15 Conduct a regular series of professional development workshops for a select number of
journalists who are potentially able to report effectively and accurately on capital markets
[This activity primarily serves the “benefits/value” strategy ]

» Recommended timeline Organize one- to three-day professional development
workshops for journalists on a quarterly basis, beginning 1n June 1999

| Success Measurement

Follow-up benchmarking should be performed at year-end, throughout the project, m snapshot
surveys, and 1n a comprehensive analysis at the end of the project Press clippings are bemng
collected routinely by the CMD project, and a brief report on media coverage should be produced
quarterly Brief focus groups, mtercept surveys, and phone surveys should be performed
mntermuttently, if and when there 1s reason to beheve that the strategy, core messages, or other
public outreach elements need to be reviewed or revised

Newsworthy capital market and project outcomes and results should be announced to the media

annually in January, and the media should be encouraged to publish an annual review of financial
news to coincide, as appropnate, with the annual joint press conference
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