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This Corporate Communication Institute (CCI) Sympospresented authors published in the May/June
Special Issue of théournal of Business Stratedydited by Professor Michael Goodman, head of &ClI
Fairleigh Dickinson University, the issue contaireght papers on “The Role of Business in Public
Diplomacy.” Three of the authors discussed théctapd answered questions at the June 19, 2006asyump
held at the Weissman Center for International Bessrat Baruch College.

Terrence Martell, Director of the Weissman Ceraed Dr. Goodman introduced the session. Nanciyleal
editor of theJournal of Business Strategyoderated the session. Following is an edit@astript of the
presentations.

Introduction

Michael Goodman

This symposium had its origins when Nanci Healytoedf theJournal of Business Strateggnd | met over a
year ago. When | mentioned my work with Keith Reirchand Business for Diplomatic Action, we agrdeat t
this topic would make an excellent special issuhefjournal.

This special issue reflects the interest of mutioreals in public diplomacy. In fact, Christa Haeed, writing
on June 7, 2006 in tHenancial Timesnoted, “It is time to appreciate that the coulsthhusinessmen are its
best ambassadors abroad.” A recent Pew Globaldés survey report began with the headline “Anaésic
Image Slips.” Those of you who follow the Pew stgdcould probably add, “America’s Image Slggmain”
Robert Stone, reviewing John Updike’s bodkyrorist, in theNew York Timegleclared, “Today nobody
abroad and very few people in the United States vwhoke Americanization mean anything by it thagod.”

There is agreement, however, that business camastiact on this issue. As the Internet and nemd$aof
digital media make communication instantaneousudmgluitous, the call to action is even more urgent.

Nanci Healy

Keith Reinhard, our first speaker, is the foundea president of Business for Diplomatic Action,c-for-
profit, private sector effort that he started righter 9/11. The goal is to enlist the U.S. bussheommunity in
actions aimed at improving the standing of Amenrcthe world. Keith has testified in this role bed
Congress and has been featured often in the nfealiathe BBC to Fox News. He is the chairman etusrof
DDB Worldwide, which is among the world’s largedivartising agencies

Keith Reinhard on "How to Help Your Country While T raveling for Your Company”

I'd like to use my time to expand on why we arergent on changing the behavior of American trarseses
one part of a broader program to enlist the U.Sin@$s community in raising the standing of Amenictne
world. Our reputation across the world as a cquiméis been declining and has never been worsholild
concern us when that when people in 23 countries agked, “Where would you advise a young pers@oto
for opportunity and quality of life?” we finisheebind Australia, Canada, Britain and Germany. W years
ago we would have been right at the top of that [fhe most important root cause of anti-Amerisamtoday
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is the widespread disagreement with our foreigicgpeven among friends. Australians now belidhad U.S.
foreign policy poses as big a threat to world pescdoes Islamic fundamentalism. In a recent pod Korean
newspaper, two-thirds of younger South Koreansisavdr were to break out tomorrow between the Sl
North Korea, they would side with their neighbor.

Opinions of the U.S. continue to decline. But ufilurow the Pew surveys on attitudes toward Amehage
revealed a line between how people feel about ouermnment and our policy and how they feel aboeit th
American people. Recently, for the first time, maiced the blurring of those lines. In Spain,daample, a
year ago 55 percent of the Spanish people hadymsiews about American people. In this latestPeport,
only 37 percent didhftp://people-press.oyg

The idea for a public diplomacy initiative by thesmess community first occurred to us just aftéd9 As the
chairman of a company with offices in 96 countaesl serving multinational clients, | have been axar
some time of the growing resentment against ountrgu This is not a single issue problem. It hasn
growing for two decades. | decided to ask ouraedeers in 17 countries to go out in the streetaten2001
and ask, “What do you like about America and Amargand what don’t you like?”

The positive responses were very much what we éggedkespondents saw the U.S. as a land of oppiyrtu
and freedom and perceived us as a country of waallhgood business sense. We were viewed as dtinget
enthusiastic and benevolent. We were recognizeduofcan-do” spirit and our creativity. But evea soon
after 9/11 there were strong and consistent neggtiv

(Here Mr. Reinhard showed a video clip of the imirvs on how Americans are perceived). Excermisfthe
tape:

| don’t care for their “ mono” cultural approach tthe world. They want to export American culture
and everybody should fit their mold and that scanes

A little bit more humility would help

Although these comments were made pre-Iraq, thenieg theme is that Americans exploit, Americares a
arrogant, insensitive, ignorant of the world analty self-absorbed.

We reasoned, why can’t business be enlisted tceaddrome of these negative perceptions? U.S.
multinationals have a vested interest in addregsiagprroblem. With a significant cooling toward Amcan
culture and American brands, sooner or later ameAcanism has to be bad for American business.thab
reason, we organized this non-partisan organizat®iall Business for Diplomatic Action.

For a start, we want to sensitize Americans tqtioblem of anti-Americanism and its implications business
and future generations. This we are doing throyggearances like this one, through the media armliomweb
site (www.businessfordiplomaticaction.grg

We want to counter our image as an arrogant amhgitive people by focusing on two areas: citizen
diplomacy and our visa and entry policies. Citigigslomacy needs to be expanded and improved.viSar
and entry policies need to be changed. One etidgnpt to change our attitudes and behaviors &ople is a
series of World Citizen Guides. Thanks to a geregrant from PepsiCo, the first guide was creabtedJfS.
students who study abroad. Over 200,000 studentshave copies and we are about to go into oumgeco
printing. We offer advice such as, “You are noKensas anymore. It will be better if you don’esgd your
entire trip comparing everything to the stateskelthe opportunity to love where you are.” Simjgbs like
that can go a long way.
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Americans make 60 million trips outside the U.Shegear. A quarter of those are business tripee Né&tional
Business Travelers Association sponsored a vedditre guide for executives. It contains 16 tips f
American business executives who travel abroady asc“think as big as you like but try to act deral

Some of these tips will seem obvious to you whosa@soned travelers. You may not believe anyoule co
confuse Australia with Austria, for example, bub@ppens. We talked to one person who thoughtthstria
was an abbreviated spelling of Australia. Oneheftips is to read a map. Another is to speakel@nd
lower. A man from New Zealand told us, “If you Anmans can’t stop talking and learn to listen, doybu at
least lower your volume.”

Another tip: leave the slang at home. An Ameripegsenting a business plan to a Japanese exepuivesed
to blow the competition out of the water. And tfaganese man said, “What water?”

We are now looking for a sponsor for a world citizeirriculum for grade school children. With outioaal
education focus narrowed to reading and math, stgbike geography and social studies often falthzy
wayside despite the fact that, according to a MatiGeographic survey, a third of young Americamsidn’t
find the Pacific Ocean on a map.

Our entry procedures are in desperate need of ehafigpresent they are seen as arrogant and ndfyiand
greatly exacerbated negative feelings towards tise The Washington Pqsbn its front page on February 23,
2006, related the story of a top Indian scienfig¢sident of a prestigious organization, who wasetka visa to
come to the U.S. for an important conference. @fs® he was embarrassed and the episode made the
headlines in all the Indian papers.

By one estimate, the U.S. lost over 30 billion dddlin 2004 because of visa delays, primarily aghdrand
China. And once a visitor does get a visa, we lzaraputation for being nasty at our borders. Anao from
England said she was so hassled by our customisnamigiration people that coming to the U.S. is nager
worth the trouble. A man from Germany who traaisund the world said the only place he is afraiddme
is the United States for fear of what might hapfmehim at the border. An Irish professor of litewrg invited
to teach at the University of Pennsylvania was baffdd and strip-searched and put in jail overnaghthe
Philadelphia airport for a small omission on hig'gpapers.

We have heard a lot of horror stories and we aaeirsfp them with the US State Department. They atinisds
a matter of some concern. A not atypical storyceons Ozzie, a native of Costa Rica who lives emihS. and
has a green card. He has been pulled aside thtex bis last seven trips to and from Costa Ricthe U.S.
and he resents the types of questions he has bked.aOzzie said the immigration officials “asked about
sexual relations between me and my wife -- how ntangs we had sex and how was it.” According tazi®z
this was in the hearing of others. He also toldlsut a friend who is a lawyer from Italy. Theyghe arrived
she was pulled over by U.S. customs and told hesgaat had been tampered with. She was detaimedrée
days. Then they told her that everything was dakesand she was free to go back to her busirgiss.left the
very next day and declared she would never putdatron U.S. soil again.

We are not suggesting that the immigration sergi@nge the rules, but we are urging them to chérege
attitude. Working with the U.S. travel and tourisrdustry, we have asked companies like Disney aadibtt
to work with us and the government to show immigrapeople how they can be very diligent at manggin
crowds but still be warm and hospitable and frigndiVe also suggested warming up the welcoming site
airports. The government has promised to do that pilot basis.

Another part of our program is to find ways to aifyphose qualities that are still admired about country.
It turns out that one of the best ways to improueimage is by getting more people to visit ushi@ United
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States. International travel is still down substdly from pre-9/11 levels. But research showet gheople who
visit us, once they get past our borders, like log better than people who have never been herench
citizens who have visited us, for example, giva@ percent positive rating. French citizens Wwaee never
been here give us only a 17 percent positive ratig it is incumbent upon us, our government, curd
tourism industry to get people to come here.

Yet our government currently spends only four miildollars annually on promoting international teor. The
island of Fiji spends $10 million. Australia, thember one global destination, spends $125 mill\dfe are
the only developed country with no ministry of tisan.

The last point | will touch on is our effort to ldinew bridges to key foreign constituents thruibess-led
initiatives. Ouir first efforts are concentratedhe Middle East. The most ambitious idea we haweanced to
date is a suggestion that U.S. business couldggether to “out-recruit” Bin Laden. Popular oniin the
United States says that all Bin Laden offers idliead violence to young people. This of courswoistrue.

He offers them respect, a form of dignity. Ameratgers few if any alternatives even though Ameniadeas
are still appealing to many Arab and Muslim youths.

Business could offer alternatives to the MuslimnidkaTo move this along we have joined in a pasimigrwith
a group called Young Arab Leaders. As a first stggpare conducting a series of one-on-one intexvi@ith
200 young Arabs to better understand their hopdgtair dreams so that we can form youth developmen
programs within U.S. companies, as well as intapssand mentoring.

But the single most important challenge for aluefwas articulated by Julia Sweig, a fellow at@oeinsel on
Foreign Relations, in her new bodkjendly Fire Losing Friends and Making Enemies in the Anti-Acaari
Century. She says “the best antidote to anti-Americanisaly not come from how we fight or prevent the next
war but from the degree to which we keep intactsibi@al contract and the international appeal oefican
society”. To me, this means the most importantglwe can do is to create an America that is oge&a
attractive to the world because it lives up toghemise of opportunity for all people.

Nanci Healy
Keith, do you think that your efforts and thoseotifer people involved in Business for DiplomatidiAn are
being severely hampered by the Irag War and waty thecome easier once the war is over?

Keith Reinhard

The most important root cause of anti-Americaniggnt at this moment is disagreement with our fymei
policy. But remember, the first research | disedswas conducted pre-lraq. Those sentiments aiee qu
alarming. They have been building since the faCommunism. We want to sensitize the American ioubl
this problem and get them to vote for people wienaore internationally sensitive and understand the
importance of America being a good global citizetthie 2" century. At the same time, we need to work on
how the American people are perceived around thedwd hat has nothing to do with Iraq. We can kvon
that. Business can work on that. By the time wea@®@008, our hope is that we can have a visiofoerica
in the 2% century that we can share with all political pestand get it on the national agenda. If we stbpipe
fighting in Iraq today, that would probably helBut this is not a one issue situation.

Nanci Healy

Our next panelist, Dick Matrtin, retired in 2003the executive vice president of public relationd brand
management for AT&T. Following his retirement,wete a fascinating booK,ough Calls: AT&T and the
Hard Lessons Learned from the Telecom Walris next book i®Rebuilding Brand Amerigascheduled for
publication in 2007..

Dick Martin on "Rebuilding Brand America - Corporat e America's Role”
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If the 20th century was the American century, thetZentury may be shaping up as the anti-Amecestury.
| am sure you are familiar with the doleful statist so | am not going to repeat them here, butuld like to
note that if the world indeed is flat (accordinglifoomas Friedman), it is also tipping, and not meXica’'s
favor. The Pew Center’s data shows that Amerigggsitation has declined further in 2006, after apipg to
stabilize at historically low levels in 2005. Padérs tell us that for a third of the world’s pempAmerican
foreign policy is the most significant factor irethlow opinion of the U.S.

But that leaves plenty of room for other cause&ragrica’s declining reputation. A little diggingbind those
numbers reveals that in many cases those unfawooplihions of the United States have hardenedwht
can be called anti-Americanism, which one acadelafmes as a principled distrust and dislike of Aicen
civilization in all its manifestations. People &dats for who we are, not only for what we do. datf it may be
more appropriate to speak of anti-Americanism&ienglural, because they are a complex blend ofienmsot
that condense in an unpredictable ways. It candecenvy of America’s power and wealth, angeruatreal
and imagined faults and defenses, contempt forgmarance and lack of sophistication, embarrassment
one’s dependency on us. Paraphrasing Tolstogeins that friends of the United States are alkalikit anti-
Americans are all anti-American in their own uniquey.

For example, many Europeans are offended by tlemtdious religiosity of American political leadevghile
many Muslims decry America’s irreligious materialignd immorality. But one factor seems to run ftom
intellectual salons of Europe through the madrask#®e Islamic world. Several years ago HarvandiBess
School dean John Quelch identified the emergenaecohsumer life style, with broad internationgbagl, that
is grounded in a rejection of American capitalisfthen Communism collapsed, it seemed that free rharke
capitalism had become the world’s reigning econddeology and U.S. corporations its principal detiv
vehicle. TheWall Street Journalvas even moved to editorialize that we are alitaigts now.

Well, we are not all happy about being capitalidtsseems that much of the non-Anglo-Saxon wodd a
sharply different view of capitalism and subseqlyeot a corporation’s role in society comparedhe t
American model. For example, researchers aské&fQ®xecutives from around the world whether tHg on
real goal of a corporation is making a profit orether, besides making a profit, a company has daéaf
attaining the well-being of various stakeholdershsas employees, customers and so forth. Fourfdi@
American managers said the only goal of the cotpmras to make a profit. Half as many managerSrance
and Germany felt that way and fewer than eightgrdrin Japan did. A 2003 survey by Pew showeddroa
support for the quote, “free market model” in easteurope, sub-Saharan Africa, the Middle East/asid.
But when the possible impacts of free market clpitaare specified, such as closing an inefficfewtory or
laying off large numbers of people, a great deaksistance surfaces. In India, for example, 58qve favor
free markets but 78 percent oppose closing inefiiciactories.

The deterioration of America’s reputation arounel World is due in no small part to foreign percepsi that
U.S.-based companies are so obsessed with thek gtwe that they will mistreat their employeessiead
customers and bend the accounting rules to rirgxtma penny per share out of their financial resuiWe can
all find examples of every single one of those feh misbehavior. Executive compensation thatean
corporate looting reinforces perceptions of Ameesa materialistic, narcissistic society wherepiwerful
exploit the weak and the recent crime wave of catgofraud only adds insult to injury. As Simonh®it has
suggested, if the rest of the world envies or f@angrican economic might, the idea that it was &egu
dishonestly is bound to cause huge resentment.

In other words, it is not only United States forefaplicy that is seen as arrogant, heavy-handedeihd
centered, so is American business. The ugly Araeraf the 1950’s was loud, boring and obnoxiougs 24 st
century descendant is all that plus a sanctimoriollg who patronizingly assumes that, given tharade,
everyone would adopt his way of life in a heartbédeanwhile he will force it on them. When Eurape
intellectuals complain about the pervasive inflleen€ American culture, 1 don’t think there is sochu
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bemoaning our fast food, gangsta rap and moviergd as much as our hyper-competitive, share price-
obsessed business culture. Jack Welch scaresatih@mmore than Brittany Spears.

Accurate or not, and | may have overstated thebetprovocative, these perceptions have significant
implications for American businesses. The quesspwhat to do about it?

| start from the premise that America is a brardd,in the sense the name itself has commerciaby#hough it
does, but because the notion of America occupsgseeaial place in the hearts and minds of peopleralthe
world. American businesses share that space ankas become a bit shabby and less welcomintyldtey
share responsibility for restoring it. The repistas of U.S. companies and the country itself arentertwined
that rebuilding brand America must be a joint utalkeng of government and business. Both have tl@arn
from each other and in the end will only succedtigfy share the same values because they alreacy thie
same brand.

One may ask why business should get involved ifitbeplace. I'd like to offer four reasons:

1. American’s global companies are part of the probldmey have a reputation for practicing a brand of
selfish capitalism that the rest of the world deatnisest unseemly and at worst inhuman.

2. Second, if anti-Americanism is allowed to festeméeican businesses will eventually pay the price.
The declining dollar, among other factors, may laskmg the real impact of anti-Americanism on
foreign sales of U.S. goods but, as Keith sugges$beeign tourist travel to the United States béref
from a weak dollar and tells a very different stoAmerica’s overall share of the internationalrtsion
market dwindled from about 17 percent to 12 perbettveen 1998 and 2005. As one travel executive
put it, the U.S. is on sale and we are not crowd@ad.a tourist destination, we have fallen tolsixt
place, behind Australia, Italy, New Zealand, Canauglé Switzerland. Even allowing for the extra
hassle of getting through stepped-up U.S. secatitlge borders post 9/11, these figures are sgrikin

3. Third, unless U.S. businesses get involved théyaibacklash from the government’s own efforts to
fight terrorism and cure anti-Americanism. Tighgdnmmigration laws have already made it more
difficult for U.S. businesses to hire foreign-baechnical talent, even if that talent was acquatdn
American university. Government attempts to wia liattle of ideas seem to be stuck at the rhetorica
level in an approach not unlike what many Americases when confronted with someone who speaks
no English. You speak slower, louder, use a Idirohd gestures and you add a vowel to the end of
important words.

4. Fourth, American global companies are actually loeter position than the U.S. government to help
solve the problem. Although they are often hamihéoe focusing on the short term, U. S. businesses
are actually better in making long-term investmepésticularly in new markets. Politicians comelan
go with every election cycle, taking their prograwith them. Businesses can give what will be a
generation-long undertaking, more continuity thay aelected officials can. U.S. global companies
have more people in the trenches around the wdrtaty have greater credibility, at least for the
moment. And they have greater flexibility. Oneekafter the South Asian tsunami of 2005,
consumers worldwide were surveyed and they wemmpoessed with American companies’ response
that their opinions of American brands improvedsigantly. Perhaps even more importantly, in a
stunning turnaround, for the first time ever in adMm nation since 9/11, Indonesian support forrdsa
Bin Laden dropped significantly, from 58 to just@&cent. Although in practically every countrywPe
researched in the study released last year favwogddhions about the United States went down,
Indonesia was one of the exceptions where it Helady.

The bottom line is that corporations cannot afflarthe simply followers or observers in the proagss
rebuilding brand America. Doing business globailyhe 21st century requires skills and corporate
diplomacy equal to those in finance and marketifige American Management Association is sufficientl
concerned about this situation that they askedonstudy the issue and will publish the resultsanuhry
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2007. During my research, | discovered that sisfaeglobal companies such as McDonalds, Starbucks,
MTV, Proctor and Gamble, Nike, Intel and IBM shasedumber of best practices.

They sink roots wherever they do business. Thayestheir customers’ cares and dreams. Thanks to a
influential article in theHarvard Business Reviewy Ted Levitt, a generation of MBA’s was brought up
thinking that the world was morphing into one gloimarket for standardized products. Levitt mayéav
been ahead of his time by a century or two. Théalbusiness leaders that | interviewed said #uspted
a local face and adapted to the local culture wegrthey do business.

MTV, for example, might seem to be a typical globand that means the same things to kids fromdBost
to Bangkok. In fact, that is the way MTV saw ifsghen it entered Europe in 1987 with advertiseh®w
supported English language programming. But itkjyidiscovered that while many young people shared
attitudes and musical tastes, there were also shifepences from country to country. Today, MT8/im

164 countries in multiple languages and format# wearly 50 percent local programming. In totéTV
runs 80 distinct music programming services in @andésia, Europe, Australia, Latin America, the
Caribbean and Africa. MTV dug roots; it didn’t juspread branches around the world.

Successful global companies also share their custoares to a greater degree than in the UnitddsSta
Global consumers see multinationals as the mosegdalinstitutions on the planet. As Tom Friedman
observed, they believe those companies commanabtiver not only to create value but to transmit galu
According to consumers in 141 countries, they lgbddbal brands to even higher standards of social
responsibility than local companies. They donindad that the corner gas station try to solve tbkeaj
warming problem but they do expect the giant oihpanies to try. This seems to confirm a 23-napioth
taken at the turn of this century. Some 60 peroéttie respondents said they judged a compangson i
social record and 90 percent wanted companiesctesfon more than just their profitability.

Now this requires more than corporate “do-goodin§riccessful global companies give back to the
community in a way that become identified with tH&iand and meets real community needs and reflects
their competencies and values.

McDonalds’ core customer, for example, is a famlth children, so Ronald McDonald House Charities
concentrates on finding solutions for the probléatsng children and their families today. Butdnit all
dictated from the company’s Chicago headquart&here are 160 local Ronald McDonald House Charities
in 27 countries, each aimed at improving the lioksnderprivileged children in their communities.
McDonalds attacks this global problem by addresgitagally. And they do more than write checks.
Donating money is important but social respongipi even more meaningful when it flows from a
company’s actual operations.

In addition to sharing their customers’ cares, egstul global companies root their brands in their
customers’ dreams and aspirations. All great tsamd myths of a sort, not in the sense that theyad
tales but in tapping into their customers’ mosinmatte aspirations. Consider, for example, thikpge of
Brooklyn chewing gum. The label features a nicgraving of the Brooklyn Bridge. It claims thaist
extra fresh and sugar free. You would have to thenwrapper over to realize that this product &lenin
Milan, Italy and sold in candy stores across Itdlyis not an American product at all. | don’trikiyou can
even get it in America except on the web. It hesrbon Italian store shelves since the end of ¢doe @l
World War, at a time when America and everythinge&itan was “perfecto.” Brooklyn chewing gum
back then was an affordable, chewable piece of ArmerEven more to the point, chewing gum was
uniquely American. Putting Brooklyn on a pack béwing gum sold in Italy is no different from puati
the Leaning Tower of Pisa on a pizza box deliveneBrooklyn.
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Today, few U.S. companies can count on a freeatdetesy of brand America. They need to create the
own myths by identifying with their customers’ despconcerns and aspirations. That doesn’t mexduap|
brands should be anything but what they are. Guessiexpect global brands to tell their myths ftbm
particular places that are associated with thedbran

Nike, for instance, has not tried to hide its Amani roots. The values that it celebrates -- fun,
competitiveness, achievements, spontaneity --laiéeals and ideas closely identified with Ameriexen
if they are expressed in French, Swedish or SwaAilithe same time, Nike has taken pains not to be
identified too closely with the sports or hobbiéswoy particular country. It celebrates street gamnd has
constructed an image of having fun outside of tremal rules. Nike’s brand reflects young people’s
willingness to join a new tribe that has looseesul “Just do it” and the Nike brand have becoredribe’s
insignia and represent values that cross bordebeimg true to their roots.

Finally, the most significant contribution U.S. gld companies can make to rebuilding brand Amasica
become the domestic constituency for America’s ipubiplomacy. At the end of 2005 the state deparim
counted 29 different reports on what needs to Ioe do fix American public diplomacy. The
recommendations are so consistent that no onehaaste time trying to figure out what to do. They
simply need to prod the administration to do it anovide some helpful blocking and tackling whea th
inevitable special interests come onto the field.

America’s most successful corporations have leatin@dpublic relations is about more than what a
company says and is really about what a company. dBablic diplomacy is not a substitute for good
policy or for constructive engagement with the glodommunity. No country can afford to sacrifibe t
safety and security of its people to quiet itsicsior to be liked. But it also can’t achieve tageurity
unless it understands how its actions are percdiyamthers and how others perceive their own istere
America’s corporate leaders need to convince Ama&ripolitical leaders that the United States walt be
truly secure until the people of other nationsdaadiwe are using our power to serve their inteesisell
as ours.

Every poll suggests that this is far from the ca@e and is actually getting worse. Corporate leade
should be more willing to expend their politicapdal in Washington, advocating a strong role foblx
diplomacy in the formulation as well as the exptamaof government actions. They should commitrthei
businesses to play a significant role in publidahpacy themselves. This is not a temporary nestirsting
from the war in Irag or the war on terrorism beeatlge problem pre-dates anything that happeneasan |
It reflects a permanent shift in how governmenlateeto each other.

De Gaulle’s observation that great powers haveieads, only interests, is still true. But in andoof
instant communications and growing democratizatany governments determine their interests more
than ever by taking the temperature of public apiniln the 18th century, America could afforddaare
the public outside its borders. But in the 21stiagn we have lost that luxury. America’s greatest
challenges are global in nature and require coatdahglobal responses. For the moment, America is
powerful enough to go its own way if it can’t joldy bully others into line. But the list of probie that
will yield to unilateral action is getting shorteven more rapidly than the cost of going it alanasing.
The idea that America has publics outside its oborslers whose needs, interests and expectatisheuld
take into account is at the heart of curing antiekicanism. Helping to inform political leaderstéagn
policy choices is not simply a matter of social tience or even of patriotism; it is a necessariydathis
century.

Nanci Healy
Our next speaker, Jay Wang, has just flown in fiay. He returned yesterday from a small townrnéenice
where he was teaching a course for the past maaregularly teaches marketing communicatioruad e
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University. Before joining Purdue, he was a seosmnmunication specialist at McKinsey & Companye isl
the author of several books on the topics we haea balking about todayBecoming Global, Becoming Local,
Foreign Advertising in ChinandChina’s Window on the World TV News, Social Knog#eand International
SpectaclesWhile he has his graduate degrees from this cguinér received his B.A. in English from Beijing
University.

Jay Wang

A New York Timestory is headlined “Experts say the world loved hates the U.S.” and starts with this lead:
“Three public opinion experts told Congress todat people of the world still like Americans, boey have
steadily declining respect for American policieg'he dateline for this story is July 22, 1968 amel éxperts
testified before a U.S. House subcommittee on doreiffairs as part of hearings on the future of. pulic
diplomacy. Nearly three decades later, the U.gaasg similar challenges in managing its image an
reputation overseas.

Public diplomacy in its essence is about managahagions and communications between nation-stdfege
look at nation state A and nation state B, tradaigublic diplomacy took place primarily betweawvgrnment
A and government B through very formal channels ashlly behind the scenes. Because of the
communication revolution and growing democratizatias well as public participation in the politigaibcess
around the world, and the growing presence of matéonal commerce, communication between natioss ha
branched out, expanded. We have governments coroatitng to publics in multiple countries and we bav
various non-government entities communicating, fiess among them. There is also citizen diplomadye
original process between two nation-state governsiess become more complex. We also have the ggowi
role of the super state organizations, like thetéthNations and other multinational organizatioNstion-state
governments often communicate through these stgier grganizations.

| want to talk about the public and who it is we aommunicating with. There are basically threeatisions:
the first public other countries where the governme the target audience. In traditional diplogyac
government is the primary audience. We have exgutius to include the citizens of the country.e Becond
dimension of the public is the activity carried authe open, not behind the scenes. That is anoibtion of
what public diplomacy is as opposed to traditiatiplomacy. The third aspect of the public is th@no
government entities also taking part in the process

What we are addressing today is the role of busiaepposed to the role of the nation-state gavemhin
this whole process. The evolution of the concépiublic diplomacy originated in1965 with Edmund I{Ban

of the Fletcher School of Law and Diplomacy at $uiniversity in a government study of internatioaadl
cultural programs. The term itself was first usedmy World War | by President Woodrow Wilson isgeech.
Dean Gullion provided a very precise definitionadfat public diplomacy is. It helps us understarny whe
role of communication between nation states haargd and has involved different entities beyomd th
government.

Let me now say a few words about what might becttadlenges that we are facing in the contemporeagtjce
of public diplomacy. First, we need to look at thedience and what the purpose is. Post-cold wahave
international political realignment and new aud&scIn the cold war days, U.S. public diplomacywa
primarily focused on the elites in the former Sowi®c countries. Certainly, as we look at the entrmakeup
of the global publics and the relevance to Americaerests and American business, those audiersaes h
broadened. Internal (U.S.) audiences have differienvs and different communication needs from kb8-
audiences.

There is also the messenger, or credibility, isseEause of the centrality of the government inwhsle
enterprise. We intuitively view communication frahe government, whether it is domestic or foream,
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propaganda. The credibility of the governmentiading an initiative on public diplomacy or leadihgs
communication endeavor is increasingly undermimegkirt because of other actors on the internatistagie.

We also face challenges from the media in pubjiotinacy. We have seen the rise of all kinds of nedia

tools. In fact, one of the communication toolgf t®essaging, is more popular in some other casithan in
the U.S. We need to look beyond the traditionatlia tools such as television, for U.S. public aiipacy and
explore the role of other tools.

All this comes down to the role of global corpooas in building relationships among nations andppeoFirst
is the imperative -- why business needs to be rethl As business expands overseas, establishirg soc
legitimacy and authority in a host country marlsedimust. Further, a negative climate of publiciop about
a country is likely to cast a shadow on its comesnbrands.

We have seen reports on how U.S. brands have sdffeithe last few years because of our foreigicpoBut
there is no conclusive research that shows thagidirect link and | think it will be very diffidt to establish
that. However, anecdotal evidence tells us thanhtgative opinion climate is not going to be gtmdur
brands. We have seen Japanese brands, for exauikzing in the Chinese marketplace becauseetény
negative opinion climate. Finally, in an increayngpmpetitive marketplace, American brands goimtg i
emerging markets are competing not just with estladtl brands but against the local brands. Inkinait of
competitive environment, the negative climate ahagm does not help your competitive advantage.

The next question is, what does global businessbygtoring to this whole process of public diplacy@ First
is the global outlook, second is managerial cafigl@hd third is talent and technical expertisde Global
outlook primarily arises from the fact that multilmmal companies tend to have a global perspeaticentrast
to the nation-state government. Nation-state gowent is a local institution in a global environrhen

Managerial capability is important because thelehgkes facing public diplomacy call for multile\atategies
and solutions requiring world class communicatiaanagement. Many U.S. corporations have these
capabilities.

Third, the talent and technical expertise thatess provides will help to infuse this whole praces

Pubic diplomacy has three goals. The first is tinprte national policies and goals. Second is donpte
national ideals and values. You want to make pample understand what American values and American
democracy are all about. The third goal is tol#stia common understanding and build trust. Téia |
pyramid because if people appreciate or understemdalues or the ideals the country embraceswitidtelp
you promote your policies. Common understandimgfothe basis of trust for any of these to happen.

| think it is very important to dissect these vas@oals to see where business can contributedse m

Nanci Healy

Our final speaker, Greg Waldron, has kindly agreeiill in for Peter Hirsch and Peter Horowitz tscuss the
global employee volunteer. Greg is Porter Novelthief talent officer and a partner at the agehieyleads
the agency’s human resources and knowledge develapsnd learning functions.

Greg Waldron on “The Global Employee Volunteer”
PricewaterhouseCoopers is a Porter Novelli cliedtl@as done a wonderful job addressing a multgi®®t
agendas and goals in a very powerful and resulksved fashion with the Ulysses Program.
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My career in human resources over 30 years hasviedane in this thing called leadership developméfthat
is leadership, how do we know when we have it, dowve recognize when somebody in our organization
might begin to develop it? How do we help thatsperalong? And if we get all that right, how do nvake
sure we deploy the person in the right way and kepwith the organization and engaged.

| want to talk today about PricewaterhouseCoop@#/C) Ulysses Program. It is not one of these gener
corporate social responsibility initiatives thanttdhave much bearing in the economic or strategjeratives
of the business. The value that PWC is gettingnftiois program is that the results are being aeueot only
in those regions in the third world in which it ogtes but at PWC itself. For the regions, therelsng term
positive social and development result that emeoges time. The program also supports PWC'’s cafgor
strategy for the development and retention of gfleaders with strong values.

Not unlike a lot of highly effective corporate pragis, this one starts at the very top. It hassaarchitect and
as its advocate Samuel A. DiPiaza, global CEO gpaksaionately concerned individual when it comesi¢o
stewardship of what he terms sustainable busingsaetces -- those that produce what he callsoresple
leadership. | would like to quote him on this pecause | believe it sets up the discussioneoptbgram
very nicely.

Does your company practice responsible leaderstgbareholders expect a company to
generate profits but they also want the companyaée a positive contribution to society while
minimizing any negative effect it might have ongheronment. This approach to business balancing
economic interests against social and environmesaaterns is commonly referred to as sustainability
Over the past decade sustainability has moved thanfringes of the business world to the top of
shareholders agendas. For corporate managemedinignthe right balance among competing
economic social and environmental goals is theressef responsible leadership. In practice,
responsible leadership means integrating ethicalstterations and company decision making in
managing on the basis of personal integrity andelyidheld organizational values. Responsible leader
manage for the common good and gain authority agdimacy in direct proportion to their success in
serving others. Is that kind of leadership readithievable? Clearly a perfect balance of all
competing interests is terribly difficult to achég\nevertheless, most stakeholders are adamantly in
favor of companies dealing with sustainability Bsun an honest and open fashion. So as a fept st
toward demonstrating responsible leadership comgmmust establish trust between themselves and
their various stakeholder communities. Sometimegptocess of establishing trust can be painstdking
slow but it starts by understanding stakeholdersceons and acknowledging their legitimacy.

It is a very nicely crafted statement and all idh&ed good, but how do we accomplish this? Thecdption
of the program in th@ournal of Business Strategyll take you a long way toward understanding HBWC

has done such a professional job in putting a kigffective leadership development program togetfiére

program broadens leaders, instills significant keylvalues that drive the way they look at theirldiotheir

peers, their partners, their teams.

The program has the benefit to the world commuwiityhowing a different face of American corporaéte. |
This is really something special. The outlinelsd program is simple: PWC partners select middle
management people after assessing them as beimggahhigher performers with the greatest potefura
moving into top management at PWC. Those selentedent on eight-week odysseys to third world
developing nations after much preparation and dogchThe program is very rigorous and accepts tmy
proven highest performers, yet also is a very irfgmrdevelopment program because it is hittingehpeople
in their careers at just about the right timeis uring that period of time, after their first id12 years in the
professional work world, where they have reallydme the masters of their corporate discipline rthei
corporate trade. They have developed technicaialpes.
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Once they have been assessed as emergent colpadses, the Ulysses Program tests them agaiast a f
broader and more important set of criteria. Thegpam has had a dramatic personal impact for ¢lo@lp who
have completed it. These assignments to exoteepleepresent discontinuity and change for thesplee
High levels of stress are part of the eight weghkeeience. One of the most interesting elementkisfis that
these technology savvy junior partners in mostsasee little or no technology to assist them.ouls change
that phrase to say they have little or no technptogget in their way. They are better able toarsthnd what
interpersonal contact and intercultural flexibilgge all about. It challenges bedrock assumptioaisthese
people have come to base their thinking upon.

At the end of the eight weeks, these junior padee assessed and given feedback. All the pedpdaadate
have participated in the Ulysses Program areat®\WC and have moved into positions of increasing
leadership.

End of presentations
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