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Overview
Burson-Marsteller is a leading global consulting, communications counseling and public relations firm.  Our mission today is to create superior value for our clients - local, national or global - by providing the best in strategic, integrated communications and implementation. 

Burson-Marsteller owes its success to a simple idea that is as valid today as it was when Harold Burson started his business in 1946. The concept is that reputation ultimately is based on behavior, that reputation is vital to an organization’s success, and that targeted and compelling communications play a crucial role in influencing perceptions and reputations. 

When Harold partnered with Bill Marsteller, he did so with the strong belief that a team could do even more. Together, they focused on clients, an integrated approach and delivering results.

One global, seamless firm with a unified culture, Burson-Marsteller today prides itself on thought leadership - developing knowledge and sharing insights - so that our teams of people can deliver real-world solutions and measurable results for our clients through a full range of consulting and communications disciplines.


Quick Facts

	Established:  1953

Acquired:  1979 by Young & Rubicam

Number of Employees:  approximately 2,000

Number of B-M Offices:  92

Number of Cities with B-M Offices:  61 

Number of Countries with B-M Offices:  52

Number of Continents with B-M Offices:  5


Burson-Marsteller’s Award-Winning Year
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The Silver Anvil is annually awarded to public relations practitioners who have successfully addressed a contemporary issue with exemplary professional skill, creativity and resourcefulness.  This year Burson-Marsteller and the United States Postal Service were awarded the 2003 “Best of Silver Anvil” award for the best communication program of the year for managing Communication During the Anthrax Crisis.  Other awards include: 

· Silver Anvil, CRISIS COMMUNICATIONS
Managing Communication During the Anthrax Crisis with the United States Postal Service

· Silver Anvil Award of Excellence 2003 GLOBAL COMMUNICATIONS
“Conquering Chapter 11: Global Brand Remains Intact and Business is Better than Usual" with NII Holdings

· Silver Anvil Award of Commendation Winners RADIO PUBLIC SERVICE ANNOUNCEMENTS
"Mayors Campaign Against Cancer" with AstraZeneca
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We are proud to say that PRWeek recently cited our award-winning work with a number of industry honors for 2003:

· Large PR Agency of the Year

· Best Crisis/Issues Management Campaign on behalf of the U.S. Postal Service during the Anthrax crisis

· Honorable Mention in the Public Sector Campaign of the Year for Texas Electric Choice
· Public Affairs Campaign of the Year on behalf of Entergy’s Nuclear Northeast grassroots employee program
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The New York-based Holmes Group has been interpreting trends in the public relations industry for more than 15 years.  This year they presented Burson-Marsteller with 15 Superior Achievement in Branding and Reputation (SABRE) Awards.  Some examples include:

· SABRE Gold Award/Crisis Management
U.S. Postal Service, Managing Communication During the Anthrax Crisis

· SABRE Gold Award/Employee Communication
Unilever, The Enterprise Culture Adventure

· SABRE Gold Certificate of Excellence/Change Management
Miller Brewing Company, Communicating the SAB-Miller Merger to Employees and Stakeholders

· SABRE Gold Award/International
Fisherhealth, International Subarachnoid Aneurysm Trial - Media Relations 

· SABRE Bronze Certificate of Excellence/Issue Advertising
Entergy Nuclear Northeast and Marsteller, "Safe. Secure. Vital. Indian Point Energy Center" 

· SABRE Bronze Certificate of Excellence/PSA
AstraZeneca Healthcare Foundation and NBCAM, "Survivin Sisters" video 

· SABRE Silver Award/Not-for-Profit
Special Olympics International - China, Shanghai Wins 2007 Special Olympic Games, "Breaking Down Cultural Barriers, Making Dreams Come True" 

· SABRE Silver Certificate of Excellence/Professional Service Firms
Accenture and Y&R, "I Am Your Idea" campaign 

Customer Information

GENERAL SERVICES ADMINISTRATION

FEDERAL SUPPLY SERVICE

AUTHORIZED FEDERAL SUPPLY SCHEDULE PRICE LIST

MANAGEMENT, ORGANIZATIONAL AND BUSINESS IMPROVEMENT SERVICES (MOBIS)

FSC GROUP 874

Special Item No. 874-1  Consulting Services

Special Item No. 874-2  Facilitation Services

Special Item No. 874-3  Survey Services  
CONTRACT NUMBER: GS-10F-0250M

Period Covered by Contract:  

April 19, 2002 Through April 18, 2007

Business Size: LARGE
Burson – Marsteller, A Division of Young and Rubicam Inc.

1801 K Street, N.W.

Washington, D.C. 20006

Telephone:  (202) 530.0400 

Fax: (202) 530.4500

www.bm.com
Contract Administrator: Sharon Balkam

Sharon.Balkam@bm.com 

1a.
Authorized Special Item Numbers (SIN’s)

Special Item No. 874-1
Consulting Services

Special Item No. 874-2
Facilitation Services

Special Item No. 874-3
Survey Services  

1b.
Lowest priced model number and lowest unit price for that model for each SIN awarded in the contract: This price is the Government price based on a unit of one, exclusive of any quantity/dollar volume, prompt payment, or any other concession affecting price.  Those contracts that have unit prices based on the geographic location of the customer, should show the range of the lowest price, and cite the areas to which the prices apply.

2.

Maximum order:  $1,000,000
3.

Minimum order:  $300.00
4.
Geographic coverage (delivery area): The 50 United States, Washington D.C., and Puerto Rico

5. Point(s) of production (city, county, and state or foreign country):  Washington, DC
6.
Discount from list prices or statement of net price: Government Net Prices
7.
Quantity discounts: NONE
8.
Prompt payment terms: Net 30 Days
9a.
Government purchase cards are accepted below the micropurchase threshold: Yes

9b.
Government purchase cards are accepted above the micropurchase threshold: Yes

10.
Foreign items (list items by country of origin): N/A
11a.
Time of delivery: As negotiated between ordering agency and contractor
11b.
Items available for expedited delivery: As negotiated between ordering agency and contractor
11c.
Overnight and 2-day delivery: As negotiated between ordering agency and contractor
11d.
Urgent Requirements: When the delivery period above does not meet the customer’s bona fide urgent delivery requirements, customers are encouraged, if time permits, to contract the contractor for the purpose of requesting accelerated delivery.  The contractor shall reply within three workdays after receipt.  (Telephonic replies shall be confirmed by the contractor in writing.)  If the contractor offers an accelerated delivery time acceptable to the customer, any orders placed pursuant to the agreed upon accelerated delivery time frame shall be delivered within the shorter delivery time and in accordance with all other terms and conditions of the contract.

12.
F.O.B. Point: Destination 

13.
Ordering address:


Burson-Marsteller, A Division of Young and Rubicam Inc.

1801 K Street, N.W. 

Suite 1000-L

Washington, D.C. 20006

Attn: Sharon Balkam

14. Payment address:


Burson-Marsteller, A Division of Young and Rubicam Inc. 

PO Box 101880 






Atlanta, GA 30392-1880

15.
Warranty provision: N/A
16.
Export packing charges, if applicable: N/A
17.
Terms and conditions of Government purchase card acceptance (any thresholds above the micropurchase level): NONE

18. Terms and conditions of rental, maintenance, and repair (if applicable): N/A 

19. Terms and conditions of installation (if applicable): N/A
20a.
Terms and conditions of repair parts indicating date of parts price lists and any discounts from list prices (if applicable): N/A
20b.
Terms and conditions for any other services (if applicable): N/A
21.
List of service and distribution points (if applicable): N/A
22.
List of participating dealers (if applicable): N/A
23.
Preventive maintenance (if applicable): N/A
24.
Environmental attributes, e.g., recycled content, energy efficiency, and/or reduced pollutants: N/A
25.
Data Universal Number System (DUNS) number: 07-481-0730
26. Notification regarding registration in Central Contractor Registration (CCR) database: Yes, contractor has registered with the Central Contractor Registration Database, Cage Code: 1WV78

Contract GS-10F-0250M

Schedule of Charges

Labor Category:
Rate

	Managing Director
	$358.92

	Director
	$273.75

	Manager
	$223.97

	Senior Associate
	$174.20

	Associate
	$124.42

	Client Executive
	$  99.54

	Client Staff Assistant
	$  74.65

	Intern
	$  71.78


Notes: Rates are subject to economic adjustment.

For more information about our rates or the GSA MOBIS contracting vehicle, please contact one of the following at Burson-Marsteller:

Schedule Services

Solicitations/Requests for Quotes

Sharon Balkam
Deborah Bowker

Phone: 202-530-4504
Phone: 202-530-4588

Email: Sharon.Balkam@bm.com 
Email: Deborah.Bowker@bm.com 

Labor Category Descriptions
Managing Director contributes to the overall performance of the firm by managing current client strategies and programs, generating new business and supervising the growth of its staff. Primary responsibilities include developing senior client relationships, implementing overall communications programs for clients, and managing profitability and financial aspects of accounts.

Director oversees the planning and execution of client programs to meet business objectives. The Director contributes to expanding existing business, winning new business and setting the tone for how each account is managed. Primary responsibilities include leading new business presentations and cultivating staff members. 

Manager participates in the day-to-day activities of the account team and projects. Working under little supervision, a Manager supervises the work of mid-level colleagues. Primary responsibilities include contributing to the professional development of their staff, arranging all aspects of major events for clients, handling special media inquiries and reviewing materials prepared by team members.

Senior Associate partners with client representatives in carrying out the client’s communications goals. Through hands-on project management, the Senior Associate ensures business growth, identifies problems and opportunities, and recommends courses of action to be taken. Primary responsibilities include fostering client relationships, reviewing media materials and offering ideas.

Associate assists the client in researching and analyzing issues. By helping execute the client's business plan, the Associate solidifies the team's client relationship and provides the second level of project execution for the agency. Primary responsibilities include handling standard media inquiries, researching the client's industry, proactively developing relationships with external audiences to convey the client's message and organizing events for the client. 

Client Executive services the client by working on task-oriented projects that require routine and standard information. Through research, writing and administration the Client Executive supports the account team to serve the client and thereby represents the basic building block for the agency. Primary responsibilities include writing pitch letters and similar materials, creating and maintaining media lists, and handling routine media inquiries. 

Client Staff Assistant works on client-oriented projects. By providing additional assistance in administrative tasks and operational duties, each Client Staff Assistant plays an instrumental role in supporting the client team.  Primary responsibilities include preparing drafts of activity reports, writing briefs for other account team members and ensuring the completion of all projects. 

Clients
Burson-Marsteller has supported many government and private sector clients over the years. The following case studies represent a sample of our work. If you would like more information on the case studies or would like a more extensive listing of clients, please feel free to contact us.
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United States Postal Service

Managing Communication During the Anthrax Crisis

Situation

In October 2001, as America was still reeling from the horrific events of September 11, a second wave of terrorism gripped the nation. Letters containing the deadly anthrax virus were delivered through the mail to the U.S. Senate in Washington, D.C. and to media offices in New York and Florida. The severity of the crisis was daunting – 800,000 employees potentially at risk, 28,000 facilities potentially contaminated, and mail carriers bringing potentially contaminated materials to every home and business in America.  The safety of the mail was in question.
Assurances by the nation’s top health officials that Postal Service employees were not at risk soon proved to be wrong; two employees died of inhalation anthrax, seven more were treated for either skin or inhalation anthrax, and about 16,000 more were prescribed preventive medication.  Confusion mounted as health officials debated issues concerning antibiotic use and the medication’s availability in large enough quantities to manage a national bioterror threat.  At the same time, the Postal Service was adapting to an irregular mail flow – processing mail around closed facilities, many containing quarantined mail, and modifying its operations to introduce irradiation/sanitization, adding a new layer to its processes.

By November, one of the busiest mailing periods prior to the holidays, a criminal investigation was at its height and the Postal Service and health officials had more knowledge about which facilities, equipment, and mail may have been contaminated.  Concern was widespread – employees feared for their lives, customers were afraid to open their mail, major mailers were trying to ensure the safety of their products and workforce – and a range of stakeholders were desperate for updates, including an overwhelming demand from the media.

Implementation

The Postal Service requested Burson-Marsteller’s support in communicating with internal and external stakeholders.  The challenge was to restore confidence and trust in the U.S. postal system among: the public, who was continuing to receive their mail each day; employees, who were handling and delivering the mail; and major mailers, who were preparing their products, interacting with USPS facilities and equipment, and whose vitality depends on the mail system.  Every stakeholder of the Postal Service had to be reassured.

We moved quickly to identify key audiences whose perspectives were needed and with whom we had to share information about the crisis – the American public, business customers, Postal Service management and employees, labor organizations, industry organizations, suppliers, the media who were critical to reaching the public and key government officials in the executive and legislative branches.
Facing a crisis with monumental national security and health ramifications, we settled on a guiding principle – be the mailman, not the doctor.  We could address concerns about the safety of employees, customers, facilities, and mail, but we could not and would not make medical policy – this was left to the scientific experts.  Scientific opinion was shifting constantly during the crisis, and we had to remain focused.  Our communication strategy had four basic tenets:

· Control the information:  We had to determine where the vital information “lived,” gauge what was important to each audience and find the best ways to share and update relevant information.

· Control the message:  We had to be consistent – national and field offices speaking in one voice; concise – particularly on days when we “were the news”, we would keep communication tight, clear and simple; and contained – we would not speculate, speaking only to what we knew.

· Control the clock:  Crisis is 24/7 for today’s news media – we chose to be a source, not an obstacle.  We would leverage electronic channels to provide constant updates, prepare daily briefings, and leverage the morning shows to help set the day’s news tone.  We trusted that by continuously providing reporters the facts, they would choose not to embellish rumors.

· Illustrate the unfamiliar:  As an example, the “path of the mail” for anthrax-laden letters would be critical to demonstrating: 1) how health authorities and the Postal Service could determine who/what facilities were most at risk, and 2) how investigators could pinpoint areas of interest for their investigation.  We would help reporters and other stakeholders visualize how mail flows through the postal system, and the specific how’s/where’s/when’s of the path for the contaminated letters.
We had to work across the organization to manage an overwhelming flow of information and events in the collapsed timeframe that a crisis demands.  We brought a rigorous, methodical approach to determining what the message of the day would be and to disseminating that message.  Internally, the senior leadership team met each morning to review and agree to anticipated issues, the day’s objective and the latest facts and messages. The Postmaster General met daily with union leaders and spoke personally with employees and major customers.  Externally, our communications function became a catalyst for driving consensus among government agencies involved in the crisis.  Tactically, we managed the crisis in innovative ways, including:

	· A special mailing for every U.S. household with safety guidelines for mail handling

· A redesigned Internet site, created in just days, with a dedicated section on “keeping the mail safe and moving” with audience-tailored facts, videos, Q&A, posters, and mail service updates

· A daily or twice-daily facts update posted on the Web and sent through e-mail/fax, mitigating thousands of customer and media calls

· A daily update for local postmasters with facts/ messages for their discussions with employees, customers, and communities
	· A three-tiered spokesperson cadre and daily press briefings with major media when needed

· Supervisors using crisis discussions/toolkits in mandatory all-employee meetings for our 800,000-person workforce

· An employee hotline for medical illness reports and general information

· A summit with executives of major customers to discuss ways to keep the mail safe and moving

· Postal Service representatives helping establish a government anthrax crisis taskforce, a central clearinghouse for all government departments


As soon as we assembled the crisis team, we began soliciting stakeholder questions and feedback.  We analyzed the feedback daily and adjusted our outreach programs accordingly.  This research proved invaluable as we moved through the crisis.  We also conducted more formal spot attitudinal research with the public.

Process proved just as critical as tactics.  The information management process we established for all incoming and outgoing inquiries, messages, and data was critical to our success.  We created a research and “news gathering machine” – internal “reporters” were in constant contact with stakeholder groups gathering questions/ comments/ concerns, as well as with functions, the field, and external sources for the latest information; crisis team writers constantly updated core content and vehicles, and then helped integrate new information into existing channels.  Communication leaders held brief planning meetings each morning; we developed scenario/contingency plans and conducted strategic planning sessions as major events unfolded.  A dedicated communications team was on-site during the duration of the crisis.  
Results

The Postal Service moved through the crisis with its credibility intact, a communications function that more effectively manages information and constituency relations, and a forward-looking focus to restore the brand:

· A Dec 2001 public opinion poll indicated 97% of respondents approved of the Postal Service’s overall handling of the crisis; 96% said it was doing everything within reason to protect against future terrorism.

· Of the 90,000 employee respondents to a “Voice of the Employee” survey in Nov-Dec 2001, 71% responded favorably to the statement, "I am proud to work for the Postal Service," a 3% increase over the same quarter the previous year.
· In a July 2002 qualitative survey of major mailers, 16 out of 20 respondents said they were satisfied with the Postal Service’s management of the crisis and found it to be open and accessible, providing as much information as possible.  Seventeen out of 20 used usps.com daily for fact updates and other information

· The Wall Street Journal featured usps.com as a case study in successful use of the Web for crisis communications.

Burson-Marsteller is working with the Postal Service to implement a comprehensive strategic communications plan that engages leaders and employees, media, the mailing industry, consumers, legislators and other government officials as it strengthens its reputation, relationships and trust among constituencies.
Internal Revenue Service – Small Business/Self-Employed (SB/SE) Operating Division

Aligning Stakeholders for Transformation and Customer Focus

Situation

Commissioner Joe Kehoe and Deputy Commissioner Dale Hart faced the challenge of aligning IRS employees with new goals, processes, structure and a customer-sensitive focus.  At the same time, the new SB/SE organization would “stand-up” under the scrutiny of media and both high expectations and skepticism by stakeholders.

Implementation

Burson-Marsteller’s first phase of work was to conduct a perception audit of the division’s key external stakeholders ( small business and self-employed taxpayers and practitioners.  This assessment was followed by a comprehensive external communication strategy and plan.  

Our success on the external side of the communication effort paved the way to a broader scope of work to include an internal change management and communications component.  Additional communication projects included: creating comprehensive presentation materials and speeches for both the SB/SE “CEO” and “COO” (its Commissioner and Deputy Commissioner), writing key internal and external messages for all communications, and developing a measurement program to assess all internal and external tools and channels, which also included measurement techniques for evaluating leader/manager communication performance.  Additionally, we were asked to audit the existing internal communication strategy, develop a speakers kit for all of the division’s leaders and managers, compile media lists and create sample articles for pitches, make recommendations for outreach to non-IRS Web sites through discussion groups/chat rooms, and propose innovative ideas for public “Tax Help Day” events.

We also organized and implemented a media event to communicate the launch of the new Small Business/Self-Employed Web site.  This event, held at the National Press Club in Washington, D.C., was both a traditional press conference and live “press event” via the Web.

Results
The results of our work included an immediate improvement in message consistency and in stakeholder recognition and understanding of the division’s new focus on improving service through modernization.  The press conference drew several top-tier national reporters who participated both live (in person), and interactively via the Web.  The following day, several articles discussing the IRS’ modernization initiative appeared in newspapers nationwide.

Unilever

Aligning Employees Against Strategy for High Performance and Growth 

Situation 
In 2000, Unilever implemented “Path to Growth,” the company’s strategy to significantly grow its business. The strategy encompassed several initiatives and goals across divisions that focused on company performance and delivering growth.  For example, Unilever needed to align various levels of leadership and ultimately all employees with specific measures of high performance presented in the balanced scorecard.  In addition, the Unilever Global Buying team was charged with driving a new process and technology redesign and implementation to achieve a “world class” supply chain that would reach aggressive savings targets and ultimately fuel growth.

Recognizing the value and power of strategic change and communications to align employees against new goals, Unilever Home & Personal Care-North America asked Burson-Marsteller to conduct an audit of the value of the internal communications function; it also asked B-M to make recommendations for the launch of the balanced scorecard as well as recommendations for sustained communications outreach that would support the company’s growth effort.  Similarly, the Unilever Global Buying team asked Burson-Marsteller to provide strategic counsel to encourage support and commitment among the buying community in adapting to the new technology, structure and work processes.

Implementation

In working with the Unilever team, our first step toward aligning employees to performance goals was to conduct an assessment of employees’ current perceptions.  To determine the degree of employee understanding of the organization’s vision and growth initiatives as well as the effectiveness of existing internal communications, we conducted both qualitative and quantitative surveys of employees.  Specifically, we designed and implemented an e-mail and print assessment and conducted telephone interviews, capturing a representative sample of employee perceptions from a base that spanned all job levels, geographies and years of experience.  In total, we surveyed approximately 2,670 employees.

For this evaluation, HPC-NA’s internal communication department was particularly interested in deriving information in the areas of strategic message retention; perceptions of senior leadership, the company’s vision and goals, and communication channels; and vehicle effectiveness and preferences.  Additionally, they wanted to determine how employees were currently receiving and using information about HPC in general, Unilever as a whole and the external marketplace.   

The assessment found that while employees had positive perceptions of the company’s direction and strategic initiatives, they were not retaining key messages around the new strategy. They also felt deluged with e-mail communications, liked HPC-NA’s print publication but felt it to be less effective in terms of conveying information, and preferred, instead, more personal communications from senior leadership.  

Based on the results of these assessments, Burson-Marsteller developed a comprehensive  recommendation for multi-level, aligned communications that focused on the company’s growth strategy.  Also based on the results, we provided recommendations for a communication campaign to launch the balanced scorecard to the HPC general employee audience.  The launch included a celebratory event concept; communication cascade tool kits for leaders including presentation materials, speech notes, key messages, event guide; and employee brochure describing the balanced scorecard.  In addition, we recommended how to revamp and align ongoing internal vehicles in the context of measuring and tracking performance.

In working with Unilever’s World Class Buying team, Burson-Marsteller set out to help the team align the buying community with company leadership worldwide and the world class buying concept and program.  We first conducted an assessment of perceptions and levels of understanding worldwide.  We spoke to individuals at all levels in the buying community via telephone interviews, including the company’s executive leadership.  Based on the results of our assessment, we created a change program for ten key audiences including general employees.  Within the program we recommended: anchoring messages that considered the various issues across audience segments; the development of a cross-functional/geography network of change advocates; and an ongoing communication process enabled by a range of vehicles and feedback tools.

Results

The HPC-NA internal communications team has restructured all employee communications to better focus on company performance and progress-tracking. Specifically, they now provide greater support to senior leadership for quarterly “cascade” employee communications forums, and have redesigned print and electronic publications to reflect “Path to Growth” initiatives and goals.  In addition, the communications campaign around the balanced scorecard has enabled employees to better anticipate the level of performance required within the context of the scorecard.


Based on our recommendations around the World Class Buying initiative, the Global Buying team has been able to communicate how this initiative fits into the bigger picture of growth and competitiveness.  As a result of the change program targeting all levels of the buying community, individuals are more aware of how they need to personally adapt their roles to the new processes, technology and structure, and – in so doing – deliver on specific targets that will lead to further growth. 

Unilever

Creating an Enterprise Culture
Situation

In 2001, after several major acquisitions, Unilever embarked globally on an ambitious initiative to unite all employees in a dynamic, high-performing culture to drive business growth - Enterprise Culture (EC).

In order to make this new culture powerful and relevant locally, HPC-NA decided to take the principles of EC and make it its own; something that would be an immediate growth enabler.

The Internal Communications team had to make sure the entire employee base – from the CEO to the hourly plant worker – understood what EC is, what it means to the job they do, and how they need to behave differently.

Burson-Marsteller's charter was to help Unilever HPC-NA Internal Communication function build basic awareness of the new culture and help HPC-NA Internal Communication function foster employees' understanding of how the new culture changes the work they do every day. 

Implementation

In order to build awareness of Enterprise Culture, B-M worked with the IC team to:

· Engage employees by presenting all EC communications around the theme of "adventure" and by conveying a sense of a multi-year journey

· Expose employees to EC by blanketing all HPC-NA sites with posters, table tents, wallet cards and mouse pads that highlight the new values and behaviors

· Revamp employee communications – both in content and appearance – to align with the new culture

· Launch a new monthly newsletter, Navigator, to track EC progress

· Distribute weekly electronic email, Scout, to provide industry perspective

· Introduce EC mascot, Industry "Indy" Jones, to guide employees as they chart course along EC values and behaviors

To create understanding of Enterprise Culture, B-M worked with the IC team to create interactive quarterly employee meetings, tailored for different type and level employees, to help employees understand their own personal commitments to EC and how EC changes their daily work. 

Results

By the end of 2001 – not even a full year after the new culture was launched – 77% of HPC-NA employees correctly identified five out of six values. This surpassed the awareness goals set for the first year.

As of September 2002, 96% of HPC-NA salaried employees could correctly identify five out of six EC values (96% is a world-class awareness number, achieved a full year ahead of the target date). Compared to national norms, employees rate HPC-NA far ahead of competitors in terms of strategic clarity.

In just two years, EC has become part of HPC-NA vernacular. 

Air Products & Chemicals

Maximizing Benefits of Business Improvements

Situation

In July 1999, Air Products and Chemicals, with 36,000 employees located in plants and offices in 31 countries -- announced plans to form an alliance with one of its rivals to jointly purchase a third competitor.  Several months of communication on the benefits of the proposed acquisition made the situation all the more difficult when the acquisition failed.  The company had missed certain financial targets, and there was concern among employees, customers, shareholders and the media that the long-term costs from the failed acquisition could severely impact future results.  Air Products needed aggressive repositioning using a “go it alone” strategy.  This included strategic re-direction emphasizing operational efficiency and growth, internal re-focusing, CEO repositioning and media outreach.

Implementation

The Corporate Communications function recognized that it played a critical role in helping the company quickly re-position and align its critical stakeholders.  Air Products asked Burson-Marsteller to support the communications function, executive leadership team, SAP change and brand marketing teams in driving the change effort to maximize business results.

We first worked with the senior leadership team to reach consensus on the company’s vision, mission and values, within the context of an un-merged company.  Through facilitated sessions, we worked with the brand and change teams to identify the behaviors that leadership and employees must demonstrate to deliver the new vision and brand.  At the same time, leadership achieved internal alignment behind the new strategic direction that would determine how they would prioritize and approach different areas of the business.  We then developed a corporate leadership change program to gain buy-in and improve performance across the organization.

One of the priorities that leadership determined was critical to the business performance was a process and technology improvement initiative using SAP.  Air Products would be able to simplify and standardize its work processes in order to increase efficiency and deliver more growth.  To successfully shift to SAP, however, would require major change and commitment from employees at all levels.  We began working with the SAP change team to develop a change program to help U.S. employees understand the business rationale behind the decision to implement SAP, even though these employees would not be directly impacted for two years.

But employees in Europe would shift to SAP in the next several months.  We created a change program for Phase I of the implementation.  We first conducted an assessment of employees’ perceptions in several European markets.  Interviews with leadership confirmed that the program would need to be tailored regionally to take into account the diversity of the European markets, cultures, and variety of communication and learning channels/vehicles.  Based on insights from the assessment, we recommended that Air Products train leaders and line managers to drive SAP forward regionally, utilize current communication channels/vehicles that functioned well and adapt the overall communication infrastructure as required.  In order to prepare senior leaders and line managers for their role as change agents, we developed a two-day learning session to provide them with practical change management and communication skills, insights, tools and collateral.  Feedback from the sessions indicated that leadership and managers were better prepared and motivated to communicate about process changes and SAP with their teams.

In 2001, Air Products asked Burson-Marsteller to help develop and implement a performance measurement system, or “corporate scorecard.”  Although Air Products had put measures and targets across functions in place, it wanted to align these targets with corporate objectives to measure success going forward.  We researched best practices in corporate scorecard development, provided recommendations on improving the performance measurement model, and developed an implementation strategy to gain organizational buy-in and encourage use of performance measures.  One of the key recommendations was to ensure that measures were translated to individual targets and tied to performance evaluations.

We also helped develop a global brand re-launch program that would reinforce the vision, values, and brand messaging.  The program included a “brand box” of communication tools that was provided to leadership across businesses and geographies.  On launch day, leaders used a video, employee and customer brochures, speaker notes, Q&A and meeting tips to cascade information to their employees.  Leaders were encouraged to provide relevant examples of how their particular teams and functions “live the brand” in their day-to-day work.  Leadership then reflected their teams’ feedback and provided it to the communication and brand teams.

From an external perspective, Burson-Marsteller has helped the company with its brand re-launch as well as the transition to a new chairman and CEO.  This included training the new chairman and CEO to work with the media and address the analyst questions and concerns.  In addition, we prepared trade and analyst media plans to redefine the new Air Products in the minds of external stakeholders with respect to the new, un-merged organization.  

Six months after the strategic re-direction and brand re-launch Air Products asked Burson-Marsteller to assess employees’ understanding of the strategy and brand and to determine whether current communications were effective. Burson-Marsteller conducted a qualitative survey with U.S. employees across geographies and levels and determined that employees had a high-level understanding of the strategy and brand and wanted more information on how they could contribute in their day-to-day work.

Results

Change management and communication efforts since the proposed acquisition have helped the company to re-focus itself strategically and build a stronger brand identity.  The successful transition to a new chairman resulted in numerous external media hits and stories on financial wires as well as a rise in stock value.  Internally, employees’ confidence about the company’s direction and culture has improved.  Results from the communication assessment have confirmed that there is a high-level of awareness and support for the strategic initiatives and brand.  Organizational performance continues to improve as employees shift focus toward making work flow more efficient, meeting corporate objectives/measures and delivering growth.
Our Practices

Fifty years ago, Burson-Marsteller began as a business-to-business specialist. Over the past five decades, it has methodically grown into a global organization with sound expertise and impressive accomplishments across a spectrum of consulting specializations.  Burson-Marsteller is carefully structured to maximize its extensive capabilities.  

At Burson-Marsteller, there is a practice for each of the organization's specializations.  This focused structure ensures that our professional teams have an inside perspective on our clients' true business needs, and provides our clients with the sophisticated knowledge and cutting-edge capabilities to meet those needs.

Our practice areas include:
· Corporate/Financial, with groups that specialize in strategic planning, organizational change, facilitation, corporate social responsibility, corporate and leadership reputation, and investor communications

· Insights & Ideas, with groups that specialize in research planning and execution and in knowledge management

· Public Affairs, with groups that specialize in public education and outreach, stakeholder/third party alliance/program development, and issues management 

· Advertising/Creative, with groups that specialize in broadcast, print, and Web-based advertising; event strategy and execution; and interactive, e-based communications

· Media

· Brand Marketing

· Healthcare 

· Technology

Our Areas of Expertise

	· Brand Building

· Change Management

· Communications Training

· Constituency Relations Corporate Advertising

· Corporate and Leadership Reputation

· Corporate Social Responsibility

· Crisis Management

· Event Management

· Facilitation and Team-Building

· Internal Communications

· Insights & Ideas

· Issues Management 

· Internet Communications
	· Investor Relations

· Knowledge Management

· Litigation Support

· Management Consulting

· Media Relations and Monitoring

· Mergers & Acquisitions

· Organizational Change

· Product Marketing

· Public Education and Outreach

· Reputation Management

· Research

· Strategic Planning

· Stakeholder/Third Party Alliances & Programs


Areas of Expertise – “Highlight”: Consulting Services

Although our projects may vary in breadth, depth and scale, we offer an extensive range of change consulting services, experience and capabilities in:

Audits/Studies/Analysis: this includes quantitative and qualitative studies of current perceptions, levels of awareness and understanding, and behavior; gap analysis of current and desired perceptions and behaviors; audits of existing communications; and connecting and correlating internal data with external perception data.

Developing and Articulating the “Big Picture”: this includes helping organizations define corporate strategic directions, vision and values, and corporate brand and positioning strategies.  It also includes helping organizations articulate business strategies and plans, change management strategy and plans, and communication strategy and plans.

Leadership Development: this includes leadership coaching, “100 Days” transition plans for new leaders, and change champion and sponsor programs.

Differentiated Program Design and Implementation: this includes customized change and communication programs; knowledge management support; reward and recognition programs; and workforce performance improvement programs.  It also includes editorial, design and production support; change and communication workshops; and custom-built communication support for leaders and managers.
Structure and Process Improvement: this includes communications structure analysis and redesign, and communications process analysis and redesign.
Areas of Expertise – “Highlight”: Facilitation Services

Applied to a variety of client projects, we offer an extensive range of facilitative services, experience and capabilities:

Innovative Teamwork: this includes working with a variety of internal teams to help them work more effectively, efficiently and collaboratively; we facilitate both small and large leadership, management and employee groups, helping them to develop productive team structures and processes.

Creative Problem Solving/Dispute Resolution: this includes working with groups in crisis or in disagreement to help foster common ground; helping divergent interests move toward consensus and decision-making.

Meeting Planning and Management: this includes planning key meetings and workgroup sessions, developing agendas, facilitating the session to ensure a productive and timely outcome, and developing follow-up action items and meeting records.

Leadership Facilitation: this includes working with senior leaders to facilitate strategic and structural planning, senior team building, and communication training sessions.

Focus Groups and Interviews: this includes facilitating employee focus groups and executive interviews as a part of organizational change assessments; facilitating face-to-face dialogue with all levels of the organization to gauge the perceptions, issues, and cultural impacts involved in organizational change.

Areas of Expertise – “Highlight”: Survey Services
Although our projects may vary in breadth, depth and scale, we offer an extensive range of survey services, experience and capabilities including survey planning, design, administration, analysis, and improvement planning for:
· Quantitative and qualitative studies of current perceptions, levels of awareness and understanding, and behaviors
· Stakeholder satisfaction surveys/assessments
· Organizational reputation surveys/assessments
· Gap analysis of current and desired perceptions and behaviors
· Audits of existing communications
· Connecting and correlating internal stakeholder data with external stakeholder data
Deborah Bowker
Chair, Corporate Practice
Washington, D.C.

Ms. Bowker has a 30-year career in corporate communications and public affairs with experience in strategic planning, change communication, media and government relations. She has helped both public and private sector organizations achieve improved reputation and performance through greater customer focus, organizational alignment, functional integration, and employee commitment.  Her experience includes work in the consumer goods, manufacturing, high tech and financial services industries, as well as in government. 
Prior to joining Burson-Marsteller, Ms. Bowker was the Director of PricewaterhouseCooper’s Center of Excellence for Strategic Communications and served as a technical advisor in the area of communications and marketing planning to numerous PwC clients involved in significant strategic, structural and/or technology change efforts. She has also served as an Assistant Postmaster General and Vice President for the U. S. Postal Service where she directed aggressive public positioning for a range of challenges including workplace violence, labor negotiations, and price increases.  She was responsible for communication to all stakeholders in the restructuring and downsizing of USPS, realigning the corporate communications function in the process.  She directed a profitable, worldwide Olympic sponsorship, as well as a national literacy program.  She was responsible for promoting the Elvis postage stamp, which involved millions of citizens voting for the “young or old” Elvis image, earning her a place in the Ad Age 100.  She has recently authored a point of view on the public relations perspective on branding, featured in a book, Brands and Branding, by the Economist.
Ms. Bowker is a Sloan Fellow from the Massachusetts Institute of Technology, where she earned a Master of Science in Management.  She has also earned a Master of Science in Technology Policy from George Washington University.
Kathleen E. Maloney

Director

Washington, D.C.

Ms. Maloney is an organizational change specialist with expertise in change management, internal and external communication, vision/values/brand development, organizational design, and crisis communication. She creates change strategies for major transformations: new strategic directions, brand launches, leadership transitions, restructuring, mergers/acquisitions/ divestitures, and process and technology change. She improves the value of the communications function with changes in structure, roles, processes, workflow, content, and channels, and has extensive experience in process improvement and information technology consulting. Her clients have included the U.S. Postal Service, Department of Defense, Ginnie Mae, Coast Guard, Bureau of the Census, Internal Revenue Service, Immigration and Naturalization Service, a large intelligence agency, and a wide range of Fortune 100 clients. Ms. Maloney previously worked with PricewaterhouseCoopers; she was a founding member of its Innovation Center for Strategic Communications, developed its methodology for communications services, and worked extensively with senior leadership on all merger transition issues.

David M. Coronna
Managing Director and Executive Vice President
Chicago
David is an experienced practitioner in strategic planning, development of positioning and marketing strategy, vision, mission, and values development, and organizational change.  Another large part of his work is in helping public and private sector clients build and defend brands.  He is comfortable helping organizations analyze and develop their strategic direction and positioning on the organization-wide, business unit- or function-, and product- and service-specific levels… forming an architecture which organizations can use to communicate effectively with their internal and external stakeholders.  Mr. Coronna has supported a wide range of organizations including McDonald's, ChevronTexaco, the Department of Defense, Procter & Gamble, NutraSweet, First Chicago and Ameritech.  He is a frequent contributor to professional journals in marketing and public relations, and is an instructor in public relations at Roosevelt University in Chicago.  Mr. Coronna has a juris doctor degree and is a member of the federal and Illinois bars.

Lorenca Consuelo Rosal
Managing Director
New York
Lorenca Rosal has 25 years experience in strategic counseling and change communication.  Ms. Rosal works directly with corporate executives engaged in corporate repositioning, issue management, and promoting cultural and behavioral change.  She specializes in developing internal communication strategies and processes. Ms. Rosal has particular expertise in emerging trends in employee engagement, revitalizing brands from within and the redesign of corporate vision and values, succession planning, corporate culture innovation programs and leadership development efforts.  She also provides senior counsel regarding retention and recruitment, restructuring and plant closings.  Her client roster includes Citibank, McDonald’s Unilever, Revlon, McDonnell Douglas, Gulfstream Aerospace, Nippondenso, BellSouth, Chicago Tribune Company, Holiday Inn Worldwide, and Mattel.  She has designed educational programs in association with former Chief Justice Warren Burger and for corporations and not-for-profit organizations such as The Disney Company, the American Bar Association, the Urban League, the Noel Foundation and the State of New Hampshire.

Barbara J. Edler
Director
San Francisco
Barbara Edler has more than 25 years experience in internal communications, training and facilitation, team building, change management, crisis communications, corporate positioning/branding, and customer service programs.  Her clients have included Accenture, McDonald’s, Mattel, Stanford University Medical Center, ChevronTexaco, Sara Lee Corporation, Gymboree, Chevron Credit Card Enterprises, CDW, Lucile Packard Children's Hospital, JELD-WEN, Visteon, PacifiCare, Immunex, CRM, QRS, and Omnicell.  Prior to joining Burson-Marsteller, Ms. Edler authored and implemented integrated marketing communications campaigns for The Bowery Savings Bank, Saint Mary's College of California, and Russell Sage College, each resulting in significant increases in market share and brand awareness.  She directed the branding and communication program for the "Spirit of Saint Mary's" $150 million capital campaign that raised $195 million for the college.  At Adams & Rinehart, Inc., Ms. Edler provided strategic and crisis communications and investor relations support to Marriott Corporation, Pinelands, Inc, and Baxter International.

Sharon Balkam

Practice Business Manager
Washington, D.C.
Sharon Balkam has almost 25 years of agency experience, 19 of those with B-M.  Her primary responsibility is the financial oversight of the Public Affairs Practice which spans the US region with eleven (11) locations.   As Business Manager she controls the overall practice P&L, including budgeting and planning and monthly reporting for the practice as well as client contracting, budgeting and other financial matters such as billing, accounts receivable and forecasting.    In addition, Ms. Balkam is the market CFO in charge of the day-to-day accounting, office services and IT operations of the Washington DC market, including B-M and BKSH as well as the Texas offices (Austin and Dallas).  Prior to joining Burson-Marsteller, Ms. Balkam worked at J. Walter Thompson in financial management for five years. Ms. Balkam holds a Bachelor of Science degrees in both Accounting and Business & Finance from Mount Saint Mary's College, 1979.
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