Dear Readers,

Open and credible communication is always the
best strategy for building up trust and winning

back lost confidence. Especially in these times
when banks are losing billions in the subprime
crisis and top managers are involved in tax

GolinHarris Frankfurt is a communications agency ~ €vasion, this would seem to be anything but

with three main focal areas: corporate and finan-
cial communications and brand communications.

obvious. Neither is it something that can be
taken for granted, otherwise fresh bad tidings

We support our clients in these areas with PR as
well as advertising from a single source: from
strategic consulting and press work to targeted

opinion polls; from annual reports to promotional

videos for companies; from financial and
corporate advertising to media training. The
Frankfurt office, founded in 1969, is part of the
international GolinHarris Group network, which
has 540 employees and 34 offices worldwide.
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would not be arriving in the market every day, re-

peatedly catching the public unawares. So what
should companies, banks and managers do to win back the confidence of
employees, customers, investors and above all the public?

You will find answers to this question in one of the contributions to this issue of trust.
Other topics are language as a part of brand management, the incomprehensibility
of the language used by the financial community, the increasing importance of
colour brands, Al’s Quarterly, the column from our founder and chairman Al Golin
on the subject of Storytelling, and also handling personal data in the Web 2.0
environment.

| am sure you will find the odd article of interest and wish you a lot of pleasure in
reading the newsletter.

With best wishes from Frankfurt

Jirgen Parr
parr@golinharris.de
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Language — more than just words

When you think of language, the first things
that spring to mind are grammar, spelling and
style. It goes without saying that spelling should
be correct and the text should be grammatically
perfect. Clear language, short words or a perso-
nal address are other criteria among the stylistic
principles. They contribute to comprehensibility,
and this signals customer proximity, politeness
and respect. However, we keep finding texts
(letters, company reports, brochures, speeches,
etc.) that are difficult to understand, fail to
generate any excitement and are overflowing
with clichés. This also includes imprecise use of
language such as “...our first priority is...” — as
if there were a second priority.

Choice of words is crucial

In addition to the level of sentence and word,
the linguistic elements that we recognize as
metaphors or stories also play a role. They do
not merely illustrate abstract thoughts but also
have an effect on behaviour. Someone who
associates issues of company policy with the
word “solution”, for example, will behave in a
different way to someone who compares them
with “war”. The former adopts a playful and
creative approach, is able to celebrate victories
in a sporting manner and recover from defeats.
The latter sees himself permanently on the
battlefield, is bitter, fights desperately and is
utterly ruthless.

Language as a symbol

The media themselves are also important. The
symbolic significance of a letter (formality)

differs from that of a telephone call (proximity)
and this in turn from that of an e-mail (normal

business activity). Even text design plays a role:
a letter with sentences containing a maximum
of 15 words is customer-friendly. Paragraphs
containing 25 lines on the Internet page may be
regarded as customer-unfriendly.

Here are some language-related questions for
you to think about:

¢ Should the date have a formal (13.02.08) or a
more informal (13 February 2008) appearance?

e |n what form should an organization apolo-
gize to the public for a crisis? Is a press release
the correct way, or does it make more sense to
address those affected in a speech?

e How should a company handle a poor turnover
trend in its annual report? Is it clever to sing
one's own praises to conceal problems behind
dark clouds of smoke or should problems be
specified in order to achieve credibility?

Companies and brands have a self-image and
stand for certain values. These values are
conveyed either consciously or unconsciously

to all stakeholders in speeches, press releases,
annual reports, on Internet pages or signs. As a
result, the choice of words, syntax or the form of
making contact contribute to an organization’s
overall impression. If companies succeed in
understanding language as part of their image or
brand management, they are making an
investment in their brand value and reputation.

Anke Panzner
panzner@golinharris.de
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It’s all so delightfully bright:
Colour brands are becoming more
popular

Companies are increasingly discovering their love
of a particular colour and would ideally like to have
it patented. The German Savings Bank Association
(DSGV), for example, has a special relationship to
the print colour referencing code of HKS 13 and has
therefore had this pure red protected at the German
Patent and Trade Mark Office. Since registration of
this patent, competitors from the financial sector
who also use a red for their external communicati-
ons have quickly found themselves in court.

The foodstuffs group Kraft adopts a similarly
consistent approach with its mauve for chocolate,
Telekom with its shade of magenta and Dresdner
Bank with its green. The background here is sound
economic interests. If target groups already asso-
ciate the mere colour with a certain product or a
special service, the company can make considerable
savings on costs for the production and insertion of
advertising due to the high recognition value on the
market. This is why freeloaders who profit from the
same colour are less than popular. However, before a
colour can become a brand, strict legal criteria have
to be met.

Colour as a unique identifier

When a colour may be protected is also a sub-
ject of dispute among brand lawyers. Nevertheless,
it definitely has to fulfil one crucial legal criterion:

people must be able to link the colour directly with 1
the product — as is the case with Milka — or with

the company — as in the case of the savings banks.
Before this can apply, the brand must always have
had a high level of familiarity before its registration.
The colour must be accepted as a brand in its own
right and not merely as a decorative detail. In this
context, a colour brand also differs clearly from the
corporate colour used by many companies, which is
only protected in connection with the corresponding
logo.

The strict criteria governing the approval of
colour brands is intended to make sure that colours
as a whole remain part of generally accessible
culture. So the beige used in the well-known
Werther’s Original sweets as well as their shape
cannot be registered because consumers do not
automatically associate the sweets with the
company of Storck.

Stefan Tomm
tomm@golinharris.de

Only about 24 trademark colours in Germany

The restrictions named above mean that in
Germany only some two dozen colour brands are
officially registered. However, many companies want
to enter this exclusive club with their own colour,
as brand awareness has obviously increased sharply
in recent years. Brand lawyers and the courts may
therefore be able to look forward to a flood of work
in the near future.

Communications Annual report for Techem AG again designed and completed

TRAVELING

For a number of years now, GolinHarris
has been supporting the MDAX company
Techem AG with its IR activities.

The 2006/2007 annual report for the
international energy provider clearly
highlights the new central idea of “Using
energy cleverly”. In doing so, it provides an
interesting link between emotional motifs
from the animal world that stand for
optimum natural use of energy with
Techem'’s range of business services.
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The Germish patient — how the finan-
cial community communicates today

Waves XXL, outperformance certificates, total
expense ratio, rolling discount — at least bankers
know what they’re talking about. But is that enough?
Why is it so popular to confront savers and investors
with these terms?

There are many explanations for this: firstly,
numerous German investors, financial advisors and
analysts love the English language and bask in the
aura of the knowledgeable professionals. Secondly,
the established companies are employing a cons-
cious tactic: the stranger the terms for the financial
products, the more the financial service providers
hope that they will generate a need for advice
among customers.

Investors hear the risk

Such attractive expressions as contango effect,
lookback certificates, turbo bear certificate, value
select or monetization strategies are commonly used
to conceal the fact that investors bear the risk of
the capital investment themselves. For instance,
they are offered upwards, sidewards and downwards
instruments in countless variations, all in keeping
with the motto: the right instrument for every market
trend. Here it is then no longer really clear that the
risk for developments in share prices, bankruptcies

GolinHarris Frankfurt reinforces consultancy team

and crises lies with the investor and not with the
advising bank. Even the new EU Directive Markets in
Financial Instruments Directive (MiFID) does not
protect investors against these kinds of risks.

According to Annely Rothkegel, Professor of
Technical Communication and Applied Linguistics
at the Chemnitz University of Technology, a certain
complexity in the language is in fact also desirable

so that the reader examines the text more intensively.

On the other hand, according to linguistics professor
Rudi Keller from the University of Disseldorf, texts
have to be clearly formulated and understandable,
otherwise it may be concluded that the lack of clarity
in expression also indicates a lack of clarity in the
company’s ideas. Readers thus draw conclusions
about the state of the company from the language.

Avoid English terms

From the communications viewpoint, it is
advisable to avoid English terms as far as possible
in German. Above all, companies have one aim: to
communicate in a generally understandable manner
and to the think of the target group of readers as
potential customers and of the message they are
trying to convey. As far as sales opportunities for
financial products are concerned, one group that
profits from the economic upturn also deserves
particular attention but has only a limited English
ability, namely that of so-called high net worth
individuals or best agers.

Until the end of January
2008, Alexander Schmidt
was a PR/IR consultant with
Stockheim Media AG,
Frankfurt am Main; before
that he spent two years as a
PR/IR Manager with another
Frankfurt-based company
Nanostart Investments AG. A graduate in German
and literature, he began his PR career at the
beginning of 2004 in the corporate communica-
tion department of the Frankfurt DekaBank.

Since 1 February, our consultancy team has had two new additions: Alexander Schmidt (32) as an
Account Manager and Jan-Hendrik Eickmeier (29) as an Account Executive.

Before joining GolinHarris,
Jan-Hendrik Eickmeier spend
two years working as a
freelance PR consultant for
agencies and companies.

He graduated with a combine
master’s degree in German,
Political Science and Media
Sciences.

Christian Fuchs
fuchs@golinharris.de
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Trust is good — control is better
— open communication the best way
of all for winning back trust!

Managers and banks in discredit — lost trust can
not be re-established automatically or by laws

No day passes without a new case of a bank losing
billions or of a board member from a large corpo-
ration coming under suspicion of tax evasion. All
of this continues to erode the population’s trust in
managers and banks. The current list stretches from
Klaus Zumwinkel, takes in Jérome Kerviel (Société
Générale), IKB, Bayern LB, West LB, Sachsen LB
—and could go on. The Who's Who of leading
managers and most prominent players in the
financial market has managed to ensure that the
public at large has lost any trust whatsoever in our
financial system and its leading figures. It is
therefore no surprise that generalizations abound
and it is becoming virtually impossible to make a
discriminating consideration. What can companies,
banks and managers do “to combat this” or to help
people view this image in a different light?

Increase transparency

Finance Minister Peer Steinbriick spelled out
the communicative line of approach at the New
Year’s reception of Deutsche Borse on 28 January.
The most important commandment for the banks
at the moment, he claimed, was to sort things out
quickly and “to do so without any long delay.” Those
who only reveal their information little by little were
not only provoking punishment by the market, but
damage for the entire financial sector, he went on,
adding: in view of the current crisis of trust in the
banking sector and in the financial markets, there
was a need to increase transparency. Steinbriick
demanded improvements in banks’ internal risk
management. Germany will also be campaigning for
more transparency on the international level.

Growing lack of trust — investment products unknown

At the beginning of the year, the institute for
brand controlling BrandControl conducted a survey
which concluded that every third wealthy individual
had lost trust in the banks due to the subprime crisis.
And this damages the image of private domestic
and foreign banks as well as the state banks: 44 per

cent of the respondents in the private banking target
group and 38 per cent in wealth management have
no more trust in the banks. This applies above all

to the Sachsen LB, which is mistrusted by some 20
per cent of the private banking target group and just
under one-third of the wealth management group.
Two more banks among the total of 40 analysed also
score badly: roughly 20 per cent of the two target
groups have lost trust in both the Deutsche Bank and
West LB. Added to the mistrust is another problem:
many wealthy individuals are not at all familiar with
the investments offered by the banks. This affects
roughly 20 per cent of the private banking target
groups and more than half of those in wealth
management

More open and more credible communication now!

Neither the principles of the Bundesanstalt fir
Finanz—dienstleistungsaufsicht (BAFin), the German
regulatory authority for financial service providers,
nor the German Corporate Government Code is able
to prevent such rejection and loss from occurring.
Often it is the profane greed for power and millions
that drives individuals to act in this manner. And
seldom do the type and contents of the communication
lead to any generation of understanding or sympathy
when the public prosecutor’s office instigates legal
proceedings into the billion-dollar deficit. Banks and
managers are best able to convey trust during their
routine dealings: day in, day out, they prove that they
do in fact deserve the trust from customers, investors
and employees.

The current crisis on the financial market shows
that the banks now, more than ever, need to expand
their communication in order to regain investors’
trust and address potential customers. This also
includes being better-informed about complex
products and indicating possible risks. Managers
have a special social responsibility for the acceptance
of the market economy: only those who adhere to
the rules of the game and laws can expect that
business and managers will also be accepted and
their demonstrable performance appreciated.
Corporate social responsibility and philanthropy
programmes are of little use here either if the
communication is not fundamentally correct. Trust
is only earned by those who communicate openly,
honestly, credibly and consistently even if the
subjects and occasions may not always be positive.

Jirgen Parr
parr@golinharris.de

SETTING THE GOLD STANDARD
SINCE 1956



Storytelling — “high touch”
instead “high-tech”

How Storytelling can provide a easy to understand
version of hard facts & abstract figures to finally
build trust

When | first heard of the concept of “storytelling”
as a business strategy, | thought that it was almost
a joke. This warm, fuzzy technique seemed like
a true paradox — especially at a time when we're
living in an era of mind-boggling technology that |
once read about in Buck Rogers comic books when
growing up. The recently-held consumer electronics
show where some gadgets were introduced that once
seemed like a cartoonist’s dream. I've always talked
about the need to balance this high-tech with “high
touch.” And what'’s more high touch than listening
to someone tell a real story about real people.

When | think about it, one of our constant
themes I've been hearing over the years about our
company is, “GolinHarris has always had a distinct
culture of warmth, friendliness, authenticity, and
trust.” We've been told that our work ethic and style
has given us unusual credibility and it's often been
a “tie-breaker” over our competitors when a pro-
spective client gives us their business.

For those of you who know me well, you've heard
my stories only too well, but this style has always
been second nature for me, and | don’t ever
remember not telling my stories. It's interesting
that today some of the staid management people
and publications have accepted this technique as a
sound business strategy for companies to use —
internally and externally to grow their brands.

Personal dialogue in webworlds

A few weeks ago, a business writer for the New
York Times told of his personal experience with
buying a toy online for his kid on Amazon.com. He
told of how Amazon went beyond the call to ensure
that he received this toy in time for Christmas —
after the initial delivery was lost through no fault of
Amazon. This story was so impressive and authentic
that it did more for Amazon than any multi-million
dollar advertising campaign could have done.

Stroytelling can translate abstract facts...

Stephen Denning, former program director of
knowledge management of the World Bank, said it
well in the Harvard Business Review article:

When you talk about “storytelling” to a group
of hardheaded executives, you'd better be prepared
for some eye rolling. If the group is polite as well as
tough, don’t be surprised if the eyes simply glaze
over.

That’s because most executives operate with
a particular — and generally justified — mindset.
Analysis is what drives business thinking. It cuts
through the fog of myth, gossip, and speculation
to get to the hard facts. It goes wherever the
observations and premises and conclusions take it,
undistorted by the hopes or fears of the analyst.
Its strength lies in its objectivity, its impersonality,
its heartlessness.

Yet this strength is also a weakness. Analysis
might excite the mind, but it hardly offers a route
to the heart. And that's where we must go if we are
to motivate people not only to take action but to
do so with energy and enthusiasm. At a time when
corporate survival often requires disruptive change,
leadership involves inspiring people to act in un-
familiar, and often unwelcome, ways. Mind-numbing
cascades of numbers or daze-inducing PowerPoint
slides won't achieve this goal. Even the most logical
arguments usually won't do the trick.

...and build trust

But effective storytelling often does. In fact, in
certain situations nothing else works. Although good
business arguments are developed through the use
of numbers, they are typically approved on the basis
of a story — that is, a narrative that links a set of
events in some kind of causal sequence. Storytelling
can translate those dry and abstract numbers into
compelling pictures of a leader’s goals. | saw this
happen at the World Bank.

The end result of effective storytelling is the
building of TRUST. It is truly the basis of every
successful business and personal relationship.

Al Golin

Founder and Chairman
of Chicago based
GolinHarris

A veteran for 50 years in the
public relations industry,

Al Golin is founder of Chicago-
hased GolinHarris. In addition to
handling the McDonald’s
account for 50 years, GolinHarris
represents such companies as
Bayer Aspirin, DaimlerChrysler
Corporation, The Walt Disney Co.,
Florida Department of Citrus,
Gerber Products Company,
Kellogg's, Levi Strauss & Co.,
Lowe’s Companies, National
Peanut Board, Nintendo of
America, Owens Corning,
Pharmacia Corp., Pfizer, Ralston
Purina, Sprint, Texas Instruments,
Toyota Motor Sales of America,
Visa USA and Wm. Wrigley Jr. Co.



GolinHarris questionnaire:
Ronald Wissler
Creative Director

What are you working on at present?

As is practically the norm, on several projects at the
same time: the main focus is on the conception and
design of numerous business reports, brochures
and an advertising campaign. Parallel to this we are
creating a new website for our office, which also
calls for my input.

What drives you?

Pleasure in creative activity and the fun from
beautiful things.

You have 1,000 available — what would you spend this
on in terms of media?

That depends of course on the desired communication
target. In media terms, the sum is not particularly
great but | can image being able to achieve a lot of
attention with a leafleting campaign or an unusual
promotional idea

With whom would you talk about money and why?

To be quite honest, talking about money quickly
bores me and rarely leads to any useful results.
Highly paid financial experts, in particular, keep
adopting a herding instinct — the current events on
the international financial markets are also evidence
of this. From my experience, good commonsense is
often the best advisor.

Who in the communication business would you like to
change places with for one month?

No one. The projects in hand are really very exciting
and are providing me with a sufficient challenge.

| like putting my talent and years of experience to
use in the advertising sector.

What properties in today’s media society are most
important?

Clear, unambiguous message, originality and
credibility.

What communication service do you most admire?

Expressive photographs that are also able to convey
their message across all national boundaries and
cultural differences.

Which of your own communication achievements are
you especially proud of?

Of every completed project that I've been able to
contribute to.

Which communication dream do you still wish to fulfil?

Many, what we are developing is conceived for a
comparatively short period. At some time | would
just like to realize something that would be perceived
and persist for a significantly longer period, a
demanding book project for example.

How are you most often able to relax?

By preparing a delicious dinner together with
friends.

What is your favourite song and why?

Music plays a very great role for me. Favourite titles
come and go, and, apart from that, they also depend
on the particular situation and mood. | admire
artists, such as Madonna for example, who enjoy
unabated success and thrill audiences around

the world because of their talent, creativity and
professionalism over the decades. Just as with food,
| also love variety in terms of music and am always
open to something new.

Three books that have inspired you in terms of
communication ...

Every book inspires because it stimulates the
imagination.

Who did you want to be like as a child ...
Even as a child, | always wanted to be myself.
Can you give us some wise advice/your motto?

It is impossible to overtake someone if you merely
follow in their footsteps.
(Francois Truffaut)

Ronald Wissler
wissler@golinharris.de
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Half the world is reading it too ...

Web 2.0 and our all too carefree handling of our
own data

A media educationalist from Bremen is resorting
to drastic means in his warning actions against the
lax handling of personal data on the Internet in front
of school classes. He simply displays the most
comprehensive “SchilerVZ” or pupil directory
profiles from school students that he has just visited
during projects for everyone to see in the classroom.
There follows a hailstorm of complaints from the
people whose information has been published and
who believe that this private information should only
be read by friends. And then, to their astonishment,
they discover that millions of people can read up
about their date of birth, their hobbies, their likes,
etc. and can look at their photos all simply by
having their own SchiilerZV access.

Publications with unwanted consequences

The naivety described above coupled with
ignorance and a lack understanding about how the
Internet works is by no means limited to school
pupils. Even adults chat away happily and without
a care in the popular Internet communities such as
Flickr, MySpace, Facebook or Xing — to name but a
few — and disclose every possible detail about
themselves. And often they forget the simple mouse
click that restricts access to their data to a certain
group of people, which is a definite technical

option in the communities. Consequences range
from severe sexual harassment to a restriction in
career opportunities, unnoticed by the applicant,
due to a potential employer not liking the party
photo discovered during an applicant check on the
Web. The German Federal Data Protection Office
Peter Schaar has also long been sounding the alarm
bells. For two years, he has been calling for a
quality mark for websites with a particularly friendly
attitude towards data protection in order to be able
to exert the necessary pressure in terms of
transparency and user education. Regardless of this,
however, every community member must themselves
be aware of the technology and be able to manage
their own data. Particularly so when trying to
establish social contacts on the Internet. The
Internet forgets nothing. A lot of information that
has once been inserted can still be retrieved and
read even many years later — whether the affected
party wants this or not.

Jirgen Parr (V.i.s.d.P), Stefan Tomm, Anke Panzner, Christian Fuchs, Ronald Wissler.

Stefan Tomm
tomm@golinharris.de
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