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HOLDING SYSTEMS

Integrated Energy Systems (IES)

The Joint-Stock Company «Integrated Energy Sys-
tems» (IES) is the largest Russian private company in the
area of electric power industry and gas supply and distri-
bution. The company was created in December, 2002. IES
owns strategic/control share holdings and carries out man-
agement in 4 heat-generating complexes (TGC-5, TGC-6,
TGC-9, VoTGCQ).

Geographically, IES-holding activity covers 22 regions
of Russia. The aggregate number of the personnel amounts
to 60 thousand people. The company holds 5th place as re-
gards installed capacity — among the electric power com-
panies of the Russian Federation — and it has become the
largest Russian producer of thermal energy. The strategic
directions of IES activities include: electric power produc-
tion; development of generating capacities; energy trad-
ing; retails of electricity, heat, and transportation of gas.

http://www.ies-holding.com/
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Communication is...

Cristina Gallach
Spokesperson for the Spanish
Presidency
EU Council, Belgium /Communication is about truth;
communication is about hope;
communication is about change...
Communication is a bridge.

Relationships.

€

Development Rui Mdrtins
GEFYRA, Greece  Public Affairs Director
Associacdo Dianova,

Yannis Freris

Empathy, trying to understand Head of Sustainable

what the other needs, ensuring
that you explain and you fry to
convey something that will be to
the benefit of the counterpart.

Svetlana Kananykhina
Founder and CEO
Event Live Communication, Russia

Jolyon Kimble Portugal

e

Associate Director
APCO Worldwide, Belgium

|_“[£Zompe’ri’rive advantage.”

Yanina Dubeykovskaya
CEO

Daniel Holtgen

Director of Communications
Council of Europe,

Belgium

SeaMedia Group,
Bulgaria

D,

o6
i el j - “Being on Top. “Risk management.”

Maxim Behar “Crucial for success.”

Chief Executive
M3 Communications,
Bulgaria
. Denise Stillman
. Founder and CEO
1 Clear Directions, USA

Mohamed Al Ayed
Founder, President and CEO
TRACCS, UAE and Middle East

“Passion.”

2

Stephen Davies
Founder and Managing Director
3WPR, UK

Better opfions.”
-
S0y

>

Alexander Anisimov

i

“New challenges.”

L{Ihe corner-stone of business.”

Natalia Belenko

Roland Binz Founder o
Vice President Top Communication GmbH,

Swiss Crisis Communication  Austria

Association
“Potential.”

CEO
Andrew Izmailov Top Communication GmbH,
Risk management & Credit Card portfolio Austria

Scotiabank, Canada

“"Dependable on the social sys’rer)r;j

“Indicator of good management.” .
Thomas Missong

President of European Association
Yves Robins of Credit Rating Agencies, Austria
Dassault Aviation, France
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09.00-09.30
09.30-10:00
10:00-11.30

11.30-12.00
12.00-13.30

13.30-14.30

14.30-15.30

15.30-16.00

16.00-16.30

16.30-17.30

17.30-18.00

19.00-22.00
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16 February 2011 - arrival

Shaizalp Hotel: Mulled wine welcome party (informal)
17 February 2011- Day |
Registration, coffee

Forum Moderator for Day I: Dr. Daniel Héltgen, Director of Communications at the Council of Europe
Welcome greetings: organizers, partners, VIP guests

Debate:

* New marketing versus new PR.

Two great experts share their knowledge, experience, and visions:

Paul Holmes, the PR industry guru worldwide, Founder and CEO of TheHolmesReport.com

Garrett Johnston, top marketing consultant, ex-President and ex-Board Director at Brainstore.com
Moderator: Maxim Behar, Chair of the Bulgarian PR Association (BAPRA)

Coffee break

Panel discussion with politicians, journalists, public/social figures:

* Reputation & publicity on/off-line: the next step?

Dr. James Gillies, Head of Communication Group at CERN, Switzerland:

“"Communicating Innovations - how to communicate something which does not even existe”
Dr. Daniel Héltgen, Director of Communications at the Council of Europe, Belgium:
“"Adapting large, long-standing organizations to today’s online & social media world.”
Evgeniy Kozlov, Product manager at Meridian Telecom, Russian Federation:

“Online Reputation: securing and mobilizing networks of influencers.”

Moderator: Rui Martins, Director Corporate Comms and Public Affairs at Dianova Portugal

Lunch

Social media

Moderator: Stephen Davies, Founder & Managing Director of 3WPR, blogger at www stedavies.com, UK
* Integrating SM internally

Philippe Borremans, Chief Social Media Officer at Van Marcke Group, Belgium:

“ROI of SM for infernal comms: How organizations should apply collaborative and interactive
social media tools to enhance productivity and communicationg”

* SM into existing PR campaigns

Kerry Bridge, Global Digital Media Communications Manager at DELL Public Sector, UK:
“Integrate Social Media into existing PR campaigns.”

¢ Multinational SM campaigns

Marshall Sponder, SM Metrics, Web Analytics and SEO expert, owner of www.webmetricsguru.com, USA:
“How can multinational organizations create a social media campaign to target a number of marketse”

Discussion:
* How to educate staff on using SM in their free fime safely, without detriment to the organisation?

Coffee break

Political communications

Moderator: Jolyon Kimble, Associate Director at APCO Worldwide, Brussels, Belgium

* Strategic communications

Nic Labuschange, Advisor Strafegic comms and Complex issues managemnet af the Govemment of Dubai:
“Strategic communications as a counterterrorism tool.”

« Communication in politics

Jan Op Gen Oorth, Paolitical Speechwriter/Public Relations and Comms Officer at the German Government:
“The changing role of political communication.”

* Publicity & politics

Sultan Al Bazie, CEO of Attariqg Communications, Saudi Arabia, Chair of IPRA Gulf Chapter:

“The E-Maijlis: Saudi Ministers in Social Media.”

* Government 2.0

Alyona Popova, enterprenuer, start-up businesses consultant, blogger on E-gov at www.alenapopova.ru:
"E-government as a simulus for modern economics and development.”

Discussion:
* From West to East: is the balance in communications leadership changing?e

Dinner party — evening dress code (formal). Location: Belvedere Hotel
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11.30-12.00
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13.30-14.30
14.30-15.00

15.00-15.30

15.30-16.00

16.00-16.30

16.30-17.30

17.30-18.00
18.00-18.30

18.30-19.00
19.00-20.00

18 February 2011 - Day Il

Forum Moderator for Day Il: Hassan Al Saleh, Managing Partner of TRACCS, Oman
Financial communications & IR

Moderator: Andrew Izmailov, Risk management & Credit card portfolio, Scotiabank, Ca
e Corporate financial communications

lan Roundell, Managing Director and Global Head of IR at Credit Suisse, Switzerland:
“Share Price Management.”

 Communications in Mergers & Acquisitions

Gary Grates, President, Global Managing Director at Edelman Change & Employee Engagement, USA:
“Reputation Management in M&A."

* Investment strategies & communication

Sascha Bibert, Head of IR at EEON AG, Germany:

“Managing investor expectations in fimes of significant change.”

Discussion:

* Actual vs Fictional in mass media hysteria during the times of crisis

Case study e Investor Relations ¢ PR startegy for financial and crisis communications
Vittorio Amedeo Alessio, Executive Director, Media Relations (Italy) at ENEL, Italy:

“Nuclear renaissance and financial stability in the age of crisis.”

Keynote:

* Marketing, branding, and new media

Alexey Kostarev, CEO at i-Jet Media, San Francisco Bay Area, USA

“Successful marketing of Social Media Games.”

Coffee break

Case study  External Comms « Communicating with governmental structures and public executive bodies
Louis de Schorlemer, ex-Director of Communications (Europe) at GALLUP, Belgium:
“Managing the private — public relationship. The role of communications.”

Panel discussion:

* New challenges to the communications profession

Mohamed Al Ayed, Founder, president and CEO of Trans-Arabian Creative Comms Services:
“Regulating & professionalizing the industry: How to regard PR as equal to Law/Accountancy?2”
Yannis Freris, Head of Sustinable Development at GEFYRA S.A., Greece, Head of EACD CSR group:
“Anti-crisis CSR & Communication. Make Acts - Not Words!”

Evgeny Boychenko, General Director of UFK company, Russian Federation

“Values. Images. Symbols. The Generation gap.”

Lunch

Case study ¢ Social Media ° Integrating social media into corporate PR campaigns

Bonin Bough, Digital & Social Media Director at PepsiCo, USA:

“"Social media in Corporate PR."”

Overview:

* What does WEF 2011 teach us?

Rui Martins, Director Corporate Comms and Public Affairs at Dianova Portugal

Blind panel discussion:

* Problematic topics thrown at the audience - ideas on how they could be solved

co-Moderators: Jolyon Kimble, Associate Director at APCO Worldwide, Brussels, Belgium
Rui Martins, Director Corporate Comms and Public Affairs at Dianova Portugal

Coffee break

Crisis communications

Moderator: Roland Binz, VP of Swiss Association for Crisis Comms, owner of www.rolandbinz.com, CH
* Litigation PR

Spencer Baretz, Hellerman Baretz Communications, USA:

“Litigation PR, the next wave of corporate and crisis comms: essential points and considerations.”
e Crisis management

Ansgar Thiessen, Swiss Association for Crisis Comms, Media & Comms Studies at Fribourg University, CH:
“Crisis management in media society: Communicative integrity as the key to safeguarding reputation.”
Discussion:

e The best crisis communications are the ones you never hear about: pros and cons
Keynote:

* Reputation management - a matter of trust

Andrey Barannikov, CEO of SPN Ogilvy, Russian Federation, VP of Russian PR Association (RASO):
“The economy of trust: fools and techniques for earning the currency of the 21st century.”

Closing conclusions & observations: organizers, partners, speakers, VIP guests
Closing Dinner Buffet, location: Davos Congress Centre
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“I don't see a reason why the PR
industry shouldn’t continue to ex-
pand. If we live in a society where
authentic information, franspar-
ency, democracy and freedom
of choice confinue to expand,
then so will PRI Today the indus-
fry has to be involved in setting a
policy rather than communicat-
ing it: that’s one part of building
relationships with the public.”

Paul Holmes is among the most
renowned PR specialists and truly
influential PR figures in the world,
also known as the PR industry
guru globally. He is a publisher
and editor with over two de-
cades of experience in writing
and PR evaluation, consulting
both agencies and their clients.
In 2000, P.Holmes established
TheHolmesReport.com to share
PR insight, knowledge and exper-
tise. The company organizes the
world’s largest PR competition,
the SABRE Awards which recog-
nizes the PR professionals with
Superior Achievement in Brand-
ing and Reputation, provided in
North America, EMEA and the
Asia Pacific region. For the past
couple of years Paul has been
holding a fop position among
the several “most wanted” public
event speakers across the world.
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New PR vs New marketing!

Mmuhnication

on/top

Debate: Which of the great in-
dustries: PR or advertising, brand-
ing and marketing, is fo survive or
shall they all transform into one?

| =
—d

Today’s rapid changes in mod-
ern comms blur the distinction
between PR and marketing. In-
ternet absorbs public attention
via webs, blogs, tweets, Social
Media, videos, pod casts, RSS
feed.

The debate views the future
shape of business/corporate
communication policies and the
new changes within their overall
organization.

Join follow-up comments and
discussions in the social media
pages of the Forum!

“We sell internet capacity: min-
utes of traffic, voice or text mes-
sages. As a commoditizing busi-
ness with nonstop price-revolfs,
we are still making profit - the
entry barrier wasn't high. Well, it’s
not going down! It's suicidal to
focus only on the core tent rela-
fions or products: we should fry
fo understand why people con-
sume the internef traffic.”

Garrett Johnston has a degree
in economy from the Dublin Uni-
versity, and also in international
trade from Trinity College. Till 2003
he held top marketing positions
in Cap Gemini, Ernst & Young,
Cable & Wireless, Pricewater-
house Coopers, Alcatel, and MCI
WorldCom. He was General Mar-
keting Director in Kyivstar, which
is the largest Ukrainian mobile op-
erator, also consulting the Telenor
Norway group on their corporate
marketing strategy. In 2006 he
became Strategic Marketing
Director at JSC “MTS”, manag-
ing their overall marketing policy
until 2010. He has recently acted
as President & Board Director at
Brainstore.com. Garrett has very
rich professional experience in
15 countries on 5 continents, and
speaks fluently 11 languages.
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Reputation & publicity on/off-line: the next step?

Communicating Innovations.
How to communicate a thing
that does not even exist?

In 2010, the physics program of the
LHC got underway at CERN in the
full glare of the media spotlight.
The paper explains how actually
the laboratory's communication
team worked to make the esoteric
subject of particle physics such a
hot topic and how CERN made use
of each opportunity that came its
way, from Angels and Demons to
black holes.

CERN
\

N LS

James Gillies is Head of Communi-
cations at CERN, the European Or-
ganization for Nuclear Research. In
1993, he left research to become
Head of Science with the Brifish
Council in Paris. Affer managing
the Council’s bilateral program of
scientific visits, business exchang-
es, bursaries and cultural events for
two years, he returned to CERN in
1995 as a science writer. He is co-
author of ‘How the Web was Born’,
published in 2000 and rated by the
London Times among the year's
fen best books for inquisitive minds.
James holds a doctorate in physics
from the University of Oxford.

Adapting large, long-stand-
ing organizations to today’s

online & social media world.
Communicators of large & long-
standing orgs need to know how
to bridge the gap between Old &
New and create means for clear
messages without under-mining
the basic principles of the organi-
sation. Responses tfo breaking
news, an ability to adapt to a roll-
ing update schedule, and an em-
phasis on crucial issues is the key to
effective communication.

COUNCIL CONSEIL

OF EUROPE DE L'EUROPE

Daniel Holtgen has been recently
appointed Director of Communi-
cations of the Council of Europe.
From 2004 till 2010 he was Director
Communications & External Re-
lations at the European Aviation
Safety Agency (EASA). He previ-
ously worked as spokesperson
and head of press for the German
government and as an adviser to
the European Commission. Daniel
is British and German. Daniel HoIt-
genis a frained journalist and holds
a Ph.D. in economic geography
from the University of Cambridge.

Online reputation: securing
and mobilizing influencers

networks.

Minimize costs for creating a mod-
ern open image, gain online pop-
ularity and print this effect onto the
real world! The paper examines a
selection of optimal info distribu-
tion channels and offers ways of
measuring social media influence.
Video/photo/audio content s
viewed as a key driver of interest
and feed- back, and explores the
new level of open publicity.

tly-

Evgeniy Kozlov (@ekozlov) is a top
Twitter micro-blogger, with up to
80000 followers in Russia. He pro-
motes Twitter ideology and partici-
pates in Web marketing events.
He is Co-founder of GlavTwit.ru, a
site that collects news and offers
services for the Russian Twitter so-
ciety. He is Product Development
Managerin “Meridian Group” Tele-
com. Recently Evgeniy opened
Legenga agency for social media
ads and promos. In 2009 he gained
the Russian Venture Company
award “Best innovation manager”
for securing BioLand's fast growth
on the local market.

ivity market public Competition Relations grow opinion Internet fast capacity Online expansion media external New Communication how best Innovation profile social Image creat



ROI of Social Media for internal
comms: How should orgs apply
collaborative and interactive
SM tools to enhance productiv-
ity and communication?

The internal use of SM and why
should you even think about ite e
What comes first: corporate readi-
ness or the Social Media project?
¢ How to implement & measure a
social media strategy? ¢ Are con-
frol and governance compatible
with the social aspect?

g

Wan Marche

Philippe Borremans is a Chief SM
Officer at Van Marcke Group. He
also acts as online tfrainer via New
Democracy. He advised Porter No-
velli. As IBM’s SM & PR manager he
focused onrecruitment 2.0, “Smart-
er Planet strategy”, and “Digitized
World”. In ‘08 he created Blackline
for web 2.0 consulting. He found-
ed the International Association of
Online Communicators, leads the
SM group at the European Asso-
ciation of Comm Directors, and is
a member of the Electronic Fron-
tier Foundation. Philippe studied
Modern Languages & History at
the Halle Royal Atheneum. He has
a degree in PR from INIREP and is
fluent in French, English & Dutch.
His PR & SM articles are at Conver-
saftionblog.com.

ive MUITi social cultural Network web-2.0

a

Integrating Social Media into PR
campaigns.

Revealing your personality and
passion is the key fo successful
relafionships. Dell has evolved its
use of SM: from core team innova-
fions, fo a formalized strategy and
a broader structure to engage.
Clients connect directly with Dell
fo discuss tfechnology related top-
ics and discover exclusive offers
or customer service. Kerry shares
Dell’s best practices in integrated
SM.

Kerry Bridge is a Global Digital Me-
dia & Comms Manager at Dell’s
Public Sector. She takes part in
Dell’'s Global Corporate Commu-
nications feam and leads Dell’s
approach to SM communications
worldwide. She forms part of the
global Social Media leadership
who drive Dell's oufreach to cus-
tomers & stakeholders by proactive
conversations on the web and the
company blogs, wikis and forums.
Contact her: @KerryatDell. Kerry
has large experience in national
& multinational blue chip comms
environments: she has been suc-
cessful as a communicator in the
fields of digital media, public rela-
fions and intfernal comms at a Eu-
ropean level.

tracking blogger technology
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Social Media Insights

€

How can multinational orgs
create SM campaign to target
a number of markets?

Today online conversations take
place at a speed never registered
before: prompt responses are cru-
cial for communicators engaged
in marketing campaigns. The pao-
per focuses on measuring, optimiz-
ing and evaluating multinational
comms via SM monitoring: Radi-
ané, Brand-Watch, Sysomos, Inter-
grasco, in favour of positive reac-
tion and effectiveness.

WebMetricsbGuru

Marshall Sponder is a Web-Analyt-
ics and SEO expert in the filed of
market research, and PR. His laf-
est craze is Social Media Metrics.
He has had in-house experience
as group leader at IBM and Mon-
ster. He serviced Porter Novelliand
consulted New York Times, The
New Market, Havana Central, and
various B2B clients. He provided
real fime web tracking for Gillette
and the Laughing Cow. He is a col-
umnist for Enfrepreneur Magazine,
Venture Beat, My Customer, and
blogs at webmetricsguru.com. He
is Board Member Emeritus at Web
Analytics Association and Mem-
ber of the Search Engine Market-
ing Pros Org. He has a Master’s in
Media Studies from the NY Institute
of Technology.

WORLD FORUM FOR COMMUNICATION TOP-MANAGERS

Political Communication Strategies

Strategic communications as a
tool for counter-terrorism.
Relationship b/n media and terror-
ism is well understood. Less famil-
iar is the use of strategic comms
a counter-terrorism tool that gen-
eratfes public support, and serves
as information warfare aimed at
disrupting & disorientating the en-
emy's capacity to conduct terror-
ist operations.

[ 24

GOVERNMENT OF DUBAI

Nicholas Labuschagne is a multi-
disciplinary strategist who com-
bines public affairs and intercul-
fural comms with over 25 years
practice. Upon graduation with
a joint MBA and MA in East Asian
Studies from Virginia University, he
embarked on the derivative mar-
kets in London City. After Mande-
la’s release, he went back to work
as corporate strategist for a South
Africa multinational in US. Later he
moved fo Dubai and in 2006 was
appointed to manage crucial &
sensitive issues at Dubai’s Strategic
Affairs Committee. His efforts lead
fo successful acquisition of muilti-
billion dollar assets and dismissal of
action lawsuits. Now he is advisor
to the Government of Dubai: Me-
dia Office, and reads for an M.Litt
in Terrorism Studies at St. Andrews
University.

strategies QCT structure Counter Political web-2.0

The changing role of political
communication.

The modern political communica-
fion has to find new ways regain-
ing credibility. Web 2.0 promotes
direct public participation and so-
ciety changes outside a traditional
political system. With its platforms
for info-exchange, Internet has
now become a tool for creating
politics jointly, in a real democratic
experience.

% Die
20 Bundesregierung

Jan Op Gen Oorth is a Polifical
Speech Writer at the German Fed-
eral Ministry of Health. He was born
in Cologne, Germany, in 1973, and
has had a remarkable career in
the PR industry. His former position
was Comms and PR Officer at Ger-
man Consulting South in 2005 and
2006. Previously, Jan was a Public
Information and Communications
Consultant at the CMS-Secretariat
of the United Nations in Bonn. He
holds a Master's Degree in sev-
eral specialties: Political Sciences,
Latin  American Studies, History,
and English, granted from the re-
spective faculties of the Universi-
fies in Cologne and Munich, and
the University in Fortalenza, Brazil.
He is also Junior Researcher at the
Bonn Center for Development Re-
search.

e-gov forum democracy

The E-Mdijlis: Saudi Ministers in
Social Media.

The "Majlis” is a platform of politi-
cal comms in the Arab history: the
chief of the tribe opens his house
fo subjects who share their com-
plaints, and disputes, and acts as
a judge or army commander. The
paper reviews 3 Saudi government
ministers’ use of new media as a
tool for direct communication.

=
G

Sultan A. Al Bazie is Co-founder
and CEO of Aftariq Communica-
fions in Saudi Arabia. He studied
journalism at KSU and was chief
editor of popular local newspa-
pers. He was media manager for
Janadriyah National Culture and
Heritage Festival and participated
in 2nd and 3rd sessions of King Ab-
dulaziz National Dialogue Center.
As the spokesperson for the Gen-
eral Municipal Elections Com-
mittee he run the local & foreign
press, radio, and TV coverage
and the media appearances for
HRH, the Chairman. For this cam-
paign Sultan won the “PR Man of
2005". He is Vice President for the
Gulf Chapter of IPRA, chairs the Ri-
yadh Chamber of Commerce ad-
vertising committee, and is board
member of the Saudi PR and Ad-
vertising Association.

advert
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Case Studies in IR, Social Media and External Communications

The IR's role ¢ The IR viewed by the
Management team « The concept
of a multi-skilled individual * Why
re-think the IR’s role?2 ¢ Influencing
the multiple » A radical change

CREDIT SUISSE

lan Roundell is a Managing Direc-
tor & Head of Investor Relations
at , based in Zurich.
He joined the company in May
2005. Previously, he has held the
role of Head of Investor Relations
at Fortis (between 2003 and 2005)
and Barclays (between 1999 and
2001). During his career he worked
at Barclays for in a num-
ber of roles. He
was head of Finance for Barclays
Wealth Management between
2001 and 2003. Earlier he headed
Regulatory Reporting in the Group
Finance department unfil 1998.
lan Roundell holds a degree in
Mathematics from the University
of Exeter, England. He qualified as
a Chartered Accountant in 1989.
Under his leadership in 2010, Credit
Suisse was voted Best Investor Re-
lations for all Pan European Banks,
and lan was voted best individual
Investor Relations officer. He has
been board member of the

since '06.

ISING market relations Global Investor overview

Comms as part of the M&A inte-
gratfion e Factors for messages &
decision making ¢ A holistic ap-
proach to protect reputation

Edelman

Gary Grates is President and Glob-
al Managing Director of

, the strategic communicao-
tions practice of Edelman Group.
He has over of

. and change management
experience. He has counseled
General Motors, Volvo, Caterpillar,
Shell, Carrier, Novartis, BASF, Mel-
lon Bank, AstraZeneca, Mobil, Visa
International, British Airways, Pep-
siCo, The McGraw-Hill, Kraft Foods,
Kerr-McGee, Dell, Schering-Plough,
and ITT. He is known as “thought-
leader” in change management.
He has been involved with re-en-
gineering assignments for Coca-
Cola, Novartis, BASF/ Mobil, Brifish
Airways, Himont, and Dell. Gary is
a 1981 graduate of Utica College
of Syracuse University. He began
his career at the Rome Cable Cor-
poratfion, (Rome, N.Y.) managing
their corporate, marketing and
employee communications.

radical forum change

Mismatched expectations be-
tween internal & external stake-
holders e« Challenges to IR e
Realign market’'s view with com-
pany’s outlook

e-on

Sascha Bibert joined IR (DUs-
seldorf, Germany) in Jan '09. He is
responsible for the division as Head
of Investor Relations. Previously he
led the Munich Re Investor & Rat-
ing Agency Relations and worked
as a Senior Analyst and Co-Fund
Manager for RCM Allianz Global
Investors (Frankfurt, Germany). Sas-
cha has held speeches at the uni-
versity of BA Ravensburg for bank
and financial management: he is
a awarded by
the CFA Institute, and a

, awarded
by DVFA. He holds a degree from
ISM - the International School of
Management in Dortmund, Ger-
many, with one semester at the
EBS London and also in ESIAE Paris.
He graduated with honours as
Dipl. Betriebswirt, specializing in
infernational management and
global entrepreneurship. He also
possesses a diploma from the Wel-
lington High School in Wellington,
Kansas, USA.

Nuclear renaissance and finan-
cial stability in the age of crisis.
Enel: Industrial Profile e Financial
Profile « Strategy * Nuclear Renais-
sance and financial stability ¢ Mes-
sages in Nuclear Communication

;\)‘(’4 Enel

Vittorio Amedeo Alessio is Execu-
tive Director at ENEL's Media Rela-
tions. He handles external comms
with local & foreign financial press,
civil organizations, labour unions.
He advises ENEL's Executive and
Chairman in their press conferenc-
es, parliamentary hearings, visits,
and he also acts as ENEL's spokes-
person. Since 2008 he handles
ENEL's nuclear comms strategy. As
Economic adviser at the TV RAI-3
prime time talk show “Ballaro” he's
been covering economic issues for
the past 8 years. Vittorio worked
as a Dow Jones correspondent in
Rome, writing for Newswires and
The Wall Street Journal. He won 2
Europe and Middle East & Africa
awards and became a member
of the Foreign Press Club. He also
wrote for the "Panorama” weekly
and acted as Deputy Chief of
Milan’s economic desk at ANSA.
Vittorio speaks English and Span-
ish. He holds a LUISS University Ad-
vanced Degree in Journalism and
graduated Summa Cum Laude in
Political Sciences.

corporate image digital Public Media award

Social media in corporate PR.

2 PEPSICO

B. Bonin Bough, PepsiCo’'s Global
Digital & Social Media Director,
oversees the digital strategy and
infegrates SM & online talk in Pep-
siCo’s vision & mega brands. He
made “PepsiCo” synonymous with
digital & SM innovation (SXSW mu-
sic fest, NY Internet Week BlogHer
conference, “Dear Mr. President”
viral campaign for messages to
B. Obama, “The Juice” female-
targeted Tropicana community)
and forged the partnerships with
Foursquare and Stickybits. He was
Executive VP & Director of Weber
Shandwick’s global interactive
media practice, leading a team
of 100. He conducted strategies
for top clients like MasterCard,
MAC AIDS Fund, BestBuy, Am-
bien, Colombian Coffee Grow-
ers, Electrolux, Honeywell. He was
Founder & Senior VP at Ruder Finn
Interactive (RFIl), running strategy
projects like: Société Générale
Finance Group, iUniverse, Scher-
ing Plough, Johnson & Johnson's
Nursing&Caregiver, Kellogg's
100th Anniversary, Hunter Douglas,
Novartis, Berringer, etc. He earned
a Webby, Stevie, Sabre, Com Arts,
Big Apple, Golden Pencil, and the
SXSW Viewers' Choice for MrPicas-
soHead.com. He was Professor at
NYU's Publishing Center.

external leadership strafegies

Managing the private-public
relationships: the role of com-
munications.

The private sector is reluctant to
deal with public entities or NGOs,
since it often implies long explana-
tfions of whys & hows. The paper
views EuropArea external comms
strategies: how to generate posi-
tive aftitude and how to convey a
message of excellence, in order to
make EuropArea a frusted advisor
and partner for its stakeholders.

Louis de Schorlemer has recently
joined EuropArea, a multi-country
platform for hospitality & enter-
tainment af international sports
events, to implement, as Manag-
ing Director, an idea born in the
Olympic family. In the past 7 years
he was Director of Communica-
tions at GALLUP, managing its rep-
utation and strategic positioning
among EU institutions, academia
and think-tanks. His career started
at Daimler Chrysler, with marketing
projects in Germany, Luxembourg,
and Australia. He holds a Master’s
in Global Marketing Comms from
the Emerson College, USA. He is
founding member of the Europe-
an Association of Communication
Directors, head of its Evaluation
work group, and board member
of IABC - Belgium.

press
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Regulating and professionalizing the PR industry

WORLD FORUM FOR COMMUNICATION TOP-MANAGERS

Crisis communications and Litigation PR

Regulating & professionalizing
the industry: how to regard the
PR profession as equal to Law/
Accountancy?

Today's PR potential ¢ Areas in
need of regulation ¢ 4 “R"s based
on ethical practices ¢ 4 “P"s of in-
novative approach

[ Trans-Arabian Creative Communicatio

Mohamed A. Al Ayed’s first agency
started with 3 clients and 3 years
later (2001), it expanded in Trans-
Arabian Creative Comms Services,
a Middle East PR network with 14
offices. Via his project Arab Con-
ferences Company, he chaired
conferencesin SA, Jordan, Kuwait,
Bahrain, Egypt, and headed Sau-
di's PR Forum with 400 delegates
annually. In 2009/2010 he opened
the Beirut PR Forum under pafron-
age of HE the Minister of Informa-
tion in Lebanon, and Ichaired the
1st Kuwait and Jordan CSR events
under patronage of HM Queen
Rania. Al Ayed is an IPRA and
IABL member. He provided me-
dia training for executives in STC,
NCB Capital, Al Rajhi Bank, Kuwait
National Bank, Procter & Gambile,
Panasonic, Dupont, Microsoft,
American Express, Unilever, etc.
He studied Modern Languages at
the Eastern Oregon University and
the University of Poitiers. He is fluent
in 5 languages.

release worth authority risk PR brand

Return on Investment: how do
we prove the worth of PR?

PR vs marketing ¢ Long-term vs
One Shot ¢ Daily PR vs Crisis PR e
Traditional PR vs Digital PR ¢ Evalu-
afion of fraditional PR e Differences
b/n traditional & digital PR

T
appvertise

Zhonghua lJiao is a co-founder &
regional director of Business De-
velopment at APPVERTISE LTD, in
Hong Kong, SAR. She maintains
the development of a network of
corporate and individual custom-
ers, promofing the iPhone/iPad
brand name. In 2006-2008 she
confributed to the Shanghai Rec-
ognition Business Development
Ltd. As a dynamic executive with
due academic background, she
has demonstrated high proficien-
cy with the web 2.0 technologies
& new media marketfing: she is
co-founder of www.fundodo.com,
a leading online community with
up fo 100,000 registered members.
Zhonghua holds a Master’'s degree
in Electronic Business and Knowl-
edge Management from the Hong
Kong City University, SAR. She also
possesses a Bachelor's in Business
Management and Electfronic Sci-
ence and Technology from the
Peking University in Beijing, China.

CSR community measures

Anti-crisis CSR & Comms. Make
acts — Not words!

Itis a sad fact that you never hear
a positive answer fo: "Have you
implemented any anti-crisis CSR
policies2” Yannis Freris shares use-
ful corporate CSR measures.

A

AN
GEFYRA

CHARILAOS TRIKOUPIS

Yannis Freris conducts the CSR
policy of GEFYRA S.A. (Conces-
sionaire of the Rion-Antirion “Hari-
laos Trikoupis” Bridge) and acts as
Head of Corporate Communica-
tion & Sustainable Development.
He manages a team who won 14
natfional & European awards in the
last 3 years. He is a Regional Co-
ordinator at EACD and Head of its
CSR group, as well as an IEMA-ap-
proved CSR activist & board mem-
ber of the Panos Mylonas Institute.
He is the inciter & coordinator of
the Solidarity Pylons platform of 45
social-action NGOs united against
the crisis effect on the weakest
society strata. He studied internao-
tional relations at the Sorbonne
and started his career as a Scien-
tific Director at the Research & Pol-
icy Strategy Institute (INERPOST).
Being Secretary of "SOS Racism”,
he conducted the event manage-
ment of the Greek action plan for
the European Year Against Racism
(1997).

The Litigation PR approach to
Global Corporate and Crisis
Comms.

Globalization and PR crises with in-
ternational impact: « What is LPR?2
* Why use LPR2 e« Cross border
Cases * Phases of the process
Real fime LPR

HELLERMAN BARETZ

Spencer Baretz is a Co-Founder of
Hellerman Baretz Communications
in New York. His comments appear
in every popular US media: CNBC,
New York Times, The Wall Streef,
Business Week, covering hedge
funds, law, compliance, finance,
HR. Prior to HBC, he practiced cor-
porate law at Rosenman & Colin
LLP (Katten Muchin Rosenman),
consulting PR Newswire and many
media, venture capital, and pri-
vate equity firms. As an authority
on commercial law, PR and mar-
keting issues he writes for the New
York Law, Marketing the Law Firm,
Directorship Magazine, the Journal
about Investment Compliance,
etc. He is a member of the Law
Firm Media Professionals and NY
Publicity Club, and board director
of the NY Legal Marketing Associ-
ation. He is admitted to the bars of
NY and Connecticut and is a cum
laude graduate of Boston Univer-
sity & Hofstra University School of
Law.

expert ise based comms evidence Crisis research

SCCT as the solid foundation for
evidence based Crisis Comms.
Increased crisis responsibility results
in greater reputation threat, inten-
sified anger, lower purchase inten-
fion, and likelihood of negative
word-of-mouth.

@ Lindversity of

Central
Florida
W. Timothy Coombs is a PhD in
Public Affairs & Issues Manage-
ment and Professor at the Nich-
olson School of Communication,
Florida. In 2001 he won the Jack-
son Jackson&Wagner Behavioral
Prize granted by the US PR Soci-
ety for his Situational Crisis Com-
munication Theory (SCCT). He
has PRIDE awards for best article,
best textbook (twice), and best re-
search, granted by the PR Division
of the National Communication
Association. He publishes in: the PR
Research Journal, the PR Review,
the Management Communication
Quarterly, the Corporate Reputo-
fion Review, the Journal of Public
Affairs, Communicatfions Manage-
ment, etc. He wrote the award-
winner “Ongoing Crisis Commu-
nication” and co-authored “It's
Not Just PR”, “Today's PR”, “PR
Strategy and Application: Manag-
ing Influence”. He has presented
in 8 states over 3 confinents and
runs the PR Startegy & Application
blog.

Litigation

Crisis management in the me-
dia society: Safeguarding
reputation through strategic,
integrated and situative crisis
communication.

Available academic classification
of crisis situations ¢ Post modern
crisis comms: 7 characteristics o
Communicative integrity: founda-
tion for crisis comms ¢ The effect of
crisis-response strategies on repu-
tation safeguarding

Ovkk

Ansgar Thiessen is a scienfific ad-
visor and board member of the
Swiss Association for Crisis Com-
munication since 2009. In his acao-
demic studies held mainly at the
Université de Fribourg, he specia-
lised in the effectiveness of stra-
tegic crisis communication and
reputation management for both
profit and non-profit organisations.
He has also been working for fed-
eral authorities in Switzerland on
the topic of communication con-
frol. He was a scholarship holder
of the Foundation of the German
Businesses and Swiss National Sci-
ence Foundation. Ansgar Thiessen
has written “"Communicative in-
tegrity as the key to safeguarding
reputation in a crisis” and also co-
authored “Crisis management in
the media society. Potentials and
perspectives”.

classification PR

consult
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Marketing, branding, and the economy of trust in a web-2.0 era

Let Them Play, Make Them Buy:
social game options for mar-
keting.

Social games have become a
platform for selling both virtual and
real products, since they make
the purchasing process more thrill-
ing and show the client’s needs.
They're fun and differ impressively
from trad-ads!

4 e d i a

Alexey Kostarev is CEO and Co-
Founder of i-Jet Media - a leading
worldwide social games publisher
& distributor. Upon graduation
from the Urals Technical Unversity in
2001, he established Medialt which
in 4 years became the most prof-
itable Ekaterinburg internet pro-
vider. In 2005, he co-founded i-Jet
Media and 2 years later it released
a set of games on Rambiler.ru. In
2009, it launched the Happy Har-
vest, blasting the Russian Internet:
10 million unique users, USD $20 mil-
lionin less than a year. This “Runet”
record sfill remains unbroken. The
game won the Google Trend prize
as “best game for 2009". Today, i-
Jet Media aims at EU & Asian mar-
kets. 60 million users, 30 networks,
70 game applications, and 40 de-
velopers: i-Jet media has offices
in Sunnyvale (US), Beijing (China),
Ekaterinburg, Chelyabinsk, Nizhny
Tagil, and Ozersk (Russia), with
150+ employees.

ancy social tools gaming Web-2.0 fast-growing

E-government as a stimulus for
modern economics and devel-
opment.

E-gov is digital technologies for
smooth, up-to-date public inter-
actions & fransactions, hence: it
is a tool for progres. Yet, genuine
adequacy of the electronic public
services depends on their actual
effectiveness.

LENA POPOVA

Alyona Popova is a Russian en-
frepreneur, e-government expert,
venture investor, and start-up busi-
ness consultant. She is known for
blogging on Russian innovation
and E-gov at alenapopova.ru. Al-
yona has a diploma in Journalism
from the Moscow University. Key
areas in her activity for the last year
are innovations and e-gov in Rus-
sia, as well as commercialization
in the Runet female sector. Alyona
leads the Russian Online-school
project for startUps — a video-blog
for interviews where entrepreneurs
meet young people, give advice,
talk about their mistakes and the
ways to find an investor. Alyona
is the first Russian who popular-
izes the Government 2.0 concept
among active Internet users. To-
day she handles a citizen 2.0 proj-
ect called “Duma 2.0”. She has or-
ganized several round-tables and
5 conferences on E-gov in Russia
and often writes on RuNet.

The economy of trust: tools
and techniques for earning the
currency of the 21st century.
Reputation value is in the level
of trust gained by a brand, later
transformed in financial profit. We
witness today's economy of the
only currency which remains valid
when stock markets crash.

5PN Ogilvy

Andrey Barannikov is the CEO of
SPN Ogilvy (officesin Moscow, Kiev,
St Petersburg), with over 20 years’
practice in public relations. His ca-
reer started in a Swedish agency
and in 1999 he was Head of PR
Department & Deputy CEO of SPN
Granat Comms - it joined Ogilvy
Worldwide to become SPN Ogilvy
in 2005. Andrey has earned SABRE
(4 times), IPRA Golden World (2
times), RuMedia Manager, and Sil-
ver Archer (3 times). In 2007 he was
among the top 50 Professionals of
the 1000 Russian Executives rat-
ing by the Kommersant Publishing
House & Russian Managers Associ-
ation. He is VP of RASO - Russian RP
Association, and Member of IPRA.
He is Chair of the organizing com-
mittee for The Baltic PR Weekend,
the largest East-Europen event,
and Deputy Chair of PROBA-IPRA
GWA contest. He holds a degree
in History of India from St Peters-
burg’s Oriental Studies Faculty.

Economy progress trust

Swiss Internati onal

Swiss . .
International Air Llines (SWISS)

Air Lines

serves 72 destina-
fions in 39 coun-
fries all over the
world (as of win-
ter 2010/11) from
its Zurich hub and the further Swiss international air-
ports of Basel and Geneva with a fleet (as of winter
2010/2011) of 88 aircrafts. Switzerland’s airline em-
bodies typical Swiss values such as hospitality, qual-
ity in every detail and personal care: SWISS aims fo
make all its customers feel totally at home. SWISS is
committed on various fronts to the careful and sus-
tainable use of natural resources, and regards a re-
sponsible atftitude to the environment as an integral
part of its corporate culture. As part of the Lufthansa
Group and a member of Star Alliance, SWISS remains
frue to its mission of providing quality air services that
link Switzerland with Europe and the world. SWISS is
pleased to welcome you on board with typical Swiss
hospitality.

Trans-Arabian Creadtive

Communications (TRACCS)

is one of the largest pub-

lic relations networks in the

Trans-arabian creative communcatons - Middle EAst & North Africa

with over 200 professionals

covering 14 markets from of-

ficesin Jeddah, Riyadh, Dubai, Kuwait, Doha, Muscat,

Manama, Beirut, Amman, Damascus, Cairo, Tehran,

Tunis, Algeria, Casablancal A multiple award-winning

practice with headquarters in Dubai, TRACCS offers

a full range of sophisticated services to government,

corporate and multinational clients. TRACCS was

founded with the goal of building an indigenous Arab

PR industry across the region and is the only PR prac-

tice with firm and long-term commitment to nurturing
local talent in the PR field across the MENA region.

creat ivity on-top summit worldwide DAvos focusing

Davos Klosters is a pic-
D \/ furesque municipality
in the heart of Pratti-

gau- Davos within the

. K LOS T E R S Graubunden Can-
ton! Its world-famous

ski resort lies 150 km

from Zurich and only 10 km from Davos. The popular
mountain slopes can be reached via spacious cable
cars. An ideal place for winter-sports fans, Klosters is
also known as a favorite ski resort for Prince Charles -
one of the cable cars to Gotschnagrat top is named

“Prince of Wales". Klosters offers a captivating holiday
spirit and exceptionally welcoming places to stay. Its
ing nature and facilities all over the mountain area.
Davos also hosts one of the major annual summits for
Forum (WEF).
Webnewswire As-
sociation (WNW) is a
renowned news dis-
seminafion  agency
ranking number 2 in
It has an exclusive
tie-up with Hindustan
free and completely web-based. It provides a voice
for the common person, the media, various compa-
bring out content and reach a number of audiences.
Its news can be found among Gooogle News and
Technology, Lifestyle, Politics, Sports, and other areas.
It has set up a valuable presence across India to gen-
freelancers. WNW is easily accessible, simple to navi-
gate and user-firendly. It allows you to get a regular
your office, or on the move. The service carries over
110 media publications and welbsites use it largely as

proximity to Davos makes it well placed for explor-
political and business leaders — the World Economic

India, just behind PTI.

NEWSWIRE

Times. WNW is a totally
nies, institutions, and other organizations, in order to
other media sources. WNW covers Business, Crime,
erate high-quality updates, along with a network of
update, regardless of whether you are at home, in
a source.

Trans media Arabian

infor



The London
School of Pub-

L L S PR lic Relations and
Branding (LSPR)

London School of was  established
Public Relations in 1992 and is

now one of the
leading educational bodies offering training in Pub-
lic Relations, branding and reputation management.
Apart from functioning successfully onits London base
area, LSPR is one of the largest providers of PR training
worldwide, currently operating in 10 countries as part
of an international network of PR agencies and trade
bodies. Its courses are approved by the International
Association of Professional PR Trainers (IAPPRT) and
the School has a highly impressive client list. One of
our most popular courses is the PR professional Diplo-
ma course which runs during the evening, over three
months - entitled: An Integrated Approach to Public
Relations for the 21st Century.

EACRA was registered in
Nov'09 in Paris. Its mem-
bers from 8 EU countries
include: Assekurata As-
sekuranz Rating-Agentur
(DE), Axesor (ES), Cerved
Group (IT), Credit Rating
(UA), CRIF (IT), JCR Eurasia (TR), and PSR Rating (DE).
All members have different business models with a
high market share and enjoy a good reputation with
local investors. EACRA is a platform for cooperation
through which U-based CRAs can “meet regulatory
requirements fogether”, by finding synergies and get-
ting help for reducing costs of support activities, for
easier and more effective communication, and for
direct relation with regulators and supervisors, as well
as the whole financial community. EACRA values:
fransparency, cooperation, high quality standards,
time efficiency. These four constitute the core ele-
ments in an open business, with fransparency as a
key topic of the new EU legislation.

* * *

E AcrA

European Association of Credit Rating Agencies

mation school relations public Leader conduct
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= The Chamber of
@\ Public Relations

Z 0 (ZOJ) connects

businesses and
ZBORNICA ZA ODNOSE Z JAVNOSTMI

individual enfre-
preneurs in the
CHAMBER OF PUBLIC RELATIONS

PR field in Slo-
venia. Its main
goals are fo in-
crease credibility
and legitimacy
of the profession and to enforce quality service stan-
dards of agencies. Members of ZOJ are at the same
time members of the International Communications
Consultancy Organization, which allows them to ac-
cess knowledge, information, experience and profes-
sional programs of the key world's agencies.

The Institute of Pub-
lic Relations (IPR) is @
consulting company
which deals with pub-
lic relations,rendering
a wide range of ser-
vices in the sphere of
stfrategic communi-
cation. IPR has been carrying out its consulting activ-
ity since 1993. The Instfitute is based on the principals
of classical PR, based on honesty, confidence, re-
spect and full awareness. IPR is part of the Belarusian
PR Association (BPRA), a co-organizer of the National
Contest in the field of PR-development “PRemis”, a
co-organizer of the annual conference "PR-read-
ings”, and an initiator and committed inspirer of the
professional community of PR-specialists “PR-club™.
IPR cooperates with different Belarusian mass media,
CIS and EU countries, and carries on long-term edu-
cational projects with the University, the Academy of
Postdiploma Education and the Academy of Public
Administration under the aegis of the President of the
Republic of Belarus.

NSTI1T
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PR channel Frame

WORLD FORUM FOR COMMUNICATION TOP-MANAGERS

The Direct Marketing As-

sociation, India (DMAI)
DIRECT has been a forum for over
MARKETIN G 16 yesrs. [t fis me ff)tfrnder—

member o e Interno-
ASSOCIATION tional Federation of DM
Associations. DMAI publish-
es a well-received "Direct
Marketing Report” as well
as a “Marketing Directory”
and endorses DM events and services on its website
and Newsletter. DMAI operates under the guidance
of a managing board that comprises of industry lumi-
naries from India and abroad. Their members include
National and International firms engaged in various
DM activities. DMAI publishes reports on the Direct
Marketing Scene of India, thus giving an overview

on its aspects of development. The DM directory pro-
vides links to leading marketing decision makers.

= The Russian
' Russian Public Rela-

‘ Public Relations tions Associ-
Association ation (RASO)
was founded
in 1991 and now it is the leading professional asso-
ciation within the Russian PR. Founders of the Asso-
ciation are: the Union of Journalists, the Association
of advertising specialists, the Journalist Fund, the UN
Secretariat (New York, Department of Public Informa-
tion), the Chamber of Commerce and Industry, the
Russian Commodity Exchange, Moscow Produce
Exchange, The Embassy of The USSR in the USA, the
Department of Information of the Ministry of Foreign
Affairs, Moscow State University of Foreign Affairs, and
the Economic News Agency. At the moment RASO
comprises of 120 companies and 88 individual spe-
cialists. It has 12 regional representative offices and
4 departments. RASO's mission is to consolidate the
Russian PR-market.

avail able COMMS marketing Business Direct grow

The International - As-
sociation of Business
Communicators - (IABC)
is part of the Interna-

I - F tional  Association of
III‘IHE!EE‘III Business Communicators
(IABC), founded back
in 1970. Since then IABC
has been providing a professional network of more
than 15 000 business communication professionals in
over 80 counftries. The Russian chapter, established in
2001, aims at providing best services, activities, and
networking opportunities, in order to help business
people and communication experts achieve profes-
sional excellence and drive the success of their orga-
nizations through effective communication strategies
and practices.

SPEM Communica-
SPEM tion Group is a leading
agency specialized in
KOMUNlKA(USKA counseling and imple-
SKUPINA menting activities of
strategic communicao-
fions, public relations, public affairs, market research
and education in the region of SE Europe. Its offices
are located in: Slovenia (Maribor, Ljubljana), Croatia
(Zagreb), Belgium (Brussels) and Bosnia and Herze-
govina (Sargjevo, Travnik). Since its establishment in
1986, SPEM asssisted 1117 subscribers from 21 countries
in the fields of public relations, public affairs, media
relatfions, crisis communicating, corporate commu-
nicating, financial PR, internal relations, and brand
management. SPEM experts do not merely specialize
in their area of expertise, but also devote fime and
energy to various business sectors, as well as to the
market and social environment in which their clients
operate.

IABC aoffairs chapter

develop



The Armenian Pub-
lic Relations Asso-
ciation (APRA) was

established in 2002
registered in 2003 by a group of communicators, work-
ing at various government agencies, NGOs and busi-
ness organizations. It has carried out multiple projects,
targeting the governmental and private sector, and
currently unites 40 PR professionals. APRA is a mem-
ber of Yerevan Chamber of Trade & Commerce and
Member of the Government Anficorruption Strategy
Implementation NGO Monitoring Group. Its mission is
to build a democratic Armenia via communication
and open dialogue. This goal is achievable with: 1.
Promotion of fruitful cooperation between various
participants in the info-exchange; 2. Creation of in-
dependent info-provision as regards the state, the
private business, and the third sector and securing
public awareness to influence and conftrol their work;
3. Institutionalization of professional PR education.
APRA sees its duty in ensuring that Armenian citizens,
wherever they may be, receive the standard of ser-
vice, rights and protection that justice and ethical PR
demand.

Integrating

0...:00.E Commu_
H nications
444 - ICCG,

is  Russia’s
largest company specializing in strategic communi-
cations and legal consultancy services in the area of
business and politics. The large analytical support for
the company is secured via cooperation with leading
research centers and top universities. Among them
are: MSU, MGIMO, HSE, SUM, RAPA, RAS Institute of
Psychology., RAE Psychological Institute, the Center
for Strategic Studies, and the Siberian Branch of RAS.

ment action MeMMDETrS control Associate featuring
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Social Media Con-
ference is the main
event for the mar-
a'1’(a ket of social media
communications. It
is the greatest base
for intensive inferchange of experience between the
market players: clients, executives, representatives of
social networks. SMC has already taken place in USA,
France, and Germany, and now it's in Russia. It has
been organized by eMarka Company on November
25, 2010 in Moscow. Members of huge companies,
managers of important agencies, well-known experts
and government reps shared their experience. There
were over 25 speakers and 200 delegates from all
over the Russia. SMC was appreciated by the audi-
ence since it created opportunity for getting exclusive
first-hnand information from social media companies,
striking up business acquaintances, contacting with
reliable contractors, and raising the level of profes-
sional skills. The event is infended as annual, hosted
by Moscow and St Petersburg.

m INTERNATIONAL ASSOCIATION |JABC Nether-
OF BUSINESS COMMUNICATORS  |gnds is part
of the Inter-

NETHERLANDS national As-

sociation of
Business Communicators (IABC) - an infernational or-
ganisation with chapters around the world, linking 15
000 professionals who practice business communica-
fions as careers. The Dutch chapter was established
in November 2007 and in the first year saw a growth
of over 60 %. The chapter currently has 59 members
of which 28 individual members, 5 student members
and 26 corporate members. In addition, its mailing
lists consist of over 200 communication professionals.

inter Offline change

Communi-
cate Maga-
zine is the
market-lead-
ing monthly corporate communications magazine. It
is, effectively, ‘the single voice for stakeholder rela-
fions’, and its focus is on how organisations engage
with their stakeholders: the press, investors, employ-
ees, regulators, the supply chain and the communi-
fies in which they operate. As such, Communicate
covers corporate comms, reputation management,
branding and rebranding, PR, IR, internal comms,
CSR, crisis comms and public affairs. Communicate
has a monthly circulation of 10,000, and is read by
in-house communications departments in the pri-
vate and public sectors as well as brand agencies,
communications consultancies and service providers
across the UK.

Communicate

PRFrame is a Free
Toolbar for PR pros
which can save
fime and simplify
everyday PR activi-
fies. PRFrame con-
tains  professional
links segmented by categories (Media, Monitoring
tools for Traditional and Digital Media, PR Wires for
press release distribution, PR awards and Professional
Organizations), updates of PR News and Events, and
Montoring tools (Google PageRank that enables
you to analyze the popularity of visited web pages
for SEO, and integrated panel of Google BlogSearch
to monitor blog environment for a particular topic or
company). PRFrame is available for free download
on www.prframe.com.

corpo rate chain marketers'’ supply Digest feafure

The Russian News & Informa-
tion Agency - RIA Novosti is

_
Russia’s leading news agen-

RIANOVOST]I cv in terms of multimedia

technologies, website audi-
ence reach and quots by the Russian media. It offers
an integrated multimedia newsroom and a vast net-
work covering over 45 countries. The Russian regions
allow RIA Novosti to deliver fo the end user news and
information in all formats, including video, animated
infographics, and cartoons in 14 languages. RIA No-
vosti specializes in creating tailored interactive news
& information services for mobile operators and con-
tent providers. RIA Novosti combines media expertise
with innovative technologies to effectively reach its
audience of millions.

PR-JOURNAL is the
P R most comprehensive,
web-based news and
media service for the
PR industry in the Ger-
man market. PR-JOURNAL is the leading web portal
for German PR professionals, with more than 4 000
visits daily and over 14 000 subscribers for the week-
ly newsletter. For the past ten years, the journal has
been providing the local PR community with the lat-
est news of the industry and an extensive database
of PR agencies and service companies. It has more
than 4 000 twitter followers and a growing facebook
community.

R Marketer's Digest

5 . magazine is the
Marketer's DIgESt first Russian online
magazine for mar-
keters, released in pdf format and sent for free via e-
mails on monthly basis. The number of subscribers to
its publications is approaching 2 000. It is created by
professionals from all over Russia and the CIS coun-
tries. In addition to reading MD you can make up your
own issue —readers can take part in the creation! You
are invited to share experience with your Russian col-
leagues. Join the proactive community of marketers:
together, we can change the world!

inter section change

posit
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C4F AWARD
Communication 4 Future

The award is to be given to individuals with major influence on the improvement of communications
and contribution for the newest trends in the development of the communication industry.

The annual award is positioned within 4 nomination categories:

Due to be given fo
the blogger who uses
best efforts in promoft-
ing transparency, au-
thenticity, and human-
itarian  values, while

" tackling the future of
communications.

Due fo be given fo the
corporate manager who
has developed the most
effective corporate com-
munications frends am- ¥
ing af partnerships, frans-
parency, openness, and ‘W
a genuine ecologically-

fiendly environment. i e

/

_‘L-n.-
Due to be given to %
the manager or de- # -
in the area of new EM< signer who has creat- ‘\"r"’
media, internet, and ed the best innovative
V. ey} -._ -~ brand and/or image.

Due fo be given to
the most efficient me-
dia manager working

’

}
!

You see the future -
the world sees you!

C4F NOMINEES

media of the future

[ ]
Svetlana Mironyuk
RIA Novosti, Editor-in Chief
for reviving an old soviet news agency and transforming it info an

information leader in contemporary Russia

John Funnell

MeetTheBoss TV, Head of Communications
for creating a worthy example of an Internet TV-channel of the future

Gary Thuerk

father of e-marketing

for creating a whole new type of mass media

relations of the future

Yannis Freris

Gefyra, Head of Communications

Diane McEachern

Big Green Purse, founder and CEO

for giving us a tangible tool for making the world better

Paull Youn

charity: water, Director of%gi’rcl Engagement

for a fresh approach to eternal values

for the bridge connecting the corporate image with the society benefit
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image of the future

Alexey Kostarev

i-Jet Media,

for developing the a future full of child’s happiness

Scott Fahiman

Research Professor in Carnegie Mellon’s School of Computer Science, father of :-)

for one of the most cheerful and and useful images of the future

Diane McEarchern

BigGreenPurse, founder and CEO

for designing an essential part of the future woman's image

titan of the future

Liz Strauss

successful-blog.com

for establishing successful long-lasting relationships in a changeable world

Evgeny Kozlov

Meridian Group, @ekozlov

for broadening the mind of 80.000 followers

Peter Hogenkamp

BlogWerk, founder and ex-CEO

the future woman's image

Founded in 2000, the world’s largest awards competition for
the public relations industry — the SABRE Awards - celebrates
PR campaigns that demonstrate the highest levels of creativ-
ity, integrity and effectiveness. The record number of entries

for the EMEA region reflects 2010 as a year of incredibly cre-
SABRE ative PR work: really strong digital and social media PR, im-
pressive corporate reputation management, social responsi-

bility, and issues management campaigns.
Awar S “The Holmes Report” publication has announced the finalists
for its 2011 EMEA Consultancy of the Year awards. The win-
ners will be presented with their trophies at the annual awards dinner, which to be held in
Prague in May. The phenomenal line-up of judges includes representatives of HP, Micro-
soft, Philips, Renault Nissaon, Sony, Toyota, Manchester United FC, and leaders of leading

global and local PR consultancies.

http://www.holmesreport.com/sabreblog/
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http://twitter.com/comm_on_top
http://www.facebook.com/pages/Communication-on-Top-Davos/100275280041320
http://www.youtube.com/user/forumdavoscom

http://www linkedin.com/groupsehome=_&gid=2252687
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. Top Communication GmbH
Kollergasse 6-8, 1030 Wien
+43 699 171 83177

Call center: +41 435 000 683 ext.219
+359 565 305 12

Skype: top.communication.gmbh
E-mail: office@forumdavos.com

www.forumdavos.com




