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Lead

Strategic International in 2014 is celebrating 30
years in business and in the following pages pays
tribute to the art of strategy. But what is strategy?
Strategy is an attempt to alter a company's strength
relative to that of its competitors in the most efficient
way. Basically its a problem solving mental process .
As aresult, great strategies are originated in insights
that are beyond the reach of conscious analysis. But to
make it simple, and according to leading experts, it
starts with a belief that you need to “diagnose.” You
need to form a point of view on why you make money.
Then you need to form a point of view on the future,
what it’s called “forecast.” You then need to come up
with some genuine options as to what you might do to
create value. It’s called “search.”

You've got to then choose a strategy, and often a real
choice requires you to have a choice between
alternatives. And then finally you have to commit.
And this last step it’s called “finishing the strategy.”

No one needs to be reminded that we live in
increasingly turbulent times. New and enduring
economic, social and environmental challenges grow
more visible and urgent by the day. New ideas and
emerging technologies make it possible to do things
that weren't possible before.

As always, our mission is to help leaders to achieve
sustainable solutions in three core areas: Branding,
Sustainability and Advocacy, by combining a great
legacy with the creative forces of innovation and the
value of collaboration.



Branding

LOVE AFFAIRS
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Long before the crisis, a number of studies showed a growing lack of trust in business
and their leaders. For example, only % of the public trust them. Further on, brand
importance goes also steadily down. For example, brand loyalty today is only 9%, from
40% some years ago. The crisis also showed that the notion of “Powerless State” is a
myth. Society is now pressing harder for a new “corporate social contract “ and the new
issues for the businesses are endless, including: regulation, environment, unions,
privacy, safety, off shoring, civil society, governments as owners, consumer activists,
NGOs and others. How modern corporations and brands could respond to these
strategic and organizational challenges, beyond simplistic CSR, “Green Wash” practices
and the recently invented by brands concept of “social missions in the supermarket
shelf" ?

To build a successful communications activity in our times of “The Economics of
Emotion” that people are exposed to thousands of messages every day, you need much
more than a campaign. Obviously, you have to capitalise on a solid foundation of
performance, innovation, reputation and honesty. But still, this is not enough. In order
to really move ideas, shape images and change perceptions and attitudes, you must “go
the extra mile”: to win hearts by attraction and build enduring emotional connections
with the audiences. Focus now is not only to inform but also to build loyal and fulfilling
relationships with three main audiences: consumers, policy makers and stakeholders.

But advertising as we know it has come to an end. The new principles that can guide
the shift from the Old World Order to the New World Order, include: From Integrated to
Connected, From Brand Story to People Story, From 360 to 365, From Media Disruption
to Business Invention.

Also of great importance for a business is the reputation capital, ie the sum of the
value of all corporate intangible assets, which include: business processes, patents,
trademarks; reputations for ethics and integrity; quality, safety, sustainability, security,
etc - is a critical asset that ensures long-term competitive advantages.

Reputation is a corporate asset that can be managed, accumulated and traded in for
trust, a premium price for goods and services offered, a stronger willingness among
shareholders to hold on to shares in times of crisis, or a stronger readiness to invest in
the company’s stock. Studies suggest that CSR, a major element of the reputation capital,
is no longer optional, and companies need to begin thinking of themselves as corporate
citizens.






Sustainability

SOCIAL AFFAIRS
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Sustainability is an honest attempt to create positive social, environmental, and
economic impacts through transparent organizational and sustainable performance.
A strategic approach to sustainability could be based on a holistic view of
Prosperity, People and Planet (the 3Ps). A sustainable organisation balances and
integrates the 3Ps into business decisions, strategies and processes to help add
more value for all stakeholders. And sustainability (CSR) consulting, coaching and
reporting could provide real benefits to all major companies in our times

Prosperity

By generating Prosperity, an organisation can continue to attract investors, leverage
growth opportunities and can invest more in processes, people and the
communities in which operates and at the same time maintains a competitive global
advantage.

People

Creating a safe, healthy workplace for People in which diversity is

encouraged and valued, and people are provided with ongoing development
opportunities. Active corporate citizenship programmes relevant to the needs of the
communities where a company operates ensure the socio-economic development
within these communities.

Planet

Caring for the Planet with cleaner, more efficient manufacturing and waste
beneficiation processes, we can produce more with less — an approach which has
obvious economic benefits. This approach involves reducing the energy intensity of
any business and reducing the associated greenhouse gas emissions across the full
supply chain.
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Advocacy

PUBLIC AFFAIRS
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A coherent activity for the provision of information to policy makers can help move
global agendas, change attitudes, shape images, and expand the influence of
organizations and ideas.

Dealings with policy makers at every level — local, regional, national, and
international — and to ensure that they are informed when legislators, the media,
NGO’s, consumer associations, and the public focus on issues that affect business, is
today of paramount importance.

Issues and advocacy communications, including messages in the Media to influence
a debate or to manage an issue, represent a great challenge in today’s business
environment.

Brussels obviously is the focal point for European public affairs. The place to move
political agendas, change attitudes, shape minds and expand the influence of
organisations and ideas. And advocacy campaigns for corporations, governments,
trade associations, coalitions, and non-profit organisations in Europe and
internationally, is a daily routine in the capital of the EU.

Integrated public affairs topics in the EU capital usually include:
Environment and Sustainability

Energy and Climate Change

Transport and Security

Corporate Social Responsibility

Food and Consumer Policy

Technology and Telecommunications
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Think

For almost thirty years the company maintains a
research arm focusing on the latest thinking to
develop a deeper understanding of the evolving
business and economic realities in order to provide
leaders in the commercial, public, and social sectors
with the facts and insights on which to base
management and policy decisions.

Led by strategist, futurist, speaker and author Costas
Kataras, a team of experts and advisors are producing
and sharing intellectual capital amongst thought
leaders, corporate thinkers and knowledge seekers.

Over the past 30 years he has advised many global
corporations (i.e. APPLE, IBM, HEWLETT-
PACKARD, SIEMENS, PFIZER, and UNILEVER),
International Organizations (i.e. EUROPEAN
COMMISSION, NATO), Governments and NGO’s in
many different countries.
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Research and Academia

For almost three decades work focuses on data-driven and research-based insights,
forecasts and scenario analysis that drive the 21st century and our networked
world. The company works also closely with academic and other research centers,
leading global consultancies and ‘think tanks’.

Indicative current research areas include: Decoding the Business Genome and
corporate / brand agility, the Origins of the Moral and Immoral Corporation and
new species in the business ecosystem, Strategizing Under Complexity / Chaos and
the “Nice Way” business strategy connection to national Well-Being / Happiness
levels.
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Books and Writing

Costas published two books which had a major impact in the global business
community. In his latest book , “Nice Capitalism- A Secret Journey to the Death of
the Arrogant Brand” , he traces the secret correlations of “Nice Brands”, “Nice
Capitalism” and “Happy Nations”, and reveals why the European economic model
with it’s “Human Ethos” is surpassing America.

Costas is revealing the secret relationship of people and their psyche with brands,
and uses brands as a prism for the identification of emerging mega trends in the

meta- globalization economy.
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Speaking and Lecturing

For the past thirty years Costas has been advising leading companies and
organizations on strategic issues. Today, focuses his efforts and time on developing
new ideas about how organizations are influenced by changes in the lethal triangle:

Technology, Complexity and Society.

Through a holistic approach he provides new thinking utilizing many original ideas
stemming from such diverse sciences and cognitive domains such as :
mathematics, games theory , physics , complexity , chaos, statistics, biology,
artificial intelligence, psychology, neurology and psychoanalysis.

He also is lecturing in colleges, universities and business / MBA schools.
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