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The 1st edition of CIBECOM (Ibero-American Summit for Strategic Communication),
marks the beginning point of a long-term journey, but also a long-awaited initiative
to share knowledge and good practices about the management of communication
and other intangible assets.
The initiative, celebrated in Miami in April 2017, was organised by FUNDACOM,
a foundation created by influential associations and professionals in the
communication sector from Argentina, Brazil, Chile, Colombia, USA, Spain, Mexico,
Portugal, Uruguay and Dominican Republic. It aspires to become an unmissable
event to discuss and be aware of the main emerging trends on this issue.
FUNDACOM a foundation to promote communication in Spanish and Portuguese
around the world, together with Corporate Excellence – Centre for Reputation
Leadership as knowledge partner, presents the main ideas and key learnings
shared during the CIBECOM’s first issue by over 250 professionals and 47 speakers,
all of them global experts in their fields.
This report is structured according CIBECOM’s topic areas: reputation,
sustainability, and transparency, crucial subjects for the present and future of
organisations and, also, our society. It can be seen as a shared, collaborative, and
co-created report, done by every person that has made CIBECOM possible.
The ideas collected in this document prove that communication is only valuable
when it triggers positive behaviours and attitudes from stakeholders towards
organisations —to invest, advocate, buy, work, etc.—, which directly helps to
achieve strategic and business goals. We are in an age of significant changes
that requires new leaders to be able to read social context and act as enablers or
meetings points between what happens outside and inside the company, always
keeping in mind the dynamic with their stakeholders.
The experts at CIBECOM underscored, once again, the decisive function that
communication managers serve in organisations as well as their strategic
importance to bring out all tangible and intangible capitals that exist in the
organisation. All assistants agreed to admit the central role that corporate
reputation and reputation risks are taking in the corporate agenda and how
excellent management of intangible assets creates, economical, social and
environmental value.
The summit confirmed that the challenges that communication professionals face
are the same on both sides of the Atlantic, but they are not the only thing we
share. Because “united we stand”, it was necessary to create an Ibero-American
initiative like this one to accelerate the transformation that organisations and
institutions need.
As managers of intangible assets we are called to be catalysts for this big change
and promote transformative leadership. We have the chance to build the world
we all want through the excellent management of our organisations. Let’s lead
the transformation.

MONTSERRAT TARRÉS
FUNDACOM Chairperson
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INTRODUCTION

COMMUNICATION, A STRATEGIC DISCIPLINE

The strategic role of communications has been proven at CIBECOM, the first Ibero-American Summit
about Strategic Communication. All assistants agreed that communication is a crucial tool to influence
the opinions and attitudes of the different stakeholders and trigger value behaviours. Communications allow organisations to profit from all the value that would otherwise be hidden. Intangible asset
managers have the opportunity and obligation to align what is said with what is done and to help
organisations be consistent with their promises, commitments and actions, because “everything communicates” and what people say about us shapes reality.

THE POWER OF
COMMUNICATION LIES IN
ITS ABILITY TO INFLUENCE
ATTITUDES AND GENERATE
VALUE BEHAVIOURS

Some experts claim that we are still in the Stone Age
with regards to communication management. We are in
an unprecedented moment in the history of corporate
communication, but there are still big changes to come.
According to most experts, and quoting Gladwell’s, we
are at a tipping point, which makes now a great time to
take the lead in this profession.

One-way vertical communication is no longer the norm; the irruption of new technologies and social
media has drastically transformed the way we communicate and relate with other individuals and organisations. Immediacy and the possibility of real-time interaction —of being permanently connected
and triggering massive responses and behaviours through social media—have certainly changed the
rules of the game. Nowadays everyone can generate content. As shown in 2017 Edelman Trust Barometer, the traditional pyramid of influence has been up-ended.
In the past, influence rested in the hands of a few who had the authority, but today it decidedly lies
in the mass population. Communication today is much more horizontal. There is a growing lack of
trust in corporate leaders and “a person like yourself” is now as credible of a source for information
as a technical or academic expert, implying that the primary axis of communications is now horizontal
or peer-to-peer, evidence of dispersion of authority to friends and family. In the current information
environment, stakeholders are connected to each other, and customer touch-points are diversified
through multiple channels and digital platforms.
Furthermore, we are also in the communication environment, where objective facts are less influential in shaping public opinion than fake news: highly emotional messages or information that
appeal to personal belief, and in many cases, to personal prejudices. “Post-truth” (word of the year
2016 according to Oxford Dictionaries) was also a matter of debate during the summit, as it reflects
the radical change in communication, and the high risk involved in the way we now consume and
perceive information.
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Peers are now as credible as experts
Percent who rate each spokesperson as extremely/very credible, and
change from 2016 to 2017
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enough of
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Y-to-Y Change

CEO credibility decreased the
most, dropping to an all-time low
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Source: Edelman Trust Barometer, 2017

In this new context, defining a unique corporate purpose that hinges organisations upon shared values
is increasingly more relevant, as it constitutes a powerful way to build valuable connections that enhance relational capital with stakeholders. Experts claim that the key to success in communication lies in:
• Being authentic and anchored in the corporate purpose.
• Being coherent with the decisions and actions taken.
• Generating engagement.
• Promoting conversation, which implies listening and dialogue.
• Staying ahead to better prevent and mitigate possible reputation crisis.
• Using clear methods and protocols of action, broadcasting, speakers, etc.
• Being agile, flexible and fast to answer all important stakeholders.

FORCES OF CHANGE IN COMMUNICATION
SPEED - TRANSPARENCY - COLLABORATION
INFLUENCE - SOCIAL AWARENESS

Without communication it is impossible to create value. However, as Teresa Mañueco (CEPSA) explained, to be effective, communication needs to be completely linked to the corporate strategy and
global vision or purpose. But communication can only be considered strategic when it is part of the
decision-making processes and placed in top level management of the organisation. Although there is
still a long way to go, as suggested by José Ramón Pin (Emeritus Professor of IESE Business School),
the number of communication managers actively participating in the decision-making processes is increasing. Pin, corporate strategy and management expertise, ensures that communication is crucial to:
• Design the strategy.
• Implement the strategy.
• Reinforce the strategy.
• Tack the strategy.
• Provide value to the company.
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According to Pin, without communication —and its implications in terms of active listening and dialogue—
it is impossible to define a corporate strategy. The communication area needs to help shield corporate
reputation, protecting it and generating value. Likewise, it has to be able to develop intelligent listening of
the social and geopolitical context to be able to anticipate possible opportunities or risks, and voice the
expectations of all groups of stakeholders. Instead of assuming a proactive role, the CCO usually holds
a rather reactive role, that comes into play when the organisation is facing an already existing problem.
However, as we saw during CIBECOM, CEOs are beginning to demand that communication professionals
reinforce their active listening systems. Nowadays, the communication department is better equipped to
capture what stakeholders say and expect from the company without third party intermediation.
Communication managers need to be able to provide strategic
advice to top level management in order to prevent risks and
anticipate business opportunities. To Pin, this area should be
transversal and facilitate connections between the different departments and functions within the organisation, and it needs
to be part of the main power group. To do so, new skills and
knowledge are needed to strengthen the role of CCOs. In addition to actively listening and delivering effective messages, a
good CCO also needs financial knowledge and a clear understanding of the business and industry where it operates. The
José Ramón Pin
IESE Business School
Latin American Communication Monitor 2016-2017 points out
these skills as the most needed, together with human resources abilities. The research is the wider study
made on this subject in Latin America and was first introduced at CIBECOM by Ángeles Moreno (Executive
Director at EUPRERA) and Juan Carlos Molleda (Institute for Public Relations and University of Oregon).

“THE FUTURE OF
COMMUNICATION
PROFESSIONALS
DEPENDS ON THE VALUE
THEY ADD TO THE
GOVERNING BODIES OF
COMPANIES”

Therefore, the CCO must know the depths of governing and management bodies, financial and budgetary implications and demonstrate technical knowledge in social intelligence, reputation and reputation risk management, stakeholder engagement, etc. Pin also claimed that the strategic importance
of this role shall be determined by the extra value that this function provides to the governing and
management bodies in the company.
The Global Director of Corporate Social Responsibility at CEMEX, Martha Herrera, stated that organisations need, more than ever, to improve their internal structures to be able to manage key intangible
assets —such as communication, reputation or corporate brand— in an integrated and excellent manner. The current environment also requires new leadership profiles, and everything suggests that the
CCO will be assuming this task.
Personal skills of Communication professionals
Strategic positioning

73.9%

People and group leadership

73.8%

Relationship management

3.97%
4.00%
3.85%

68.6%

Control

59.9%

3.64%

Information management

59.4%

3.65%

Structures and process

3.61%

55.2%

Activity plan

3.46%

52.4%

Human Resource management

3.33%

47.1%

Financial Management

3.19%

43.1%

(1) Low
Highly capable communication professionals (range 4-5)

(3)

(5) High
Average score of capabilities (range 1-5)

Source: Latin American Communication Monitor, 2017
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WHAT DO CEOS REQUIRE FROM CCOS?

• To work together with business
executives.
• Thoroughly understand the
context and industry where the
company operates.
• Respond to technological
revolution: proactive
management of multiple
channels and real-time response
to broader and more diverse
audiences.
• Reinforce active listening and social
intelligence systems to know what
is said, thought and expected from
us (permanent and structured
monitoring of social trends) to react
in an efficient way.

• Build and sustain favourable
and long-term relationships
with the main stakeholders,
through an open bidirectional
dialogue.
• Consolidate the insights
offered by the management of
reputation and communication
as the way to set processes of
on-going improvement.
• Demonstrate and stress
reputation’s direct impact on
the business.
• Integrate corporate
sustainability, responsibility
and ethics within the business
management strategy.

• Implement solid systems to track
the opinions of our stakeholders,
both internal and external.

According to the findings in the mentioned Latin American Communication Monitor 2016-2017, which
includes the answers of 2,295 professionals in 18 countries, an excellent communication department
must have the adequate structure to assume, effectively and efficiently, this new leadership. The most
established approaches to face this challenge include quality management, process re-engineering
and business excellence models.
• Their function is aligned and integrated within the top management of the organisation.
• They are pioneers in big data implementation, and the use of algorithm tools.
• They have more advanced strategies to manage influencers.
• They work with the professionals most qualified in social media, and business management.
• They spend less time on operational communication and dedicate more space to strategic
activities.
• They support senior management through coaching, which is increasingly spreading to other
employees outside of executive roles.
• They invest more in training professionals on the team.
In Latin America, according to Moreno and Molleda, only 17% of communication departments can be
considered excellent, in compliance with the above-mentioned requirements.
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Excellent communication departments

Inﬂuence as advisors
1.7% 2.5% 8.7%

15.0%

24.2%

not seriously (1)

25.6%

(2)

(3)

(4)

Excellent
communication
departments

22.3%

(5)

(6)

Very seriously (7)

(5)

(6)

16.8%

Executive inﬂuence
3.0% 4.5% 6.2%

12.6%

18.9%

24.3%

Never (1)

(2)

30.4%

(3)

(4)

Always (7)

Success
2.2% 3.4% 8.1%

22.0%

32.8%

Not successful (1)

(2)

(3)

21.2%

(4)

(5)

(6)

Other
communication
departments

10.3%

Very successful (7)

83.2%

Competence
1.9% 4.1% 8.1%

19.5%

30.0%

Much worse (1)

(2)

22.5%

(3)

(4)

(5)

(6)

14.0%

Much better (7)

Source: Latin American Communication Monitor, 2017

Great professionals and experts, such as Jaume Giró, Martha Herrera, José Antonio Llorente, Juan
Manuel Mora, Fernando Prado, Daniel Tisch, Teresa Mañueco, or Ángel Alloza, among others, stated
that all the drastic changes that communication is facing are determined by the evolution of the importance of intangible assets in the total value of companies. Over the past years, the weight of intangible
assets has largely increased, and now accounts for about 50% of the total value of a company, reaching
80% in some industries like technology, entertainment or advertisement. To create value and be successful, firms need to
AN EXCELLENT
carry out excellent management of their intangible assets. For
MANAGEMENT OF
this reason, communication plays a decisive role as a major
INTANGIBLE ASSETS
lever for bringing out the intangible capitals that are hidden in
IS ESSENTIAL TO
an organisation. In this sense, César Cernuda, CEO at MicroCREATE VALUE AND BE
soft in Latin America, claimed that communication could be
considered “the cement that joints all dimensions and capitals
SUCCESSFUL
that constitute an organisation”.
The rise of the intangible economy
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Communication, thus, helps build a good reputation, but doesn’t work in isolation. It needs to be
coupled with an excellent performance to get the recognition of all stakeholders, and influence their
behaviours and opinions towards the company. Therefore, the way to achieve a good reputation —
which is already one of the most promising non-financial indicators for business management— involves being exemplary in communication and performance, always keeping in mind the boundaries
of reputation in the social context and industry where the company operates.
In one way or another, all speakers agreed on the powerful value of reputation, and the formula to gain
a good reputation even became the leitmotiv of the summit. Nowadays, as Ángel Alloza, CEO Corporate
Excellence, stated, to guarantee the sustainability of any business project, it is necessary to lead by
reputation, by the recognition of others, or, in other words, by the feelings of admiration, trust, esteem
or respect that an organisation, country or even a person evokes in their stakeholders.
Focusing on what is important for our stakeholders

It is important to improve
what we do and manage
the reputational risk

COMMUNICATION

Risks

+

It is neccessary to develop
communication´s actions
to highlight the value of
what has been done

Opportunities

-

+

DO WHAT IS RELEVANT
Source: Fombrun, 1996; Alloza, 2016

The Ibero-American Summit for Strategic Communication has proven that organisations that communicate but don’t behave as expected by their stakeholders build an “image” rather than a reputation, therefore being more fragile in a crisis situation. On the other side, companies with exceptional
behaviour that don’t communicate it enough, are missing the potential of doing things right and influence the emotions and attitudes of their stakeholders.
This means that the ideal position to build a positive reputation is to say what is done and do what
is said, targeting that “doing” on what is more relevant for our stakeholders. Organisations, but also
countries, governments and leaders must keep in mind that if what they say is not aligned with reality,
they will be triggering unfavourable behaviours and consequently losing legitimacy and credibility.
Social legitimation is one of the biggest challenges that companies and institutions face nowadays. The
crisis of trust affecting all institutions, in line with the findings of Edelman Trust Barometer, was also
a hot topic, as well as the need to restore trust by doing things right and communicating them at the
same time. Reputation management is, thus, a fundamental tool to reach this goal, because, as the
speakers stated, there is a direct link between reputation and value behaviours, such as buying, advocating, paying a premium, sharing positive opinions or standing up for a company.
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This general disaffection that society is feeling towards companies
requires of specific processes to align what they say with their actions. Most people wouldn’t care if 74% of the brands they use just
DISAPPEARED”
disappeared, as shown in the study Meaningful Brands by Havas Media. Thus, and according to experts like Sergi Guillot, CEO of Acceso;
Meaningful Brands 2017
Martha Herrera, Global Director of Corporate Social Responsibility
at CEMEX and Paulo Marinho, Head of Corporate Communication at Itaú Unibanco Holding, companies
need to occupy that significant area, and generate a positive impact on the life of their stakeholders. According to the mentioned research, 75% of us feel that brands should make more of a contribution to our
quality of life and well-being, but feel that only 40% of brands actually do so. Guillot stated that the brands
that are aware of this are already working on improving their social and relational capital to establish
meaningful and lasting connections with consumers. He reminded that 75 % of citizens in the current context consider companies the main agents of change, more so than Governments (35%) and NGOs (19%).
“MOST PEOPLE WOULDN’T
CARE IF 74% OF THE BRANDS

Trust in institutions declines
Percent trust in the four institutions of government, business, media and
NGOs, 2016 vs. 2017

Trusted

Neutral
50%

Distrusted

2016

2017

Two of four institutions distrusted

55

53

53

52

48

43

42

41

-2

-1

-5

-1

NGOs

Business

Media

Government

Source: 2017 Edelman Trust Barometer

However, despite the great opportunity to promote the role of corporate leaders by underscoring their
social commitment, there are also big challenges ahead. As stated by Juan Iramain, Head of Public
and Government Affairs at Citi Latinoamérica, we should remember that citizens increasingly demand
more regulation, and although companies are the second most trusted institution, there are many
industries —such as the financial— that aren’t so well positioned.
According to the experts, being —behaving, delivering positive realities— and meeting the expectations
of key stakeholders with transformation plans, behaviours and experiences aligned with the commitment of the company in all action fields is not enough. Communication and reputation are inextricably
linked: we need to communicate to gain a good reputation. It is fundamental to guarantee a balance to
be successful and gain and maintain a solid reputation over time. Experts explained this premise with
the following formula: corporate performance (what the company does and the quality of its products
and services) multiplies by an excellent communication management and divides by the social context
where the company operates.
Reputation formula

EXCELLENT PERFORMANCE

X

EXCELLENT COMMUNICATION

SOCIAL CONTEXT

=

REPUTATION

Source: Van Riel, 2012: 24
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COMMUNICATION STRATEGY FOR PANAMA CANAL HAS BECOME AN
INTERNATIONAL SUCCESS STORY

The global communication strategy
designed by Sacyr together with
Llorente&Cuenca to build the Panama
Canal was introduced as a success case
in this field. The campaign, awarded the
Best Global Communications Strategy
Fundacom 2017, proves the key role
of communication in influencing the
perceptions of stakeholders, triggering
favourable attitudes and placing value on
the corporate reality.

Edwin Cabrera, Director at Radio
Panamá, and Javier Rosado, Partner
and Manager at Llorente & Cuenca in the
country, looked into the success factors:
active listening to meet stakeholders’
demands and expectations, internal
alignment to convey a coherent
message, emphasis on the actions
taken by the company to recover social
legitimacy, and reputation management
with a long-term approach.

KEY WORDS
CRISIS OF TRUST

RELEVANCE

POST-TRUTH

CCO

REPUTATION ECONOMY

INTANGIBLE ASSETS MANAGEMENT

REVERSAL OF INFLUENCE

SOCIAL LEGITIMACY

STRATEGY
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TOP 20 LEARNINGS (+ 1)

TOP 20 LEARNINGS (+ 1)
01

We are immersed in the reputation and intangible economy, where the opinions towards a
company influence the perception of stakeholders, who, in turn, unleash valuable behaviours
and attitudes. Over the past few years, the importance of intangible capitals to generate future
incomes and protect strategic risks has grown dramatically.

02

Reputation is a “must have” asset that can create or destroy value in any organisation, institution, or country. The growing interest in reputation is due to the direct impact that it has on the
business.

03

Communication is a crucial tool to influence the opinions and attitudes of the different stakeholders and trigger value behaviours. “Everything communicates” and what people say about
us shapes reality. To be effective, communication needs to be completely linked to the corporate strategy and global vision or purpose, although it can only be considered strategic when
it is part of the decision-making processes and placed in top level management of the organisation.

04

The area of Communication should be transversal and facilitate connections between the different departments and functions within the organisation, and it needs to be part of the main
power group. Organisations need to improve their internal structures to be able to manage key
intangible assets. The current environment also requires new leadership profiles, and everything
suggests that the CCO will be assuming this task.

05

Greenwashing information and communicating the actions with the sole intention of advertising
the company, when there are not actual facts to support the information is counterproductive in
the hyper-transparency age. Actions and communication must be totally aligned.

06

Corporate transparency essentially refers to organisations’ obligation to permanently report on
the commitments they have made. Radical transparency claims responsibility and obliges companies to strengthen their relations and information policies regarding their stakeholders.

07

Only through active listening of our stakeholders that we could activate action and improvement
plans with a truly positive impact on value creation and protection. Big data is the definitive tool
in helping companies to make it possible.

08

Sustainability as a management strategy presents huge growing and innovation opportunities
that drive unique solutions and guarantee the long-term. CEOs are increasingly aware of the
importance and value of sustainability and see it as the central axis to generate profit. Currently,
the UN SDGs (United Nations Sustainable Development Goals) configure the sustainable agenda
for 2030 to generate long-term shared value.

09

Introducing sustainability in business strategy means integrating it in all the processes of the
company and embracing it in all its operations. Sustainability is responsible business, meaning
that all actions, products and services developed by a company are aligned with its commitment to society.
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10

Corporate responsibility, defined as “the responsibility that all companies have for their impact
on society”, is not an option, but a requirement to operate in the 21st century marketplace.

11

Organisations need to analyse social trends and track the evolution of consumers’ values to
prevent risks and anticipate business opportunities. The essence of communication is to be able
to listen before engaging in meaningful dialogue. To keep that essence alive, organisations need
to establish thorough processes to listen to and read social context, building bridges between
social expectations and the decisions made.

12

The basic steps to effectively meet new social challenges are focusing on people, integrating sustainability within the entire value chain and establishing new joint collaboration models.

13

Investors are demanding more and more information, both financial and non-financial, to understand how companies generate social, intellectual, relational and environmental value, and
to identify the best investment opportunities. The new way of reporting integrating the business
strategy with the management of tangible and intangible assets allows companies to highlight
their impact on environmental, social and governance (ESG) issues.

14

Defining and implementing a corporate purpose —understood as the company’s character or
raison d’être— is becoming a crucial element to generate greater stakeholder engagement and
create a unique differentiation that cannot be copied by competitors.

15

The purpose of an organisation must be inspiring, clear and authentic so stakeholders can
share it and feel they are part of the project. The process of building a brand is shared and
employees play a major role as builders and destroyers of reputation.

16

The business narrative has to be aligned with specific actions in order to be coherent and meaningful. That is why generating content in a manner that is responsible, ethical and transparent
is another key to success in this new information ecosystem.

17

The massive spread of fake news influences public opinion, using emotions and personal belief
to gain relevance. People are having trouble discriminating between media sources, following
journalistic rigour and those that are heavily charged with ideology. The “post-truth” reflects
the radical change in communication, and the high risk involved in the way we now consume
and perceive information and calls the fundamental role of ethics and moral responsibility in
business praxis into question.

18

The current information environment where website algorithms filter information according to
what is interesting for the user is compromising the perception of their objectivity. The fact that
emotions and belief are more relevant than actual facts is blurring the limits between what is true
and what is not.
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Mainstream media is losing its hegemony in the new information environment, where social
media and the obligation to be fully transparent give people a power they didn’t have before. The
classic pyramid of influence has been flipped upside down and today any person or organisation
can become a trustworthy and influential media outlet.

20

Organisations are gradually becoming media outlets and platforms of this new content generation, where they use entertainment techniques to tell their story in a way that is relevant and
attractive to their users. Owned media has a greater impact on the business than traditional
formulas of investment in advertising and massive communication.

21

One of the biggest challenges to generate interesting content lies in the implementation of
measurement systems to assess and monitor user experience in social and digital platforms,
and quantify the effects that communication actions have on the behaviour of stakeholders.
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#Reputation

MANAGING REPUTATION CREATES
AND PROTECTS VALUE
Nowadays, reputation is considered to be one of the most promising non-financial resources in the
corporate field. The growing interest in reputation is due to the direct impact that it has on the business. Reputation can easily create or destroy value and that is why, as all experts stated, it is a “must
have” asset for any organisation. Brands need a transformation that allows them to gain a good reputation that triggers value behaviours such as to invest, buy, give license to operate, advocate the company and its products to others, etc. Sergio Roitberg, CEO at Newlink, claimed that the most reputable
organisations —according to Havas’ Meaningful Brands research— achieved better financial performance; in fact, the brands considered to be the most meaningful showed a better positioning in the
marketplace. The link between a good reputation (and the predisposition to advocate) and corporate
value has been largely proven on Reputation Institute’s investigations. For Fernando Prado, Managing
Partner at Reputation Institute Spain and Latin America, reputation is a perception or assessment that
translates into feelings of admiration, trust or esteem that, in turn, take the form of the value behaviours mentioned before: willing to work, buying, investing, advocating, etc.
Thus, in line with Carreras and Alloza and Carreras’ ideas,
corporate reputation could be defined as the group of collective assessments (opinions and valuations) that stakeholders
have about an organisation based on how it behaves. Again,
these perceptions motivate feelings of admiration, trust and
Sergio Roitberg
respect, which trigger value behaviours, such as to invest, adNewlink
vocate and buy, but also attract and maintain top talent, give
the benefit of the doubt in case of crisis, receive better treatment from regulators, or recommend the
company and its products or services to others.

REPUTATION IS THE
GREATEST ASSET WE
HAVE TODAY

CEOs at the summit also gave great importance to reputation, prov“THE FUTURE SUCESS
ing its relevance in organisations nowadays, which is completely in
OF COMPANIES WILL
line with the data revealed by AON Global Risk Management Survey.
The research shows that reputation and damage to the brand are
BE SHAPED BY THE
the major risks faced by organisations all over the world, according
WANAGEMENT OF THEIR
to their CEOs. In the corporate leadership panel, Sergio Aranda
INTANGIBLE ASSETS”
Moreno, General Manager at Gas Natural Fenosa in Latin-America;
José Raúl González, CEO at Grupo Cementos Progreso; António
José Antonio Llorente
LLORENTE & CUENCA
Martins da Costa, Executive Manager at EDP - Energías de Portugal; César Cernuda, Chairman of Microsoft Latinoamérica; and José Antonio Llorente, Founding Partner and Chairman of Llorente & Cuenca, concluded that bad practice can trigger a reputation crisis and
impact financial performance or even lead to the dissolution of an organisation. A reputation crisis can
create a halo effect that has a negative impact on the rest of the companies within the same industry,
on the origin country of the company, and even on the supply chain. That is why reputation encloses
either a high value or a high risk, depending on how it is managed.
To this end, Aranda Moreno underscored the pressing need for designing reputation risk maps to
anticipate possible reputation crises and important social and geopolitical issues that can affect the
company. Companies also need to pro-actively design backup and mitigation plans to then integrate
them into the general process of risk identification and mitigation. José Raúl González (Grupo Cementos Progreso) claimed that the ultimate reputation manager in an organisation is its top executive. For
this reason, it is vital to learn how to manage and maintain reputation.

#CIBECOM 2017 Learnings

21

TOP 10 concerns for CEOs

1 . Damage to reputation/brand
2 . Economic slowdown/slow recovery
3 . Regulatory/legislative changes
4 . Increasing competition
5 . Failure to attract or retain top talent
6 . Failure to innovate/meet customer needs
7 . Business interruption
8 . Third-party liability
9 . Computer crime/hacking/viruses/malicious codes
10 . Property damage

Source: AON, 2016
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HOW TO BUILD REPUTATION
All participants in the summit referred in one way or another to the strategic importance of reputation
as a basic trigger of value behaviours. We are immersed in the reputation and intangible economy,
where the opinions towards a company influence the perception of stakeholders, who, in turn, unleash
valuable behaviours and attitudes. Building these perceptions, according to Prado, depends on three
major sources of information: the direct experience that stakeholders have through all touch-points
with the company, what we do and communicate as an organisation, and the comments and recommendations —positive or negative— that other people shared about us, especially on social media.
Reputation building process

Direct Experiences
Communication
3rd-party Inﬂuence

Perceptions

Supportive
Behaviours

Value Creation

Source: Reputation Institute

We don’t own reputation; it lies within the mind of our stakeholders. As Jaume Giró said, “we have it,
because it was given to us”. We could say then that reputation is what others say about us. The fact
that it doesn’t belong to us makes it difficult to manage. Luckily enough, over the past few years, major
steps have been taken in this direction. Academic and business praxis have proven that reputation
can be managed to influence the perception that citizens have about us, and that reputation can be
protected and reinforced by identifying and mitigating reputation risks.
In the summit, the RepTrak Model was introduced, and according to Prado, it is “the de facto global
standard” to measure and manage reputation. This model originated in 2005 in the Ibero-American context, from research aimed to further develop Fombrun’s Reputation Quotient (RQ) Model,
conducted by the companies that were part of Foro de Reputación Corporativa (now Corporate Excellence - Centre for Reputation Leadership). This index —introduced to the global community in
2006 during the XII International Conference on Corporate Reputation, Brand, Identity and
Competitiveness in New York— is now one of the most used methods in the world to measure and
support corporate reputation management. This proves that reputation is not a black box; it consists
of seven dimensions, over which stakeholders judge and evaluate companies. According to Prado,
these dimensions are the same in all industries all over the world:
•
•
•
•
•
•
•

The quality of products and services
Corporate governance and ethics
Financial results
Innovation focused on bringing value and making life easier
Top executives’ leadership and management quality
Responsible initiatives and behaviours
Workplace and employee engagement and treatment
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RepTrak, corporate reputation
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Having and maintaining a good reputation involves outstanding performance and communicating how
exemplary we are in these dimensions. He used the Greek word “kléos” —often translated to “reputation”, “fame”, “glory” or “renown”— and the metaphor of the Iliad to describe the need to align what
we do (performance) with what we say (communication). The Greek epic poem illustrates how, even
then, reputation also had to be based on facts; the fame or glory of the heroes were determined by the
reality of their actions: specific battles and legendary feats. However, facts and actions alone weren’t
enough, because a good reputation was built when those facts were forged, remembered, transmitted
and admired over time. The same premise is still valid now when we talk about building a good reputation: we need reality —facts and actions—, but also communication.
It is easy to think that reputation is an asset that we all should pursue. However, it should be considered as a proxy and sign that we are working on what is actually important for our stakeholders. To
gain a good reputation companies need to focus on what really matters: improving the quality of their
products and services, retaining the best talent, treating their employees well, promoting innovation,
competing in the market honestly, having an ethical responsibility framework and achieving good financial results. This idea is also shared by Sergio Aranda Moreno (Gas Natural Fenosa in Latin America) who explained that his company manages its reputation by focusing on what is important for their
stakeholders. Delivering within the following seven key dimensions that define corporate reputation is
crucial, as they constitute the elements by which companies are judged. Doing things right over time
is key, both for success and a positive reputation. The ability to integrate the management of these
dimensions and boost the most important factors regarding the corporate strategy, helps add value
and generate a unique differentiation that can’t be copied.
César Cernuda (Microsoft Latinoamérica) claimed that reputation is built by doing things right day by
day, something that requires consistency, persistence, responsibility and transparency. A single bad
practice can ruin our reputation instantly, as Warren Buffet said. However, even if this is true, reputation is resilient by nature. Stakeholders are more likely to give the benefit of the doubt to those organ-
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isations that have demonstrated exemplary behaviour over time. This is, certainly, the best trophy that
an organisation can have: the trust of their stakeholders.
As Giró said, there are no “shortcuts” for reputation. A good
reputation is gained little by little, by doing things right every
day and through excellent management of all elements that
shape it. It is also worth mentioning that, in this reputation
building process, employees play an essential role. As it was
discussed during the summit, they can build and destroy
reputation. Some experts, like Sybelle D’Marco, Head of Influencer Relations & Earnings Customer References at SAP,
or Juan Manuel Mora, Vice President of Communications at
University of Navarra, or Juan Cierco, Institutional Relations
Jaume Giró
and Director of Communications at Iberia, see employees as
Fundación bancaria “La Caixa”
the main stakeholder of a company, and claim that their be& Corporate Excellence
haviour embodies the true meaning of the corporate brand.
For this reason, many companies are now immersed in cultural transformation processes to align
all employees around the same principles and values, causing, consequently, a shared way of being
and behaving. The corporate leaders in the panel talked about how turning employees into the best
brand ambassadors through internal alignment programs is the most efficient way to use the budget
in communication, in contrast to traditional investment in advertisement campaigns and massive communication channels.

“THERE ARE NO
SHORTCUTS FOR
REPUTATION. THAT IS
THE ONLY GUIDELINE I
WOULD INCLUDE IN A
HANDBOOK FOR THE
POST-TRUTH AGE”

In this field, a success case that was presented at CIBECOM is the merge of Unibanco and Itaú. Paulo
Marinho, Head of Corporate Communication at the firm explained that in the process of building the
new company, all employees participated in defining and activating the corporate values. Both D’Marco and Marinho firmly believe that it is not possible to “preach outside what is not preached at home”.
For employees to express themselves and behave in support of their company, the corporate values
and principles must be lived internally through the policies, structure and leadership of the organisation. Companies that are able to do this will have one of the most powerful and influential communication tools: their own employees hoisting the values of the company in all touch-points, securing a
unique differentiation that cannot be replicated by its competitors.
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COUNTRIES ALSO HAVE REPUTATION
Good reputation is a firm and long-lasting feeling of admiration, esteem, trust and positive impressions.
We refer to these feelings as “global reputation” that can be assigned to a person, company, institution
or even to a country. At the summit, it was made clear that countries have reputations too. For countries, a good reputation also translates into favourable actions and behaviours by their stakeholders.
In this particular case, supportive behaviours would include investing in the country, visiting it, recommending it for the job opportunities, buying local products or services or considering it to live, study or
organise events.
Country reputation index

Country RepTrak® Pulse Index measures the admiration,
esteem, trust and positive feelings towards a country compared
to others, according to the following items:
· I admire and respect the country.
· I have a good opinion of it.
· It has a good reputation.
· I trust that country.

Source: Reputation Institute

We should note that for countries, in the process of building perceptions, in addition to direct experiences, actions and communication and third party influence, the existing stereotypes about that country
or region also count. As Vinicio Cerezo, former president of Guatemala, explained, countries are often
victims of historic facts that affect their reputation.
Since 2008, RepTrak methodology to measure the reputation of companies can also be applied to countries. Reputation Institute has proven, in its studies to track country reputation, that for each point that a
country’s image improves, its investment increases by 1.4%, its tourist visits by 5% and its exports by 1.2%.
This data highlights the importance of striving to improve country reputation. Clearly, as stated by Fernando Prado, “the reputation of a country is vital for its economy”. Prado’s words were also supported
by Vinicio Cerezo (president of Guatemala between 1986 and 1991) and Luis Alberto Lacalle (president
of Uruguay between 1990 and 1990-1995), who participated in the discussion panel with political leaders.
Reputation building process, applied to countries

Direct Experiences
Country Actions & Communications
3rd-party Influence

Perceptions

Supportive Behaviours

Value Creation

Stereotypes

Source: Reputation Institute
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Vinicio Cerezo also explained that a good reputation stems from a good economical and social development. Thus, the most reputable countries have strong economical and social development and robust political institutions. To Cerezo, reputation is closely linked to the perceived reality of the country.
To improve it, countries need to have adequate economic policies combined with an effective management of communication, so that the positive attributes of the country can be highlighted.
According to several studies, countries are basically judged according to three major variables: quality
of life, level of economic and cultural development, and institutional quality (government or institutional
and political systems). These three variables depend on a number of factors (17) that citizens use to
judge countries. These drivers are related to the beauty of the country, the leisure and entertainment
options available, the friendliness of its people, its lifestyle, the well-known brands and companies that
operate there, the quality of its products and services, its education system, its position in the global
community, the quality of the institutions and government bodies regarding transparency and corruption, social welfare, economy, security and use of public resources.
Country reputation drivers

APPEALING ENVIRONMENT

EFFECTIVE GOVERNMENT

ADVANCED ECONOMY

Friendly and welcoming

Safe place

Contributor to global culture

Beautiful country

Ethical country: Transparency &
Corruption

High quality products & services

Appealing lifestyle
Enjoyable country

Responsible participant in the
global community
Effective government
Progressive social and economic
policies

Well-educated and reliable
workforce
Well-known brands
Values education
Technologically advanced

Operates efficiently
Favorable environment for business

Source: Reputation Institute

During CIBECOM, we were given a foretaste of what is inside a country reputation study that analysed
71 countries (20 from Latin America) by conducting over 39,000 online interviews. The major findings of
this publication are summarised as follows:
• The most reputable countries at an international level in 2016 were Sweden, Canada and Switzerland(in that order).
• The most reputable countries according to G8 citizens are Spain, Portugal and Costa Rica. For Latin
American citizens these are Spain, Portugal and Uruguay.
• The countries that, according to G8 citizens, have worsened their reputation are: USA, Brazil, Panama and Venezuela. Primarily, because of the economical and institutional crisis in these countries
and the Panama Papers case in this specific country. Conversely, the countries that are improving
their reputation are Uruguay, Dominican Republic, Spain and Ecuador.
• According to Latin-America citizens, the countries that have worsened their reputation are Honduras, Venezuela, Puerto Rico and Guatemala. Conversely, Colombia, Argentina, Bolivia and Cuba each
improved their reputation.
As we said, reputation consists of perceptions and opinions, so the key to improving a country’s reputation, according to Fernando Prado, is to firstly identify the differences between reality and percep-
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tion. Secondly, to improve the positioning of the country in those elements in which it stands out and
that also affect the process of building favourable perceptions and opinions of the citizens. To Amalia
Navarro, Director of Communications at Secretaría General Iberoamericana (SEGIB), it is critical to build
a common narrative to highlight the achievements gained so far. To do so, and in line with the opinions
of Cerezo and Lacalle, it is important to agree on a new model of social and economical development
to improve global recognition of Latin-American countries. There cannot be successful companies in unfruitful societies. Organisations thus have a very important role in the process of building the reputation
of the environment in which they operate and vice versa. This is why it is paramount to establish solid
partnerships from both the public and private sectors.
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SOCIAL INTELLIGENCE, BEYOND
FINANCIAL METRICS
One of the most recurring topics at CIBECOM was the need for active listening to our stakeholders, in
order to know precisely what they want and expect from us, including the use of technology and big
data to enable this. Speakers like Sergi Guillot talked about applied social intelligence through the
continuous tracking and monitoring of social expectations. They defend the use of that information to
make better decisions and strengthen the social capital and relationship with the main stakeholders.
Other experts refer to the same idea when discussing reputation intelligence.
Nowadays, the key to success depends on the recognition given by your stakeholders; consequently, it is
crucial to know and meet their expectations and gain their respect, admiration, empathy and support. According to Martha Herrera (Cemex), it is only through active listening of our stakeholders that we could
activate action and improvement plans with a truly positive impact on value creation and protection.

“WE NEED TO TRACK
STAKEHOLDERS’
EXPECTATIONS TO CREATE
SOCIAL INTELLIGENCE
SYSTEMS SO WE CAN MAKE
BETTER DECISIONS”
Martha Herrera
Cemex

Big data is the definitive tool in helping companies to listen to and meet the expectations of their stakeholders.
However, the findings of the Latin American Communication Monitor 2016-2017 show that only 17.6% of communication agencies and departments in Latin America
have already implemented big data activities, and only
16% plans to do so before the end of 2017. The study
also underscores professionals’ lack of analytic skills to
manage big data (45.1%) and time to study or analyse
that information (35,9%).

However, there is a positive correlation between knowledge and use of big data, although only a minority seems to be qualified to leverage it. 71.2% of companies using big data do so to plan general
strategies. The results of the study show that there is still a long way to go, but as Ángeles Moreno
(EUPRERA), and Juan Carlos Molleda (University of Oregon, International Public Relations Association),
we will be experiencing major changes in this field over the next years.
Main challenges for communication professionals working with big data

Lack of technical skills (to manage big data)

45.1%
35.9%

Lack of time to study/analyse big data
Lack of software solutions able to meet the needs
in communication

34.4%
29.2%

Data quality
Data security and risk management

28.7%
22.6%

Lack of budget
Organisational boundaries

17.9%
14.9%

Lack of IT experts for support
Ethical concerns
Legal restrains

9.7%
6.7%

Source: Latin American Communication Monitor, 2017
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Organisations need to analyse social trends and track the
evolution of consumers’ values to anticipate potential behaviours, identify interesting topics and align their impact around
the main social concerns in all levels: social, environmental,
and economical, as said by Juan Cierco, Director of Communication, Institutional Relations and CSR at Iberia. A key in doPaulo Henrique Soares
ing so is to implement intelligence systems at the core of the
IBRAM
company to transform data in action plans. The continuous
feedback of external and internal stakeholders is also essential. Some experts claim that the essence
of communication is to be able to listen before engaging in meaningful dialogue. To keep that essence
alive, organisations need to establish thorough processes to listen to and read social context, building
bridges between social expectations and the decisions made.

“WE SHOULD LISTEN
MORE, AND PUT
OURSELVES IN THE PLACE
OF STAKEHOLDERS”

To Paulo Henrique Soares, Corporate Communication Director at IBRAM, that is the fundamental role
of intangible assets managers: “Our function is to convey the expectations, needs and requirements
of our stakeholders in the company. We carry the voice of our stakeholders so that they are taken account of in the decision-making processes”.
Anthony Gooch, Director of Public Affairs & Communications at OECD, talked about the Better Life
Index, launched by the OECD. It is a clear example of the kind of tools that companies need to know,
thoroughly and in real time, the preferences and requests of their stakeholders. In particular, this index allows us to compare general well-being of countries, based on 11 topics the OECD has identified
as essential, in the areas of material living conditions and quality of life.
The experts examined the increasing importance of data in the decision making processes and the
need to measure the relevance rather than the dissemination. According to Lacalle, former president
of Uruguay, we are drowning in data; we need filters to obviate what is irrelevant. To Guillot, the most
important thing is deciding how relevant we are for our audience. He pointed out three premises to
take into account when evaluating and measuring impact:
• Context. Being aware that today there is a competitive environment of all against all. It doesn’t make
sense to only look at the industry, because the challenge is to capture the attention and admiration
of people, who move in multiple spaces and have multiple roles.
• Tracking and spreading of messages that flow from platform to platform and from person to person.
• Micro-moments. Consumers have stopped giving their time to brands, but there are hundreds of
new opportunities to communicate with our audience: when they look at their phones, on their way
to work, etc.
Most advanced and sophisticated companies have already introduced scorecards that integrate different sources and channels in real-time to make better decisions (regarding performance and communication), to report to the board about key areas of value creation, and to prove and emphasise the work
of intangible assets managers.
Corporate leaders of large companies such as Gas Natural, Grupo Cementos Progreso, EDP - Energías
de Portugal and Microsoft Latinoamérica, talked about the relevance of introducing non-financial indicators —such as reputation, employee engagement or customer satisfaction— in their management
models and link them to employee and executive compensation policies. They also talked about the
need to evolve towards advanced measuring systems that take intangible assets into account and allow the option to introduce action plans for continuous improvement.
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LEARNINGS

#Sustainability

THE VALUE OF SUSTAINABILITY
GROWS FOR STAKEHOLDERS
Sustainability is not a trend, it is here to stay. It constitutes a management approach that affects, integrally and transversally, the entire organisation and considers its impact in every aspect: social, economical,
work related, environmental and of good governance. Martha Herrera (Cemex) said at CIBECOM that
sustainability is the mainstay for this century’s model business. Not only because stakeholders clearly
require companies to be sustainable, but because it is the only way to introduce the drastic change
needed to make business transcend. Sustainability as a management strategy presents huge growing
and innovation opportunities that drive unique solutions and guarantee the long-term. Companies must
keep growing, but promoting a more inclusive, sustainable world, integrated in the way they handle
business responsibility.

“CSR IS THE RESPONSIBILITY
THAT ALL COMPANIES HAVE FOR
THEIR IMPACT ON SOCIETY”
Marcos González
Corresponsables

Introducing sustainability in business strategy means
integrating it in all the processes of the company
and embracing it in all its operations. Sustainability is responsible business, meaning that all actions,
products and services developed by a company are
aligned with its commitment to society.

Today, citizens demand responsible companies and many are willing to pay a premium for sustainable
brands. However, not only the citizenry is requiring sustainable firms. The panel with executive leaders
showed that CEOs are increasingly aware of the importance and value of sustainability and see it as the
central axis to generate profit. Daniel Tisch, Past Chairman at Global Alliance, explained that according
to a MIT research, over 85% of CEOs acknowledge that climate change is real, so it is clear that executives
accept sustainability requirements. However, here too there is still a long way to go until many other
organisations start considering sustainability as a business strategy itself. Intangible assets managers,
therefore, must be able to incorporate a sustainability strategy within the global corporate strategy,
proving that it creates value for the business.
According to Marcos González, Founder and Director of Corresponsables, CSR, defined as “the responsibility that all companies have for their impact on society”, is not an option, but a requirement to operate in the 21st century marketplace. Through their RSC, companies can become superior, as it means
introducing continual improvement processes based on stakeholders’ feedback and social expectations
tracking. Adopting a sustainability and responsibility strategy involves a change in the way businesses are
created and it starts from within, from the employees themselves. In this sense, Marta Herrera underscored the need to internalise internal disruption to be able, as a company, to design sustainable models
that promote the development of the communities where the organisations operate, maximising its social impact. She also said that we must broaden our perspective and look into the long-term, visualise the
future and try to anticipate possible needs and opportunities to work on in the present.
For a RSC strategy to be successful, it needs joint partnerships with other important actors, to anticipate stakeholders’ demands by implementing concrete actions, and communicate success and failures
by responding to a highest authenticity principle. Communication becomes an essential component to
generate trust and show the value of doing things in a responsible manner. In the words of González,
doing things right is as important as communicating it. Responsible communication has to align what is
said with what is done. Dider Lagae, CEO and founder of Marco de Comunicación (MdC), claimed that
communication is fundamental and can be even used as a weapon against climate change, and the success of Mdc’s campaign «Luchando contra el cambio climático» (Fighting Climate Change) for COP 22’s
Steering Committe.
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THE ROADMAP OF RESPONSIBLE COMMUNICATION
ACCORDING TO CORRESPONSABLES:
1. Communicate. The first mistake
that can be made on responsible
communication is to simply not
communicate, thinking that it’s not
necessary and that actions are enough
or cannot be copied. This is far from
being the case, as communicating CSR
helps generate a positive reputation,
sets example for other organisations
and allows the opportunity to initiate a
dialogue with stakeholders.
2. Communicating what we do right,
but not everything we do. It isn’t
necessary to communicate the entire
CSR, but only those actions, policies,
strategies and initiatives with enough
interesting elements, proximity and
social impact. Also, different audiences
expect different messages. The message
has to be adapted both to the channel
and the stakeholder to who it is aimed.
3. Active listening and dialogue with
stakeholders. Conveying unidirectional
messages but not being present
to respond to enquiries, doubts or
suggestions is a serious mistake,
especially in social media. Companies
have to actually listen and converse. This
is one of the major lines of action in the
management of corporate responsibility.
4. Not lying or greenwashing
information. Greenwashing information
and communicating the actions with
the sole intention of advertising the
company, when there are not actual
facts to support the information
is counterproductive in the hypertransparency age.
5. Being coherent. Nowadays, there are
multiple communication channels where
companies need to inform and convey
messages in a coordinated and aligned
way.

6. Not ignoring negative or polemic
events. Sometimes companies need
to communicate bad news or inform
about mistakes or failures. It is
difficult to recognise that we don’t do
everything right, but it is crucial to be
trustworthy. Using it as an opportunity
for improvement is key to generate
legitimacy. Not explaining negative
aspects and just focusing on the
positive ones destroys our credibility
and hampers growth. Companies
must speak clearly about sensitive and
polemic issues; ignoring them increases
reputation risk.
7. Prioritise employees. Employees are
the first ones who should know the
initiatives of the company. They are
our main advocates. It is necessary to
reinforce internal culture so that they
become the major ambassadors of the
brand.
8. Keeping an on-going personalised
relationship with journalists and
media. Without the media, CSR stays in
a closed circle and doesn’t reach society.
Companies need to strengthen their
relationships with media to widen the
scope of what they do.
9. Being authentic. It is important to be
authentic and look for new formulas to
communicate our sustainability strategy.
10. Responsible messages,
responsible channels. We should keep
in mind diversity in communication,
avoiding at all costs, aggressive or
discriminatory messages, developing
websites and content that is accessible
to everyone, etc. The way we do things
also speaks for us, not just the content.

Source: Corresponsables, 2017
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STAKEHOLDER ENGAGEMENT
The experts at CIBECOM revealed the essential role that stakeholders play in the future of any organisation, institution or country. Nowadays it is vital to embrace a model that is able to create shared
and multi-stakeholder value. Martha Herrera (Cemex), Raúl de Mora (Communications Specialist at
SDG-F), and Anthony Gooch (OECD), amongst others, talked about the urgent need to put people at
the centre: customers, employees, consumers and the society as a whole. This idea is aligned with the
new model of integrated management suggested by the findings in the 2017 Edelman Trust Barometer.
As the experts said, to build meaningful connections is necessary to rearrange our priorities considering value creation for all stakeholders.
New integrated operating model: creating value for all stakeholders

Business
Economic
beneﬁt

People

Informartion
ﬂow

Media

NGOs

Societal
beneﬁt

Public
policy

Government

Source: Edelman Trust Barometer, 2017

Over the last few years, as José Antonio Llorente (LLORENTE & CUENCA) or Ángel Alloza (Corporate
Excellence) stated, customers are increasingly basing their purchase options on how much they agree
with the values of the company. We can call this term “aspirational consumers”, according to GlobeScan
researches. They are defined by their love of shopping, desire for responsible consumption, and their
trust in brands to act in the best interest of society.
“Aspirationals” trust brands that share their beliefs, and values, and that try to make a positive difference in society; and support companies and brands that have a purpose of making a positive difference in society through their products, services, and operations. They represent 40 percent of the
global public, which is a relevant proportion of the market for companies that operate in an ethical
manner. Aspirational consumers are on the rise, and experts predict they will continue growing. For
this reason, it is key to offer more personalised and thorough information about the company’s impact
on ESG issues. The experience with the SDGs (a set of 17 Sustainable Development Goals spearheaded
by the United Nations) show that companies that are immersed in innovation processes to report in a
more integrated manner its contribution to the field in which they operate are able to reinforce their
environmental, social, and relational capitals.
Many of the companies at CIBECOM claim to clearly know which are the best lines of action to commit to,
even though measuring the impact is still one of the major challenges ahead. For this reason, according
to Daniel Tisch (Global Alliance), Anthony Gooch (OECD), Amalia Navarro (SEGIB), and Jorge Villalobos
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“TO GAIN LEGITIMACY, IT
IS CRUCIAL TO MEET THE
EXPECTATIONS AND DEMANDS
OF OUR STAKEHOLDERS”
Jorge Villalobos Grzybowicz
CEMEFI

Grzybowicz (CEMEFI) it is fundamental to improve the
connection that companies have with the citizens and
find new ways to engage with the consumers choosing the social and environmental aspects the company is aiming for. All experts agreed that is important to
implement social intelligence tools to identify specific
issues to mitigate potential reputation risks on one
side and unveil possible business opportunities.

Experts claim that defining and implementing a corporate purpose —understood as the company’s
character or raison d’être— is becoming a crucial element to generate greater stakeholder engagement
and create a unique differentiation that cannot be copied by competitors. Herrera also added that “we
should talk about purpose and values rather than about day-to-day operability”. She used the cases of
Patagonia and Unilever as inspiring success examples.
Both companies are proof that articulating the brand around a unique differentiating purpose that is
shared internally by our employees allows companies to create a system of shared beliefs with our
stakeholders, which has a positive impact on the financial performance. Once again, it is clear that
being sustainable and purpose-driven is profitable. Many experts claim the importance of corporate
values to activate identity.
Luckily, nowadays, there are many companies working on this issue. Daniel Tisch, for example, presented Global Alliance’s business model, which is based on three pillars: definition of the character of
the organisation, active listening and engagement, and responsibility, ethics and integrity. José Raúl
González (Grupo Progreso) detailed the weight of corporate values in his company; they help design
the roadmap to align all internal behaviours towards the same direction. Corporate values allow for an
evaluative observation into how a company conducts itself through the behaviour of its employees and
its corporate culture, which is essential to build its global reputation.
In this sense, according to the participants, the purpose has to be “fresh, clear and simple” so that all
stakeholders can share it and be a part of the project of our company. The process of building a brand
is shared by many actors. Our relation with those actors would depend on how inspiring and rallying
our purpose is and its ability to connect with the values of our stakeholders. The purpose is then a platform to establish stakeholder engagement processes and to trigger employee and customer advocacy
at scale.
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THE SDGS MARK THE GLOBAL ROADMAP
FOR THE CORPORATE SECTOR
The UN SDGs (United Nations Sustainable Development Goals) configure the sustainable agenda for
2030 to generate long-term shared value. As stated during the Summit, these issues should be seen
as business opportunities, rather than challenges. As we mentioned before, some of the speakers
claimed sustainability to be the basis on which start building the business model for the 21st century.
2030 Agenda: Sustainable Development Goals
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The 17 Sustainable Development Goals are a universal call to actively boost specific actions in the
corporate sector. The challenges we face nowadays are too complex to be addressed individually,
which is why companies have become determining forces in tackling them. By creating multi-sectoral
partnerships, companies ensure a greater impact. We cannot act separately if we want to make the
change the world needs.
As Paulo Marinho (Itaú Unibanco) said: we cannot walk alone. The current context requires —as Anthony Gooch (OECD), Leonardo Baez (Communication Manager at TECHO Internacional), and Juan
Iramain (Citi Latinoamérica) stated— joint consensual action, as there are great business opportunities in all the different fields promoted by the SDG, such as education, agriculture or health.
We should be aware of the peculiarities and specific circumstances of those who surround us when
designing projects and initiatives. Companies are the perfect partner to help develop the areas and
communities where they operate. Actually, Marta Herrera (CEMEX) said that one of the major challenges ahead is precisely promoting co-creation processes to integrate all social actors and maximise
our impact in a balanced manner. Herrera defends as well that, at the same time, it is important to
develop local clusters that allow companies to evolve from a global approach towards a more individualised model which considers the actual needs of every person.
Responsible companies’ business models are able to generate value for all stakeholders, securing its
success in the long-term and helping, at the same time, improve our society. Raúl de Mora (SDGF),

#CIBECOM 2017 Learnings

37

Daniel Tisch (Global Alliance), Anthony Gooch (OCDE), Paulo Henrique Soares (IBRAM), or Juan
Cierco (Iberia), among other experts, underscored that organisations need to lead this joint transformation and inspire change.
According to the experts, the basic steps to effectively meet new social challenges are focusing on
people, integrating sustainability within the entire value chain and establishing new joint collaboration
models. According to the Sustainable Development Goals Fund (SDGF), created in 2014 by the United
Nations to meet the SDG, the private sector is incorporating its general and sustainability reports into
the achievements and impacts regarding the SDGs, which means, it is providing a holistic and integrated perspective of its impacts on the social, economic and environmental level.
The experts at CIBECOM also talked about the international movement led by the so-called “B-Corporation” organisations, a new type of company that uses the power of business to solve social and
environmental problems. Alejandro Zapata, Executive Director at Portafolio Verde, claimed that the
influence of this global movement is increasing. Today there are over 2,000 companies in 50 countries
and 130 industries. B Corps don’t try to be the best companies “in” the world, but “for” the world. We
are seeing a new way of doing business, as Paulo Henrique Soares (IBRAM) said, we need to give back
to the environment what we have taken, foster relationships that are beneficial for us and our stakeholders, and try to minimise negative impacts while maximising positive ones. This is the only way we
can create responsible and sustainable businesses in the long-term.
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LEARNINGS

#Transparency

WE ARE IN THE POST-TRUTH ERA
The post-truth —or emotional lie— was one of the most reiterated themes during CIBECOM, together
with the challenges it presents. Since it was chosen by Oxford Dictionaries as Word of the Year 2016,
the concept has been more present than ever in many conversations, and CIBECOM wasn’t an exception. According to Jaume Giró (Fundación bancaria ‘La Caixa’ & Corporate Excellence), “Post-truth
reveals the great vulnerability surrounding information right now. Objective facts are less influential in
shaping public opinion than appeals to emotion and personal belief’.
The spread of fake news increases the gap between an informed public and one that always look
into the same sources, selected by personal and emotional criteria. As Guillot explained, many social
media sites —Facebook will be just one example— use algorithms to filter information according to
what is interesting for the user, which is compromising the perception of their objectivity. We are in a
situation where emotions and belief are more relevant than actual facts, blurring the limits between
what is true and what is not.

“objective facts have less
impact on public opinion
than messages based on
emotions and personal
belief”
Oxford Dictionaries 2016

Trump’s presidential campaign, Brexit or Russia’s
conflict over Crimea are clear examples of how objective facts have less impact on public opinion than
messages based on emotions and personal belief.
In Giró’s words, communication, through language
and narrative, takes ownership of reality. “In the
right hands, communication can be a powerful tool
for justice, but when it’s solely based on emotions,
it is subjugated to demagogy”.

Aristotle, in the Art of Rhetoric, identified rhetoric as one of the three key elements that need to be
present and balanced for effective communication:
•
•
•

Patterns of reasoning or argumentation (logos). The discourse logic must work through arguments
by using data and facts to be convincing.
Credibility (ethos). The authority and legitimacy of the person sending the message.
Emotions and psychology of the audience (pathos). The empathy between the sender and the receiver gives way to emotions and feelings.

This third component affects how we see facts, not the way they actually are but the way we want them
to be. Thus, the “post-truth” uses emotions to shape a public opinion that is not real, as Giró explained.
Nowadays, fake news have a similar narrative as actual information. This is one of the biggest challenges
ahead for organisations. According to Giró, truth and post-truth are opposite concepts. Using emotions
to influence opinions and alter the process of persuasive communication by twisting reality is not acceptable and calls the fundamental role of ethics and moral responsibility in business praxis into question.
However, the challenges of this new context not only lie on the emission of messages that change reality, but on the legitimacy and trust we give to different information sources. We access reality through
third parties. We need other people to know the world and the universe surrounding us. Human beings
are social and we need to trust specific actors to build our universe. Giró suggests that there is a risk of
relying on who doesn’t deserve our trust, subjecting our reality to the interest of those who are issuing
those messages. We can influence emotions through language.
While some messages would inform about facts, there are many others that convey an opinion. Language doesn’t discern between those messages, so we need to be aware that communication is an
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imperfect tool. Rhetoric and words bring us poetry, literature, amazing conversations, but they also
make it possible to say things that don’t correspond to actual facts. This inaccuracy, which is the same
as hiding the truth or simply lying, brings us again to the post-truth.
In addition to language inaccuracy and the fact that
we access information through third parties that can
use emotions and personal belief to influence our
opinion, we should keep in mind that our understanding of the world is conditioned by a lot of biased information that we don’t control and that can
shape our decisions. Thus, reality is susceptible to interpretation that depends on our emotions and
beliefs, which may distort the facts. Organisations and their managers must be aware of the vicissitudes of this new context when managing the positioning of the firm.

IN THE POST-TRUTH ERA,
REPUTATION MATTERS MORE
THAN EVER

According to Giró, “in the post-truth era, reputation is more important than ever” as it is the “perception, assessment or feeling that triggers behaviours”. Once again, feelings and emotions, and not the
actual facts, are the key elements for decision making. As long as those perceptions and feelings are
positive, they will unleash valuable behaviours (investing, advocating, etc.) and the opposite would
happen if those feelings are negative. That is the reason why it is important to promote transparent
and responsible communication to be able to manage in an excellent manner our reputation.
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TRANSPARENCY AS A STRATEGIC IMPERATIVE
When talking about transparency, all experts agreed that we are in the age of hyper-transparency and
that the new information ecosystem requires organisations to report their actions and be consistent
with their values. Corporate transparency essentially refers to organisations’ obligation to permanently
report on the commitments they have made. Radical transparency claims responsibility and obliges
companies to strengthen their relations and information policies regarding their stakeholders. Daniel
Tisch, talked about the Account Ability’s AA1000 Series of Standards as a globally accepted, principles-based framework applied to identify, prioritise, measure and respond to sustainability challenges
inclusively and accountably. The first step to effectively manage transparency is to establish adequate
models to identify, monitor and prioritise stakeholders first and set the right channels to report to
them. In this sense, Juan María Hernández Puértolas, Communication Manager at Abertis, talked
about the importance of having a well-defined map of our main stakeholders.

THE LICENSE TO OPERATE
DEPENDS TODAY ON THE
STAKEHOLDERS.

The need for social legitimacy requires companies to report on their actions and performance to stakeholders.
All experts agree that stakeholders give organisations
the license to operate, therefore companies must meet
their stakeholders’ expectations and align what they say
with what they do, in order to gain their approval.

To reiterate, corporate reputation, understood as the organisation’s marker for how it has behaved
over time, emerges as the most decisive factor in gaining the trust and credibility of different stakeholders. Paulo Marinho (Itaú Unibanco) highlighted investors and shareholders’ requirements regarding transparency and pointed out that investors are demanding more and more information, both
financial and non-financial, to really understand who are we as companies and how we generate social,
intellectual, relational and environmental value.
Experts like Martha Herrera (Cemex), Paulo Marinho (Itaú
Unibanco), or Martins da Costa (EDP - Energías de Portugal)
underscored the role that corporate culture has in guaranteeing compliance policies. Juan Iramain (Citi Latinoamérica)
talked about the importance of managing transparency regarding good governance and ethics or business integrity. And,
as Marinho said, we need to know that “transparency starts internally”. All experts agree that reputation has to be managed
through ethics and compliance, so employees are not only responsible for themselves but also their company’s impact.

ETHICS, GOOD
GOVERNANCE AND
CITIZENRY ARE
INCREASINGLY
IMPORTANT IN THE
PROCESS OF BUILDING A
GLOBAL REPUTATION

For Paulo Speller, General Secretary of the Organization of Ibero-American States, transparency is an
indispensable value for the sustainable development of companies and a requirement of today’s society. Over the past few years, ethics, good governance and citizenry are becoming increasingly more
important in the process of building a global reputation, which explains why these factors are essential
in positively influencing the attitudes and behaviours of stakeholders.
Managing transparency brings further challenges, as digital transformation, one of the main elements
of the new information ecosystem. New technologies and social media have radically revolutionised
the way we relate, behave and communicate with others. In fact, international experts say we are living
the 4th industrial revolution.
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The importance of CSR
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The role that technology plays to guarantee transparency from companies was greatly discussed at
CIBECOM. Namely, Sergio Roitberg, CEO at Newlink, claimed that “we are done with the invisibility era,
with technology having made us completely transparent”. A prominent example mentioned was the
Panama Papers investigation, one of the most important journalistic collaborations in history, awarded
with the Pulitzer Prize for explanatory reporting in 2017. Marcos García Rey, member of the International Consortium of Investigative Journalists, the network leading the investigation, shared the details
of a project that clearly shows how transparency is not an option, but an obligation.
From the reporting point of view, technology can represent an opportunity and a challenge at the
same time. On one side, organisations have the chance to fully monitor their actions to report about
their positive and negative impacts. Conversely, it demands a deep understanding of data dynamics to
improve information channels.
Experts like Daniel Tisch, past Chair at Global Alliance, following the guidelines of the international
movement promoted by Integrated Reporting (IR), claim that reporting is important to praise the impacts on the environment, society, economy and good corporate governance. This is how most advanced
companies are meeting the increasing demands of investors to know how they are managing in their
business models the six key capitals: financial and manufactured (tangible capitals); related to talent, relations, and innovation; and natural capital (intangible capitals). Over the past few years, the importance
of intangible capitals to generate future incomes and protect strategic risks has grown dramatically.
Many companies are already working on developing an integrated narrative to report on the management of all tangible and intangible capital. Itaú Unibanco, Telefónica, Iberia, BBVA or Citi Latinoamérica
are just some examples. Sustainability benefits from the digital revolution as it brings more precise
and trustworthy systems to collect non-financial data. When this data is integrated within financial
information, companies can create a unique and consistent story to be used as a sign of excellent and
integrated management of tangible and intangible capitals, in contrast to those assuming greater risks
and cannot expect to frequently create value.
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TOWARDS A NEW BUSINESS NARRATIVE
One of the main consequences of the new information ecosystem is related to the fact that mainstream media is not the only intermediation powers any more. Mainstream media is losing its hegemony in the new information environment, where social media and the obligation to be fully transparent
give people a power they didn’t have before. As shown by Edelman Trust Barometer, the classic pyramid of influence has been flipped upside down and today any person or organisation can become a
trustworthy and influential media outlet.
New information system: a shift in influence
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«for» the people

Current tension

New Model
«with» the people

Influence &
Authority

Influence &
Authority

Influence &
authority

Elites manage
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the people

Influence has
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people; people
using influence to
reject established
authority

Institutions
working
«with» the people;
institutional silos
dissolved

Source: Edelman Trust Barometer

On the other side, organisations are more aware that creating relevant content themselves is a key
to strengthen the relationship with their stakeholders. Organisations are gradually becoming media
outlets and platforms of this new content generation, where they use entertainment techniques to tell
their story in a way that is relevant and attractive to their users. Ignacio Jiménez Soler, Head of Global
Communications Strategy at BBVA, said that the fragmentation of audiences and channels, together
with the loss of relevance of traditional media, triggered a new communication strategy at his organisation. For BBVA, this demonstrated empirically that owned media (or content) has a greater impact
on the business than traditional formulas of investment in advertising and massive communication.
As early as 2013, the Edelman Trust Barometer anticipated the drop in trust across institutions and media.
On the other hand, people trust more Internet search
engines and the content created by organisations
(owned content) to inform themselves and consume
content. For this reason, organisations include owned content within their media mix to reinforce
their positioning in regards to traditional media and to be able to draw stakeholders’ attention. In
fact, owned content generates more trust than searching engines or traditional media, as shown in
2017 Edelman Trust Barometer.

TODAY ANY PERSON OR
ORGANISATION CAN BECOME
A MEDIA OUTLET

According to Jiménez Soler (BBVA), one of the biggest challenges for communication departments is
to “compete for traffic, for the attraction of our stakeholders”. Many experts claim that we are in the
attention economy and that it is one of the most valuable assets. To attract attention, it is necessary
to be relevant and make content more accessible for stakeholders. Data shows that only 20% of the
activities of an organisation would be included in the agenda of traditional media, because of the little
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Owned media is becoming more important
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informative interest of the content. Nowadays, however, the conversation and the agenda are not
exclusively set by media, and organisations are seeing the best option to emphasise their own reality
in content generation. Jiménez Soler talked about BBVA’s mantra: “if nobody is going to speak about
it, let us do it”.
This trend is more and more solid. Organisations create content to generate traffic and relevance. One
of the main benefits of technology is that there are tools to measure the impact of that content. For
Jiménez Soler, knowing the efficiency and efficacy of the contents generated is essential to promote a
solid communication strategy.
In the same line, Juan Zegarra, Head of Corporate Communication in Telefónica Perú, stated that communication managers have to tell stories instead of simply informing, because that is what people are
interested in. He also highlighted the role of storytelling when designing the narrative of the company.
Artur Ferreira, Managing Partner of SOAP Portugal, also explained the power of stories in communication. According to Ferreira, stories don’t belong exclusively to the entertainment industry, they are in
our DNA. Human beings, since the beginning, have used stories to bring people to other territories and
universes, to share key messages and knowledge. Good stories capture our attention, maintain it and
trigger action. There are three basic elements to build a story, already explained in Aristotle’s Poetics:
beginning, middle and end.
This three-part structure has proven to be the most powerful way to create a cognitive and symbolic
space that allows the person (or the organisation) to design their own identity and define the place
that inhabits or wants to inhabit in the social context. At the same time, it helps the audience to identify with the story told. It must always be a conflict to make the story progress until it is solved at the
end or climax. The main challenge for organisations is to transform their content and information
in relevant stories following the three-part structure suggested by Aristotle. Experts underscored
the importance of recycling teams towards profiles specialised in designing stories and experts in
managing digital media.
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Juan Zegarra (Telefónica Perú) added that having a corporate narrative strategy allows companies to
emphasise their impacts on society and generate a good reputation. Zegarra sees a clear link between
narrative and reputation. That said, corporate narrative has to be aligned with specific actions in order
to be coherent and meaningful. That is why generating content in a manner that is responsible, ethical
and transparent is another key to success in this new information ecosystem.
Juan Manuel Mora, Vice President of Communications, University of Navarra, underscored the role of employees in building the corporate narrative strategy. Employees can generate
content themselves. In fact, one of the keys to success in the
new communication model is to make others talk about us. This
model assumes that the rules have changed and brands are not
in control of what other people do and say. In fact, it claims the need to create systems of shared
beliefs between organisations and stakeholders so that they decide to share and recommend the contents, messages, products or services of the company to the people they relate with.

EMPLOYEES PLAY AN
ESSENTIAL ROLE IN
BUILDING THE BUSINESS
NARRATIVE

Another topic widely discussed at CIBECOM regarding this new information ecosystem was companies’ relation to media. Experts claim that it is necessary to promote a complementary relationship,
which shouldn’t be neglected by the introduction of owned or self-generated content in the company’s media mix.
It is true that the interests of both institutions are quite different, although they don’t need to be contradictory. Experts agree
that independent and solid media are essential for the optimum
development of our society, to protect democracy and human
rights and guarantee freedom of speech. The multiplication of
channels, the audience fragmentation and the emergence of
users generating content over the past years —plus the current
crisis of trust— have had a negative impact on the capacity of
traditional media to intermediate, but their role is still essential.

INDEPENDENT
AND SOLID MEDIA
ARE ESSENTIAL
FOR THE OPTIMUM
DEVELOPMENT OF OUR
SOCIETY

To be able to look further into this field, CIBECOM organised a relevance panel moderated by Ian
McCluskey, Managing Director of Thinking Heads Americas, with Cynthia Hudson, VP senior of CNN
in Spanish; Alberto Avendaño, White House Correspondent at NAHP; Mario San Román, Vice Chairman of the Board of TV Azteca; and María Elvira Salazar, journalist at MegaTv. Among the main ideas
shared, the following stand out:
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• Post-truth and fake news present great challenges and requires media to be highly responsible.
• Nowadays it is very difficult to discriminate between a true and fake news story. Today any person
can share fake news on social media and spread them widely and quickly without verifying the
sources. The United States presidential election is one of the clearest examples of how this system
works. Data shows that during the last two weeks of the campaign, fake news was more broadly
shared than real news through social media, and only 2% of the population made use of printed
press to gather information.
• The massive spread of fake news influences public opinion, using emotions and personal belief to
gain relevance. People are having trouble discriminating between media sources, following journalistic rigour and those that are heavily charged with ideology.
• In the past, traditional media was the actors who established the public agenda by filtering truth
and objective facts, but today this function is beginning to blur. The classic pyramid of influence has
been flipped upside down and today citizens are taking control. Today involves uninformed people
who influence each other.
• Society requires the greatest transparency from organisations and media outlets, but the post-truth
phenomenon is showing that the misuse of transparency and the lack of responsibility presents
huge challenges.
• Filter bubbles also present great social challenges, as they generate environments that are isolated,
fragmented and far beyond reality. Website algorithms selectively guess what information a user
would like to see based on information about the user (such as location, past click-behaviour and
search history). As a result, users become separated from information that conflicts with their viewpoints, effectively isolating them in their own cultural or ideological bubbles.
• Hyper-connectivity generates a world where we need constant updating. To confront the scoop of
news, media outlets need to put greater effort into being relevant and generating quality content
that are highly interesting for their audiences. Subscriptions to specific media sources, like NYT, are
increasing, which shows that people who wants serious journalism will look for it.
• It is important to change measurement parameters and not just focus on Advertising Value Equivalency to prove how relevant a media outlet is. The number of followers doesn’t define the quality
and credibility of its contents. Now, it is more necessary than ever including other indexes, such as
engagement, loyalty, reputation, etc. to prove the worth of media outlets.
• One of the biggest challenges to generate interesting content lies in the implementation of measurement systems to assess and monitor user experience in social and digital platforms.
• The main challenge that serious media outlets face is to regain citizen trust. Also in this context,
reputation emerges as the main lever to recover lost credibility and legitimacy.
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CIBECOM2017 EXPERTS
This report would not have been possible without the open collaboration and help of all the experts.
Thanks to them, the 1st Strategic Communication Ibero-American Summit is now a reality. We would
like to sincerely thank their participation. This report includes content that all the speakers that have
brought CIBECOM to life. This publication is aimed to sum up what we have learnt during the Summit.
Thank you!
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TV Azteca

CEMEX

PAOLA RUEDA
Official Speaker
Cibecom
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Freelance reporter
and member of
Consorcio Internacional
de Periodistas de
Investigación (ICIJ)

PAULO HENRIQUE
SOARES
CCO
IBRAM (Instituto
Brasileño de Minería)

53

CIBECOM2017 EXPERTS

PAULO MARIHNO
Head of Corporate
Communication
Banco Itaú

PAULO SPELLER
Secretary-General
OEI

RAÚL DE MORA
JIMÉNEZ
Communications
Specialist
Sustainable
Developement Goals
Fund

SERGIO ARANDA
MORENO
Managing Director
Gas Natural Fenosa

SYBELLE D’MARCO
Head of Influencer
Relations & Earnings
Customer References
SAP Latin America &
Caribbean
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SERGI GUILLOT
CEO
Acceso

SERGIO ROITBERG
President & CEO
Newlink

TERESA MAÑUECO
Vice-president
Dircom
Sponsor
Fundacom
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VINICIO CEREZO
TOMÁS REGALADO
Mayor

President (1986-1991)
Government of
Guatemala

Miami
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LINA MARÍA ALVARADO

LORENA CARREÑO

Centro Colombiano de
Relaciones Públicas y
Comunicación Organizacional
(CECORP)
Colombia

Confederación
de la Industria de
la Comunicación
Mercadotécnica (CICOM)
Mexico

JUAN CIERCO

JÚLIA FURTADO

EDUARDO GUEDES

Asociación de Directivos de
Comunicación (Dircom)
Spain

Conselho Federal de
Profissionais de Relações
Públicas (CONFERP)
Brazil

Associação Portuguesa de
Comunicação de Empresa (APCE)
Portugal

MIGUEL LÓPEZQUESADA

JOSÉ MÁRMOL

JUAN CARLOS
MOLLEDA

GUSTAVO
CASTAGNINO
Círculo DirComs (DIRCOMS)
Argentina

Asociación de Directivos de
Comunicación (Dircom)
Spain

Asociación Profesional de
Directores de Comunicación
(AsoDircom)
Dominican Republic

PAULO NASSAR

OLGA ORO

MONTSERRAT TARRÉS

Associação Brasileira de
Comunicação Empresarial (ABERJE)
Brazil

Asociación Mexicana de
Profesionales de Relaciones
Públicas (PRORP)
Mexico

Asociación de Directivos de
Comunicación (Dircom)
Spain

CONSTANZA TÉLLEZ

JUAN PABLO TOPALIÁN

IGNACIO VIALE

Foro de Comunicación
Corporativa (FOCCO)
Chile

Asociación Uruguaya de
Relaciones Públicas (AURP)
Uruguay

Consejo Profesional de
Relaciones Públicas de la
República Argentina (CPRP)
Argentina
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Universidad de Oregón
USA
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SEBASTIÁN CEBRIÁN

ÁLVARO RODRÍGUEZ

DIRECTOR OF THE
MANAGEMENT TEAM

DIRECTOR CIBECOM 2017

GABRIELA HAIEK

PILAR RAMOS

COMMUNICATION MANAGER
CIBECOM 2017

MCI - OPC CIBECOM 2017

TEAM ELABORATING
CIBECOM 2017 REPORT

ÁNGEL ALLOZA
CEO
CORPORATE EXCELLENCE
CENTRE FOR REPUTATION LEADERSHIP

CLARA FONTÁN
INTELLIGENCE & KNOWLEDGE
SENIOR MANAGER
CORPORATE EXCELLENCE
CENTRE FOR REPUTATION LEADERSHIP

LAURA BELTRÁN
INTELLIGENCE & KNOWLEDGE
PROJECT MANAGER
CORPORATE EXCELLENCE
CENTRE FOR REPUTATION LEADERSHIP

WITH THE COLLABORATION OF

INTELLIGENCE & KNOWLEDGE AREA
CORPORATE EXCELLENCE – CENTRE FOR REPUTATION LEADERSHIP
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TOP SPONSORS

GALA SPONSOR

SPONSORS

PARTNERS

OFFICIAL PRODUCT

O F F I C I A L MED IA

A

www.cibecom.lat

INITIATIVE

