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1ail a leg, and how many lags will
i guESS]WW miany pols anen’l simre

Iithere is a single mantra that
| should be memorized and
repeated internally by every
Washington PR practitioner,
it should be the great maxim
of Alfred Korzybski, the
founder of the modern scien-
= tific study of semantics
ez “Wards " Korzybskisaid, “are

rerful statement, and one wishes it
understood these days, not just by
lobbyists, but by colummists,
rs, senelors - just about the whole
iblishment.
veould have educated some of the
o took up a great amount of time
mnce again - the American Legion-
wsal to amend the Constitution so
: il a crime o “desecrate” the
ag
o stalwart conservatives, Robert
5t Virginia and Charles Robb of
sel them straight. Byrd talked
anctity of the Constitution's First
Amendment, but it was
Robb - fighting a right-
wing ex-governor in a
tough re-glection con-
test — who was the real
profile in courage. A
Vielnam veleran,
‘1o Robb spoke eloguent-
et 1 @bout the difference
Gl Detween words  and
symbols like flags and
(71|l fiag burning, and real
things, like liberty, free
speech and even dying
in war for those things,
yrd prevailed, once again.
ances Fitzgerald, whose Fire in the
| expose the folly of the Vietnam
M) years ago, gives support o
maxim in her current book, Way
the Blue. It's a devastating review
i by military and defense industry
convince lawmakers to build a
issiles that ean destroy incoming
eads, It's the “Strategic Defense
v its backers and “Star Wars"” 1o
i who understand it won't work -
ow many billions of dollars are

jalive’

all something a missile defense
5 long as the things described by
don't and can’t work, they're still
braham Lincoln pre-figured Kor-
his cabinet debated an early
n Proclamation before there was
Nace to enforce it. “If vou call a
12, how many legs will he have?”
and back came the answern
g said Lincoln, “he’ll have
calling histail aleg won't make it

sir eye on the campaign finance
te. George W, Bush and George
nt you to believe that campaign
ecch,butif we know anything, we
that words are not things— orvice
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| From Seattte to Shanghai, it

| st pou can't walk 10 et
wikhenrl nening info 2
Starbuchs. Its PR leam makes

| $ra ihmufﬂnﬁ{:&uun
smoothly as
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E{)u thought you could go to
| China 1o get away from E?ar.
| backs, thank again - the ubigui-
|tous  coffee  conglomerate
| aireasy hasa shop in Shanghed,
and has just apnounced plans
| toopenupina second Chinese
| city iater this year.
move is part of an ag-

El‘#i‘ii\'\t exparsion plan that
| has kept Starbucks® s1ock on
{ amalysts’ “buy" lists for qube
| some time now. The speed of
| the global rolloat even earmed
the company some gentle fib-
| biing from bike Myers” Awustin
| Posvers: The Spy Who Sh

Me. The headquarters of Dr,
| Evil's empire wasa Starbucks,
| Starbacks, named afler the
| first mate in Melville’s Moby
| Dick, iy sailing along gquite
micely. The company opens pwa
| stores a day and now has 2 500
| of them operating in 35 tates
| and 13 international markets,
| Moszafits Humu{h,rs_rnjm
| wway from the one in Seattle's
|Pike Flace market, which
| stared it all back a 1971,
| Such rapsd expansion has
| kept Wanda Fierndon’s public
| affairs team on its beet. The firm
 has the support of Edelman, its
| nationnd agency, and three in-
{ermational PR shops. Mean-
while, nine agencies wark on 3
| reggbonal basis_ handling mainly
| SlOE Openings 1Rd Commuity
ivelations, According to Hern-
don, Starbucks’ international
| operations rely keavily on the
Internal marketingstaffwhich
istrained in PR.

Foro thae Just cofiee browkg
The number-ane mission ol the
Seatile-based PR team is to
comamunicate the firm's sucoess
in bringing the ltalian-style cof-
fee drutking experience to the
wiarld, But it & alsd instrumen-
tal im [u:l:lrm:l!inu the firm's
producis I,h:ruugh events such
25" Colfes Collepe ™ where the
PR team shows lists how
tobrew the periect cup
Aswellasthe proliferatsonof
stores, Starbucks ha;bu{;ex
panding s £a product
offerings. It hu.q.n?:int venturss
with iCo for the cold bot-
teddrink Frappuccing, Breyers
for coffee-flavored ice cream;
and Capitol Fecards, which pro-
duces CDs sold in Starbucks.
Hemdon, who served stints
at DuPont and Dow Chemical,
| says ghe works hard to ensure
the company is &t the forefront
of socially responsible pro-
| gram Saarbucks has Haked
(\with celebrities like Mar
McGwire and makes a dogs-
tion of $5.000 10 lecal literacy
programs for esch bome run be
silui's]l. akuo has a joint venture
with baskeatball legead Magic
{Joknson 10 open stores in
ugderdeveloped ushan sreas
stach as New York's Harlem,
Starbucks has even formalized
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Fileltief Wanda Hermdon, SYP
wirtdwide pablic affairs

this effore, instalbing a senios
vike presicdent of corporate
social respoasibility.

Baut it's not all warm-fuzzy
coffes talk, One of the most
significan] tests of Starbucks'
PR metthe came Last year when
thsee employees were killed in
arobbery attempt on cae ol it
Washington, DC stares. The
SllTbuci:;Ii:nm ::l.llad in its

cgional PR agency, Brotman

Inter Fr'btdl.mm clear the
horde of reparters and cam-
eras from the frontof the store.

Because the East Const mie-
dia were bayiog for some kind
of statement from Starbucks,
Hemdon put cut an initial
release, which basically ndmit-
ted that the team didn't have
much information about the
mm.]-[rr;:kutnh:trhkn_llﬂ:d
o media spoloesman, reghonal
director Deas Torrenga.

Drirector of public affairs

“We try tobe
proactive. We
purchase Fair
Trade coffee,
but whols fo
say whatis
enough for
these people”
Warnda Ferndon,

SVP worldwide public r3
Srarbrack e
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for e mare socially responsible image

Aszacy ol record: Edebman
[5an Franciscol; twa-year
relatignship

Regioasl agencies: Regan
Price

fnmesi PR bodgns §3.5m5en

Alan Gulick recalls,"[t wasa
wery sad day for the company.
It was impaortant (o reach oul
to the partpers [employess)
and tothe families.”

The public affairs team was
at the forelfront of organizinga
memarial service, Slarbucks
CEOQ Howard Schuliz mads
the dedision to donate net prof-
its from the stose to a charity
benefiting victims of violence,
At ibe end of the memorial
service Schultz talked to the
media, bat Herndon aniwesed
all media queries.

Starbucks” PR chiel reporis
directly to the CEOQ, a former
marketing man himself “[ am
In-n&ileI irecily at his office,
that's how sccessible be B™
Herndon says, sdding, “He 13
always imvalved in key commu.
nbcations. W strateguee abaut
how we cag use himas o brand
visionary” Schuliz i often
avaalable for interviews and
recenthy spoke to The Motley
Fool financial Web site and the
stall newsletter of retail giant
Coglen,

Stoch drop
Although Starbuckswas voted
one Formurie magazine’s

! 100 compandes 1o work
for™ last year, it is not without
its erities, from button-down
financial analysts to environ-
mentalists.

Aroursd & third of Starbiscks”
stock value vaporized on June
Hof last year when Schult dis-
cussed the firm's new Internet
strategy and anpounced a $19
million profit shortfall for the
fiscal year. Herndon says the
investmsent community was
bricfed a few days earlier. “We
ware openand honest that we'd

Making coffee talk to
marketplace

IE massthe guaner andweadvied
i the analysts of that,” she gy,

But it wos Siarbucks’ Inter-

" met strategy - which involved

buying stakes in the fkes of
Cooking.com, Oxygen.com
and ThlkCity.com, among oth-
ers - that trightened off in-
vestors. CEQ Schultz acted
swiftly 1o zssure Wall Sireet
that the firm would not pursue
Internet aclivities that would
dilule enmings per share or
divertattenticn from the retail
business

Salomon  Smith Barney
equitics analyst Mark Kalin-
owski was impressed by Suar-
bucks’ ahility to bounce back:
~Restauranis are a very diffi-
cult concept b0 run well
Everyone wasts them to be as
focused ps posible. To their
credit they reacted guickly, and
1 think the company learned 3
lesson from it.” Ralipowski
whohas just inztiated coverage
of Starbucks, gives them “very
high marks™at communicating,

A more recent deal with ue-
ban delivery service Koz
mao.com recelved a wasmer
welcome. Starbucks &5 set 1o
receive $150 million over five
years by allowing Kozmo cos-
tomers to return rented items
toitsstores

Starbucks has been under
pressure from enviroamental
groups such as Global Ex-
change 1o paﬁnﬂc: growers
betier prices lor theis L
Althaugh Starbicks ssued o
press release in March that en-
couraged customers (o come
and recycle used ground cof-
fee, many feltivwasn tenough,

Tozmuageilsanticithe put-
lic affairs team unru;lmmcll an
agreement to purchass so-
called" Fale Trade " colfee beans
from Mecaragua and Guas-
emala, which are approved by

aniration Trams-
Fair Ei!’.ﬁ.?ju: rewdon admits
that pleasing environmenial
mdvorales is & thankless task:
“\'ﬁ:utlabr proactive. We pur-
clsase Falr Trade coffes, but who
5 to say what i enough for
thess n
Sweve Gehsl, a reparter af
CBS Marketwalch, covered
Starbucics while at Brard Week,
He says the PR team is re-
spansve and deems if "a cate-
gory killer, just [ike Nike." But
sometimes 1t's pod aboon to be
in the same boat as Nike - a
downiown Seattle Starbucks
was looted during the unrest
surrounding the World Trade
Organization's summit late lasy

year.

Starbucks Ras yet 1o run a
natjiopal brand advertising
campaign, which is probably
the greales! teitament Lo the
success of its public relations
Inaddition 10115 appearance in
the Awustin Powers sequel, the
brand has also appeared on
numeroas TV shows and mo-
vies, including Ally MeBeal,
Bowfinger and You've God
Mail. But according 1o Hern-
dan, pone of this onscreen pro-
medon was her team’sdoeng. It
just goes toshow you how pop-
ular those grande lattes can be.
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