CORPORATE EXTERNAL COMMUNICATION BEST PRACTICES

CORPORATE EXTERNAL COMMUNICATION BEST PRACTICES ARE CRUCIAL FOR BUILDING AND MAINTAINING A STRONG BRAND
REPUTATION, FOSTERING STAKEHOLDER TRUST, AND ACHIEVING STRATEGIC BUSINESS OBJECTIVES. IN TODAY'S INTERCONNECTED
WORLD, HOW A COMPANY INTERACTS WITH THE OUTSIDE WORLD CAN SIGNIFICANTLY IMPACT ITS SUCCESS, INFLUENCING
EVERYTHING FROM INVESTOR CONFIDENCE TO CUSTOMER LOYALTY. THIS COMPREHENSIVE GUIDE WILL DELVE INTO THE ESSENTIAL
STRATEGIES AND METHODOLOGIES THAT DEFINE EFFECTIVE EXTERNAL COMMUNICATION. WE WILL EXPLORE THE FOUNDATIONAL
PRINCIPLES, UNPACK KEY CHANNELS AND TACTICS, AND HIGHLIGHT THE IMPORTANCE OF CRISIS MANAGEMENT AND CONSISTENT
MESSAGING. UNDERSTANDING THESE BEST PRACTICES EMPOWERS ORGANIZATIONS TO NAVIGATE COMPLEX COMMUNICATION
LANDSCAPES, ENSURING THEIR VOICE IS HEARD CLEARLY, POSITIVELY, AND IMPACTFULLY ACROSS ALL EXTERNAL TOUCHPOINTS.
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UNDERSTANDING THE CORE PRINCIPLES OF EXTERNAL COMMUNICATION

AT ITS HEART, EFFECTIVE CORPORATE EXTERNAL COMMUNICATION IS ABOUT BUILDING BRIDGES OF UNDERSTANDING AND TRUST
BETWEEN AN ORGANIZATION AND ITS VARIOUS PUBLICS. THIS ISN,T_JUST ABOUT BROADCASTING MESSAGES, IT'S A TWO-WAY
STREET THAT REQUIRES ACTIVE LISTENING AND RESPONSIVENESS. THE FUNDAMENTAL PRINCIPLES REVOLVE AROUND CLARITY,
CONSISTENCY, TRANSPARENCY, AND AUTHENTICITY. \W/HEN THESE PILLARS ARE FIRMLY IN PLACE, A COMPANY CAN BUILD A
STRONG AND CREDIBLE PRESENCE IN THE PUBLIC SPHERE. T HINK OF IT LIKE NURTURING A GARDEN; CONSISTENT WATERING (CLEAR
MESSAGES), THE RIGHT SOIL (TRANSPARENCY), AND GENUINE CARE <AUTHENTICITY) ARE ALL VITAL FOR HEALTHY GROWTH AND
A BEAUTIFUL OUTCOME. NEGLECT ANY OF THESE, AND YOUR GARDEN (OR YOUR REPUTATION) WILL SUFFER.

CLARITY ENSURES THAT YOUR MESSAGE IS EASILY UNDERSTOOD, LEAVING NO ROOM FOR MISINTERPRETATION. THIS MEANS USING
STRAIGHTFORW ARD LANGUAGE, AVOIDING JARGON, AND TAILORING YOUR COMMUNICATION TO THE SPECIFIC AUDIENCE YOU'RE
ADDRESSING. CONSISTENCY, ON THE OTHER HAND, REINFORCES YOUR BRAND IDENTITY AND MESSAGE ACROSS ALL PLATFORMS. IF
YOUR OUTWARD MESSAGE SHIFTS DRAMATICALLY FROM ONE DAY TO THE NEXT, OR FROM ONE CHANNEL TO ANOTHER,
STAKEHOLDERS WILL BEGIN TO QUESTION YOUR CREDIBILITY. TRANSPARENCY IS ABOUT OPENNESS AND HONESTY. SHARING
INFORMATION, EVEN WHEN IT's DIFFICULT, FOSTERS TRUST AND DEMONSTRATES INTEGRITY. FINALLY, AUTHENTICITY MEANS BEING
TRUE TO YOUR COMPANY'S VALUES AND MISSION. W/HEN YOUR COMMUNICATIONS GENUINELY REFLECT WHO YOU ARE AS AN
ORGANIZATION, THEY RESONATE MORE DEEPLY WITH YOUR AUDIENCE.

DEeFINING YOUR T ARGET AUDIENCES

BEFORE YOU CAN COMMUNICATE EFFECTIVELY, YOU NEED TO KNOW PRECISELY WHO YOU ARE TALKING TO. EXTERNAL
COMMUNICATION ISN'T A ONE-SIZE-FITS-ALL ENDEAVOR. IDENTIFYING YOUR KEY STAKEHOLDERS—INVESTORS, CUSTOMERS,
MEDIA, REGULATORS, COMMUNITY MEMBERS, AND POTENTIAL EMPLOYEES—IS THE CRUCIAL FIRST STEP. EACH GROUP HAS



DIFFERENT NEEDS, INTERESTS, AND COMMUNICATION PREFERENCES. (UNDERSTANDING THESE NUANCES ALLOWS YOU TO CRAFT
MESSAGES THAT ARE RELEVANT AND IMPACTFUL FOR EACH SPECIFIC SEGMENT. FOR INSTANCE, WHAT RESONATES WITH A
FINANCIAL ANALYST WILL LIKELY BE VERY DIFFERENT FROM WHAT ENGAGES A CONSUMER. DILIGENT AUDIENCE SEGMENTATION IS
THE BEDROCK UPON WHICH ALL SUCCESSFUL EXTERNAL COMMUNICATION STRATEGIES ARE BUILT.

EsTABLISHING A CONSISTENT BRAND VOICE

Y OUR BRAND VOICE IS THE PERSONALITY OF YOUR COMPANY EXPRESSED THROUGH YOUR COMMUNICATIONS. IT’S THE TONE,
STYLE, AND LANGUAGE YOU USE CONSISTENTLY ACROSS ALL EXTERNAL TOUCHPOINTS. W/HETHER YOUR BRAND IS PERCEIVED AS
AUTHORITATIVE AND EXPERT, FRIENDLY AND APPROACHABLE, OR INNOVATIVE AND CUTTING-EDGE, THIS VOICE MUST BE DISTINCT
AND UNWAVERING. A WELL-DEFINED BRAND VOICE HELPS YOUR AUDIENCE RECOGNIZE AND CONNECT WITH YOU, FOSTERING A
SENSE OF FAMILIARITY AND RELIABILITY. IMAGINE TRYING TO HAVE A CONVERSATION WITH SOMEONE WHOSE PERSONALITY KEEPS
CHANGING WILDLY, IT WOULD BE DISORIENTING, RIGHT? THE SAME APPLIES TO CORPORATE COMMUNICATION. MAINTAINING A
UNIFIED VOICE ENSURES THAT YOUR BRAND'S IDENTITY REMAINS STRONG AND RECOGNIZABLE, BUILDING FAMILIARITY AND TRUST
OVER TIME.

DeveLoPING A RoBUST EXTERNAL COMMUNICATION STRATEGY

A ROBUST EXTERNAL COMMUNICATION STRATEGY IS MORE THAN JUST A COLLECTION OF TACTICS; IT'S A WELL-THOUGHT-OUT
ROADMAP DESIGNED TO ACHIEVE SPECIFIC ORGANIZATIONAL GOALS. |T REQUIRES CAREFUL PLANNING, RESOURCE ALLOCATION,
AND A CLEAR UNDERSTANDING OF YOUR COMPANY'S OBJECTIVES. WITHOUT A STRATEGY, YOUR COMMUNICATION EFFORTS CAN
BECOME REACTIVE, DISJOINTED, AND ULTIMATELY, INEFFECTIVE. A STRATEGIC APPROACH ENSURES THAT EVERY MESSAGE, EVERY
INTERACTION, AND EVERY CAMPAIGN SERVES A PURPOSE, CONTRIBUTING TO THE OVERARCHING NARRATIVE YOU WANT TO BUILD
ABOUT YOUR ORGANIZATION. |T'S ABOUT BEING PROACTIVE RATHER THAN SIMPLY WAITING FOR OPPORTUNITIES OR CRISES TO
ARISE.

DEVELOPING THIS STRATEGY BEGINS WITH A THOROUGH SITUATIONAL ANALYSIS. \W/HERE DOES YOUR COMPANY STAND
CURRENTLY IN TERMS OF PUBLIC PERCEPTION? \W/HAT ARE YOUR STRENGTHS AND WEAKNESSES IN COMMUNICATION? \W/HAT ARE
THE EXTERNAL OPPORTUNITIES AND THREATS YOU NEED TO CONSIDER? ONCE YOU HAVE THIS UNDERSTANDING, YOU CAN SET
CLEAR, MEASURABLE, ACHIEVABLE, RELEVANT, AND TIME-BOUND (SMART) OBJECTIVES FOR YOUR COMMUNICATION EFFORTS.
THESE OBJECTIVES MIGHT INCLUDE IMPROVING BRAND AWARENESS, ENHANCING STAKEHOLDER ENGAGEMENT, MANAGING
REPUTATION DURING A CHALLENGING PERIOD, OR SUPPORTING A NEW PRODUCT LAUNCH. HAVING THESE CLEAR GOALS PROVIDES
A COMPASS FOR ALL YOUR COMMUNICATION ACTIVITIES, ENSURING THEY ARE ALIGNED AND PURPOSEFUL.

SETTING CLEAR COMMUNICATION OBJECTIVES

W/HAT DO YOU ACTUALLY WANT TO ACHIEVE WITH YOUR EXTERNAL COMMUNICATIONS? THIS IS THE FUNDAMENTAL QUESTION
THAT DRIVES OBJECTIVE SETTING. ARE YOU AIMING TO INCREASE POSITIVE MEDIA MENTIONS BY ]50/0 IN THE NEXT QUARTER? Do
YOU WANT TO BOOST CUSTOMER SATISFACTION SCORES RELATED TO COMMUNICATION BY ‘|OO/0 WITHIN SIX MONTHS? OR
PERHAPS YOUR GOAL IS TO BUILD STRONGER RELATIONSHIPS WITH COMMUNITY LEADERS, LEADING TO INCREASED LOCAL
SUPPORT FOR YOUR INITIATIVES. WITHOUT WELL-DEFINED OBJECTIVES, IT'S IMPOSSIBLE TO MEASURE SUCCESS OR MAKE
NECESSARY ADJUSTMENTS TO YOUR STRATEGY. THEY ACT AS THE TARGET, AND YOUR COMMUNICATION EFFORTS ARE THE
ARROWS YOU'RE AIMING TO HIT IT WITH.

MAPPING COMMUNICATION CHANNELS AND CONTENT

ONCE YOUR OBJECTIVES ARE SET, THE NEXT STEP IS TO IDENTIFY THE MOST EFFECTIVE CHANNELS TO REACH YOUR TARGET
AUDIENCES AND THE TYPES OF CONTENT THAT WILL RESONATE WITH THEM. THIS INVOLVES A DEEP DIVE INTO WHERE YOUR
STAKEHOLDERS SPEND THEIR TIME AND WHAT INFORMATION THEY SEEK. FOR EXAMPLE, IF YOU'RE TARGETING A YOUNGER
DEMOGRAPHIC, SOCIAL MEDIA PLATFORMS LIKE INSTAGRAM AND TIKTOK MIGHT BE CRUCIAL. |F YOUR AUDIENCE INCLUDES
INVESTORS, THEN INVESTOR RELATIONS PORTALS, ANNUAL REPORTS, AND FINANCIAL NEWS OUTLETS WILL BE PARAMOUNT. THe



CONTENT ITSELF MUST BE CRAFTED TO ALIGN WITH THE CHANNEL AND THE AUDIENCE'S INTERESTS, WHETHER IT'S INFORMATIVE
PRESS RELEASES, ENGAGING BLOG POSTS, VISUALLY APPEALING INFOGRAPHICS, OR TRANSPARENT CORPORATE SOCIAL
RESPONSIBILITY REPORTS.

CONSIDER THE DIVERSE LANDSCAPE OF COMMUNICATION CHANNELS AVAILABLE. THESE CAN BE BROADLY CATEGORIZED INTO
OWNED MEDIA (YOUR WEBSITE, BLOG, SOCIAL MEDIA PROFILES), EARNED MEDIA (PEESS COVERAGE, REVIEWS, \X/ORD‘OF‘MOUTH)/
AND PAID MEDIA (ADVERTISING). EACH PLAYS A DISTINCT ROLE IN YOUR OVERALL STRATEGY. OWNED MEDIA GIVES YOU DIRECT
CONTROL OVER YOUR MESSAGE, EARNED MEDIA LENDS CREDIBILITY THROUGH THIRD-PARTY ENDORSEMENT, AND PAID MEDIA
ALLOWS FOR TARGETED REACH. A WELL-ROUNDED STRATEGY OFTEN LEVERAGES A COMBINATION OF THESE. THE CONTENT YOU
PRODUCE SHOULD BE TAILORED TO THE STRENGTHS OF EACH CHANNEL. A LENGTHY WHITE PAPER MIGHT BE PERFECT FOR YOUR
WEBSITE, WHILE A SHORT, IMPACTFUL VIDEO COULD BE IDEAL FOR SOCIAL MEDIA.

Key CHANNELS AND T ACTICS FOR EFFECTIVE OUTREACH

IN THE MODERN BUSINESS ENVIRONMENT, A MULTI-CHANNEL APPROACH IS NO LONGER A LUXURY BUT A NECESSITY FOR EFFECTIVE
EXTERNAL COMMUNICATION. RELYING ON A SINGLE CHANNEL WILL INEVITABLY LEAVE GAPS IN YOUR OUTREACH AND LIMIT YOUR
ABILITY TO CONNECT WITH DIVERSE AUDIENCES. FROM TRADITIONAL MEDIA RELATIONS TO THE EVER-EVOLVING DIGITAL
LANDSCAPE, EACH CHANNEL OFFERS UNIQUE OPPORTUNITIES TO SHAPE PERCEPTIONS AND BUILD RELATIONSHIPS. MASTERING
THESE CHANNELS REQUIRES UNDERSTANDING THEIR SPECIFIC STRENGTHS, LIMITATIONS, AND THE BEST PRACTICES FOR LEVERAGING
THEM TO YOUR ADVANTAGE. IT’S ABOUT CASTING A WIDE, YET TARGETED, NET TO ENSURE YOUR MESSAGE REACHES THE RIGHT
PEOPLE AT THE RIGHT TIME, IN THE RIGHT WAY.

THINK OF THESE CHANNELS AS DIFFERENT DOORS TO YOUR ORGANIZATION. SOME DOORS ARE GRAND AND PUBLIC, LIKE A MAIN
ENTRANCE (PRESS RELEASES), WHILE OTHERS ARE MORE INTIMATE, LIKE A PRIVATE STUDY (INVESTOR CALLS). EACH DOOR
SERVES A DIFFERENT PURPOSE AND IS ACCESSED BY DIFFERENT VISITORS. YOUR JOB IS TO ENSURE ALL THE RIGHT DOORS ARE
OPEN, WELL-MAINTAINED, AND INVITING TO YOUR INTENDED GUESTS. THIS STRATEGIC OPENING AND MANAGEMENT OF
COMMUNICATION PATHWAYS ARE WHAT TRULY DISTINGUISH EFFECTIVE EXTERNAL COMMUNICATION FROM MERE BROADCASTING.

MebiA RELATIONS AND PusLIic ReLaTIONs (PR)

MEDIA RELATIONS REMAINS A CORNERSTONE OF CORPORATE EXTERNAL COMMUNICATION. BUILDING STRONG RELATIONSHIPS WITH
JOURNALISTS, BLOGGERS, AND INFLUENCERS CAN LEAD TO VALUABLE EARNED MEDIA COVERAGE, LENDING CREDIBILITY AND REACH
TO YOUR COMPANY'S STORY. THIS INVOLVES PROACTIVE OUTREACH, PROVIDING TIMELY AND ACCURATE INFORMATION, AND
BEING A RELIABLE SOURCE FOR MEDIA INQUIRIES. A WELL-EXECUTED PR STRATEGY CAN AMPLIFY YOUR MESSAGE, SHAPE PUBLIC
OPINION, AND HELP MANAGE YOUR BRAND'S NARRATIVE. IT’S NOT JUST ABOUT SENDING OUT PRESS RELEASES, IT’S ABOUT
CULTIVATING GENUINE PARTNERSHIPS WITH THOSE WHO SHAPE THE PUBLIC DISCOURSE.

EFFECTIVE MEDIA RELATIONS REQUIRES UNDERSTANDING THE MEDIA LANDSCAPE AND WHAT MAKES A STORY NEWSWORTHY.
JOURNALISTS ARE CONSTANTLY LOOKING FOR COMPELLING ANGLES, EXPERT INSIGHTS, AND TIMELY INFORMATION. By
ANTICIPATING THEIR NEEDS AND PROVIDING THEM WITH HIGH-QUALITY, RELEVANT CONTENT, YOU INCREASE YOUR CHANCES OF
SECURING POSITIVE COVERAGE. THIS INCLUDES PREPARING MEDIA KITS, HOLDING PRESS CONFERENCES WHEN APPROPRIATE, AND
OFFERING EXCLUSIVE INTERVIEWS TO KEY PUBLICATIONS. FURTHERMORE, PROACTIVE ENGAGEMENT, SUCH AS OFFERING
COMMENTARY ON INDUSTRY TRENDS, POSITIONS YOUR COMPANY AS A THOUGHT LEADER AND A GO~-TO SOURCE FOR
INFORMATION.

DiciTAL CoMMUNICATION CHANNELS

THE DIGITAL REALM HAS REVOLUTIONIZED EXTERNAL COMMUNICATION, OFFERING UNPRECEDENTED OPPORTUNITIES FOR DIRECT
ENGAGEMENT AND BROAD REACH. THIS ENCOMPASSES A COMPANY'S WEBSITE, WHICH SERVES AS A CENTRAL HUB FOR
INFORMATION; SOCIAL MEDIA PLATFORMS, ENABLING REAL-TIME INTERACTION AND COMMUNITY BUILDING; EMAIL MARKETING, FOR
TARGETED UPDATES AND RELATIONSHIP NURTURING, AND ONLINE ADVERTISING, FOR AMPLIFIED REACH AND SPECIFIC AUDIENCE
TARGETING. EACH OF THESE DIGITAL AVENUES MUST BE MANAGED STRATEGICALLY TO ENSURE A COHESIVE AND IMPACTFUL



ONLINE PRESENCE.

* \X/EBSITE: YOUR OFFICIAL ONLINE PRESENCE, PROVIDING COMPREHENSIVE INFORMATION ABOUT YOUR COMPANY,
PRODUCTS, AND SERVICES. IT sHouLD BE USER-FRIENDLY, MOBILE-RESPONSIVE, AND REGULARLY UPDATED WITH FRESH
CONTENT.

® SoclaL MeplA: PLATFORMS LIKE LINKEDIN, TWITTER, FACEBOOK, AND INSTAGRAM OFFER DIRECT ENGAGEMENT
OPPORTUNITIES WITH CUSTOMERS, PARTNERS, AND THE GENERAL PUBLIC. CONTENT SHOULD BE TAILORED TO EACH
PLATFORM'S AUDIENCE AND FORMAT.

o EMAIL MARKETING: A POWERFUL TOOL FOR DIRECT COMMUNICATION WITH SEGMENTED AUDIENCES, DELIVERING
NEWSLETTERS, PRODUCT UPDATES, AND PERSONALIZED MESSAGES.

® BLoGgs AND CONTENT Hues: PROVIDE IN-DEPTH INFORMATION, THOUGHT LEADERSHIP, AND INSIGHTS, DRIVING TRAFFIC
AND ESTABLISHING YOUR COMPANY AS AN AUTHORITY IN ITS FIELD.

o ONLINE ADVERTISING: T ARGETED CAMPAIGNS ACROSS VARIOUS DIGITAL PLATFORMS TO REACH SPECIFIC DEMOGRAPHICS
AND ACHIEVE MARKETING OBJECTIVES.

INvESTOR ReLATIONS (IR)

FOR PUBLICLY TRADED COMPANIES, INVESTOR RELATIONS IS A CRITICAL COMPONENT OF EXTERNAL COMMUNICATION. IT
INVOLVES COMMUNICATING WITH SHAREHOLDERS, ANALYSTS, AND THE BROADER FINANCIAL COMMUNITY TO ENSURE A FAIR AND
ACCURATE VALUATION OF THE COMPANY. KEY ELEMENTS INCLUDE REGULAR FINANCIAL REPORTING, INVESTOR CALLS,
SHAREHOLDER MEETINGS, AND TRANSPARENT DISCLOSURES. EFFeCTIVE IR BUILDS CONFIDENCE, ATTRACTS INVESTMENT, AND
SUPPORTS LONG-TERM SHAREHOLDER VALUE. THIS FUNCTION REQUIRES A DEEP UNDERSTANDING OF FINANCIAL MARKETS,
REGULATORY REQUIREMENTS, AND THE EXPECTATIONS OF THE INVESTMENT COMMUNITY.

CoMMUNITY ENGAGEMENT AND COrRPORATE SociaL ResponsieiLITY (CSR)

ENGAGING WITH LOCAL COMMUNITIES AND DEMONSTRATING A COMMITMENT TO CORPORATE SOCIAL RESPONSIBILITY ARE VITAL
FOR BUILDING GOODWILL AND A POSITIVE BRAND IMAGE. THIS CAN INVOLVE SUPPORTING LOCAL INITIATIVES, PARTICIPATING IN
COMMUNITY EVENTS, AND TRANSPARENTLY REPORTING ON YOUR COMPANY'S SOCIAL AND ENVIRONMENTAL IMPACT. GENUINE
CSR EFFORTS NOT ONLY BENEFIT SOCIETY BUT ALSO ENHANCE YOUR BRAND'S REPUTATION AND FOSTER STRONGER
RELATIONSHIPS WITH STAKEHOLDERS WHO VALUE ETHICAL AND RESPONSIBLE BUSINESS PRACTICES. |T'S ABOUT SHOWING THAT
YOU'RE A GOOD CORPORATE CITIZEN, INVESTED IN THE WELL-BEING OF THE COMMUNITIES YOU OPERATE WITHIN.

MEASURING AND ANALYZING EXTERNAL COMMUNICATION EFFORTS

EFFECTIVE EXTERNAL COMMUNICATION IS NOT A SET-IT-AND-FORGET-IT ACTIVITY; IT REQUIRES CONTINUOUS MONITORING,
ANALYSIS, AND ADAPTATION. W ITHoUT MEASUREMENT, YOU'RE ESSENTIALLY FLYING BLIND, UNABLE TO DETERMINE WHAT'S
YW ORKING, WHAT'S NOT, AND WHERE YOUR RESOURCES ARE BEST ALLOCATED. ESTABLISHING KEY PERFORMANCE INDICATORS
(KP|S) FROM THE OUTSET IS ESSENTIAL FOR TRACKING PROGRESS AGAINST YOUR COMMUNICATION OBJECTIVES. THIS DATA-
DRIVEN APPROACH ALLOWS FOR INFORMED DECISION-MAKING, ENSURING YOUR COMMUNICATION STRATEGIES REMAIN AGILE AND
IMPACTFUL. THINK OF IT AS USING A DASHBOARD IN YOUR CAR; IT TELLS YOU YOUR SPEED, FUEL LEVEL, AND ENGINE HEALTH,
ALLOWING YOU TO DRIVE SAFELY AND EFFICIENTLY.

ANALYZING THE RESULTS OF YOUR COMMUNICATION EFFORTS PROVIDES INVALUABLE INSIGHTS THAT CAN SHAPE FUTURE
STRATEGIES. ARE YOUR PRESS RELEASES GENERATING SIGNIFICANT MEDIA PICKUP? |S YOUR SOCIAL MEDIA ENGAGEMENT
INCREASING? ARE INVESTOR INQUIRIES BEING ADDRESSED PROMPTLY AND EFFECTIVELY? BY REGULARLY REVIEWING THESE



METRICS, YOU CAN IDENTIFY TRENDS, UNCOVER AREAS FOR IMPROVEMENT, AND OPTIMIZE YOUR COMMUNICATION TACTICS FOR
MAXIMUM IMPACT. THIS ITERATIVE PROCESS OF MEASURING, ANALYZING, AND REFINING IS WHAT ELEVATES GOOD
COMMUNICATION TO GREAT COMMUNICATION.

Key PerForRMANCE INDICATORS (KPIs) For COMMUNICATION

IDENTIFYING AND TRACKING RELEVANT KPIS IS FUNDAMENTAL TO EVALUATING THE SUCCESS OF YOUR EXTERNAL
COMMUNICATION STRATEGIES. THESE METRICS SHOULD DIRECTLY ALIGN WITH YOUR PRE-DEFINED COMMUNICATION OBJECTIVES.
For INSTANCE, IF AN OBJECTIVE IS TO INCREASE BRAND AW ARENESS, KPIs MIGHT INCLUDE WEBSITE TRAFFIC, SOCIAL MEDIA
MENTIONS, MEDIA IMPRESSIONS, AND BRAND SENTIMENT ANALYSIS. IF THE GOAL IS TO ENHANCE STAKEHOLDER ENGAGEMENT,
METRICS LIKE RESPONSE RATES TO INVESTOR COMMUNICATIONS, ATTENDANCE AT COMMUNITY EVENTS, OR PARTICIPATION IN
ONLINE FORUMS BECOME CRITICAL.

® MEDIA MENTIONS (QUANTITY AND SENTIMENT)

o \WEBSITE TRAFFIC AND ENGAGEMENT METRICS (BOUNCE RATE, TIME ON PAGE)

® SOCIAL MEDIA REACH, ENGAGEMENT (LIKES/ SHARES, COMMENTS)/ AND FOLLOWER GROWTH

e BRAND SENTIMENT ANALYSIS (MONITOEING ONLINE CONVERSATIONS FOR POSITIVE, NEGATIVE, OR NEUTRAL MENTIONS)
e CUSTOMER SATISFACTION SCORES RELATED TO COMMUNICATION

® INVESTOR INQUIRY VOLUME AND RESOLUTION TIME

e ATTENDANCE AND FEEDBACK FROM COMMUNITY EVENTS

® SHAREHOLDER ENGAGEMENT IN ANNUAL GENERAL MEETINGS

UTILIzZING ANALYTICS TooLs AND FEEDBACK MECHANISMS

A VARIETY OF SOPHISTICATED TOOLS AND MECHANISMS ARE AVAILABLE TO HELP YOU GATHER AND ANALYZE COMMUNICATION
DATA. MEDIA MONITORING SERVICES CAN TRACK MENTIONS OF YOUR COMPANY ACROSS TRADITIONAL AND DIGITAL MEDIA,
PROVIDING INSIGHTS INTO REACH AND SENTIMENT. SOCIAL MEDIA ANALYTICS PLATFORMS OFFER DETAILED PERFORMANCE DATA
FOR YOUR SOCIAL CHANNELS. \WEBSITE ANALYTICS TOOLS, SUCH AS GOOGLE ANALYTICS, PROVIDE INFORMATION ON USER
BEHAVIOR AND CONTENT PERFORMANCE. BEYOND THESE TECHNOLOGICAL AIDS, ACTIVELY SOLICITING FEEDBACK THROUGH
SURVEYS, FOCUS GROUPS, AND DIRECT CONVERSATIONS WITH STAKEHOLDERS OFFERS QUALITATIVE INSIGHTS THAT NUMBERS
ALONE CANNOT PROVIDE. THIS COMBINATION OF QUANTITATIVE AND QUALITATIVE DATA PAINTS A COMPREHENSIVE PICTURE OF
YOUR COMMUNICATION'S EFFECTIVENESS.

NAVIGATING Crisis COMMUNICATION WITH BEST PRACTICES

NO ORGANIZATION IS IMMUNE TO CRISES, AND HOW A COMPANY RESPONDS DURING SUCH CHALLENGING TIMES CAN PROFOUNDLY
IMPACT ITS REPUTATION AND LONG-TERM VIABILITY. EFFECTIVE CRISIS COMMUNICATION IS ABOUT PREPAREDNESS, SWIFTNESS,
HONESTY, AND EMPATHY. A WELL-DEFINED CRISIS COMMUNICATION PLAN, DEVELOPED AND REHEARSED BEFORE A CRISIS HITS, IS
YOUR BEST DEFENSE. THIS PLAN OUTLINES ROLES, RESPONSIBILITIES, COMMUNICATION PROTOCOLS, AND PRE-APPROVED
MESSAGING TO ENSURE A COORDINATED AND CONTROLLED RESPONSE. |T°S ABOUT HAVING A FIRE EXTINGUISHER READY BEFORE
THE FIRE STARTS, NOT FUMBLING FOR IT WHILE THE FLAMES ARE RAGING.

DURING A CRISIS, TRANSPARENCY AND TIMELY UPDATES ARE PARAMOUNT. STAKEHOLDERS WANT TO KNOW WHAT'S HAPPENING,



WHAT THE COMPANY IS DOING ABOUT IT, AND HOW IT WILL BE RESOLVED. SILENCE OR EVASIVENESS CAN BREED SPECULATION
AND DISTRUST, OFTEN LEADING TO MORE DAMAGE THAN THE CRISIS ITSELF. EMPATHETIC COMMUNICATION, ACKNOWLEDGING THE
IMPACT OF THE SITUATION ON THOSE AFFECTED, IS ALSO CRUCIAL. ACKNOWLEDGING CONCERNS AND DEMONSTRATING GENUINE
CARE CAN GO A LONG WAY IN REBUILDING TRUST AND MITIGATING REPUTATIONAL DAMAGE. THIS PROACTIVE AND
COMPASSIONATE APPROACH IS THE HALLMARK OF EXEMPLARY CRISIS MANAGEMENT.

DeveLoprING A Crisis COMMUNICATION PLAN

A CRISIS COMMUNICATION PLAN IS NOT A DOCUMENT TO BE WRITTEN AND THEN FORGOTTEN IN A DRAWER. |T's A LIVING,
BREATHING STRATEGY THAT REQUIRES REGULAR REVIEW , UPDATES, AND, CRUCIALLY, DRILLS. THE PLAN SHOULD IDENTIFY
POTENTIAL CRISIS SCENARIOS RELEVANT TO YOUR INDUSTRY AND ORGANIZATION, DELINEATE CLEAR ROLES AND RESPONSIBILITIES
FOR YOUR CRISIS RESPONSE TEAM, ESTABLISH COMMUNICATION CHANNELS AND PROTOCOLS, AND INCLUDE PRE-APPROVED
HOLDING STATEMENTS AND KEY MESSAGES THAT CAN BE ADAPTED QUICKLY. INVESTING TIME AND RESOURCES INTO DEVELOPING A
ROBUST PLAN UPFRONT CAN SAVE IMMENSE TIME, RESOURCES, AND REPUTATIONAL DAMAGE WHEN AN ACTUAL CRISIS OCCURS.

Key PrINCIPLES OF CRriSiS COMMUNICATION

W/HEN A CRISIS STRIKES, ADHERE TO THESE FUNDAMENTAL PRINCIPLES TO GUIDE YOUR RESPONSE:

SPEED: RESPOND QUICKLY TO GET AHEAD OF RUMORS AND MISINFORMATION.

ACCURACY: ENSURE ALL INFORMATION RELEASED IS FACTUAL AND VERIFIED.

* TRANSPARENCY: BE OPEN AND HONEST ABOUT THE SITUATION.

EMPATHY: ACKNOWLEDGE THE CONCERNS AND IMPACT ON THOSE AFFECTED.

CONSISTENCY: ENSURE ALL SPOKESPEOPLE DELIVER THE SAME MESSAGE.

CENTRALIZATION: DESIGNATE A PRIMARY SPOKESPERSON AND CONTROL INFORMATION FLOW.

¢ FoLLOW-UP: PROVIDE ONGOING UPDATES UNTIL THE SITUATION IS RESOLVED.

BUILDING AND MAINTAINING STAKEHOLDER RELATIONSHIPS

EXTERNAL COMMUNICATION IS NOT MERELY ABOUT DISSEMINATING INFORMATION; IT’S FUNDAMENTALLY ABOUT BUILDING AND
NURTURING STRONG, ENDURING RELATIONSHIPS WITH ALL OF YOUR ORGANIZATION’S STAKEHOLDERS. THESE RELATIONSHIPS ARE
THE LIFEBLOOD OF A COMPANY, INFLUENCING ITS REPUTATION, DRIVING ITS GROWTH, AND PROVIDING A VITAL SUPPORT SYSTEM
DURING CHALLENGING TIMES. CONSISTENT, HONEST, AND VALUABLE COMMUNICATION IS THE BEDROCK OF THESE CONNECTIONS.
\W/HEN STAKEHOLDERS FEEL INFORMED, HEARD, AND VALUED, THEY ARE MORE LIKELY TO BE ADVOCATES FOR YOUR BRAND AND
PARTNERS IN YOUR SUCCESS. |T°S LIKE CULTIVATING FRIENDSHIPS; THEY REQUIRE CONSISTENT EFFORT, GENUINE CARE, AND
RELIABLE COMMUNICATION TO FLOURISH.

NURTURING THESE RELATIONSHIPS INVOLVES UNDERSTANDING THE UNIQUE NEEDS AND EXPECTATIONS OF EACH STAKEHOLDER
GROUP AND TAILORING YOUR COMMUNICATION ACCORDINGLY. FOR INVESTORS, THIS MIGHT MEAN CLEAR FINANCIAL REPORTING
AND STRATEGIC OUTLOOKS. FOR CUSTOMERS, IT COULD BE RESPONSIVE CUSTOMER SERVICE AND ENGAGING PRODUCT UPDATES.
FOrR COMMUNITY MEMBERS, IT MIGHT INVOLVE TRANSPARENT DIALOGUE ABOUT YOUR LOCAL IMPACT AND CONTRIBUTIONS. By
ACTIVELY ENGAGING WITH EACH GROUP AND DEMONSTRATING A COMMITMENT TO THEIR INTERESTS, YOU FOSTER LOYALTY,
BUILD TRUST, AND CREATE A RESILIENT NETWORK OF SUPPORT.



THE IMPORTANCE oF Two-WAY COMMUNICATION

EFFECTIVE EXTERNAL COMMUNICATION IS A DIALOGUE, NOT A MONOLOGUE. [T NECESSITATES ACTIVE LISTENING AND
RESPONSIVENESS TO STAKEHOLDER FEEDBACK, QUESTIONS, AND CONCERNS. CREATING MECHANISMS FOR TWO-WAY
COMMUNICATION, SUCH AS FEEDBACK FORMS, SOCIAL MEDIA MONITORING, CUSTOMER SERVICE CHANNELS, AND INVESTOR
RELATIONS HOTLINES, ALLOWS YOU TO GAUGE SENTIMENT, IDENTIFY ISSUES EARLY, AND DEMONSTRATE THAT YOU VALUE
STAKEHOLDER INPUT. THIS RECIPROCAL FLOW OF INFORMATION IS CRUCIAL FOR BUILDING TRUST AND FOSTERING A
COLLABORATIVE RELATIONSHIP. \W/HEN PEOPLE FEEL THEY CAN SPEAK AND BE HEARD, THEY ARE MORE INVESTED IN THE OUTCOME.

LEVERAGING FEEDBACK FOR IMPROVEMENT

STAKEHOLDER FEEDBACK, WHETHER SOLICITED OR UNSOLICITED, IS AN INVALUABLE RESOURCE FOR CONTINUOUS IMPROVEMENT.
|T PROVIDES A DIRECT LINE OF INSIGHT INTO HOW YOUR COMMUNICATIONS ARE BEING RECEIVED AND WHERE ADJUSTMENTS MAY
BE NEEDED. BY SYSTEMATICALLY COLLECTING, ANALYZING, AND ACTING UPON THIS FEEDBACK, ORGANIZATIONS CAN REFINE THEIR
MESSAGING, OPTIMIZE THEIR COMMUNICATION CHANNELS, AND BETTER MEET THE EVOLVING NEEDS OF THEIR AUDIENCES. EMBRACING
FEEDBACK DEMONSTRATES A COMMITMENT TO LEARNING AND ADAPTING, FURTHER STRENGTHENING STAKEHOLDER RELATIONSHIPS
AND ENHANCING OVERALL COMMUNICATION EFFECTIVENESS.

THE RoLE oF DIGITAL TRANSFORMATION IN EXTERNAL COMMUNICATIONS

THE RELENTLESS PACE OF DIGITAL TRANSFORMATION HAS IRREVOCABLY RESHAPED THE LANDSCAPE OF EXTERNAL
COMMUNICATION. COMPANIES CAN NO LONGER AFFORD TO OPERATE WITH OUTDATED COMMUNICATION STRATEGIES, THEY MUST
EMBRACE DIGITAL TOOLS AND METHODOLOGIES TO REMAIN RELEVANT AND COMPETITIVE. THIS TRANSFORMATION EXTENDS
BEYOND SIMPLY HAVING A WEBSITE OR SOCIAL MEDIA PRESENCE; IT INVOLVES A FUNDAMENTAL SHIFT IN HOW ORGANIZATIONS
INTERACT WITH THEIR STAKEHOLDERS, LEVERAGE DATA, AND DELIVER PERSONALIZED EXPERIENCES. THE DIGITAL REALM OFFERS
UNPRECEDENTED OPPORTUNITIES FOR AGILITY, SCALABILITY, AND DIRECT ENGAGEMENT, BUT IT ALSO DEMANDS A PROACTIVE AND
ADAPTABLE APPROACH TO COMMUNICATION.

EMBRACING DIGITAL TRANSFORMATION IN EXTERNAL COMMUNICATION MEANS INTEGRATING VARIOUS DIGITAL PLATFORMS TO
CREATE A COHESIVE AND SEAMLESS STAKEHOLDER EXPERIENCE. | T INVOLVES UTILIZING DATA ANALYTICS TO UNDERSTAND
AUDIENCE BEHAVIOR AND PREFERENCES, PERSONALIZING COMMUNICATION WHERE POSSIBLE, AND AUTOMATING REPETITIVE TASKS
TO FREE UP RESOURCES FOR MORE STRATEGIC INITIATIVES. FURTHERMORE, IT REQUIRES A COMMITMENT TO CONTINUOUS
LEARNING AND ADAPTATION AS NEW TECHNOLOGIES AND PLATFORMS EMERGE. BY STRATEGICALLY ADOPTING DIGITAL TOOLS,
ORGANIZATIONS CAN AMPLIFY THEIR REACH, ENHANCE ENGAGEMENT, AND BUILD STRONGER, MORE RESILIENT STAKEHOLDER
RELATIONSHIPS IN TODAY'S DYNAMIC WORLD.

INTEGRATING DIGITAL PLATFORMS FOR A SEAMLESS EXPERIENCE

THE MODERN STAKEHOLDER EXPECTS A CONSISTENT AND INTEGRATED EXPERIENCE ACROSS ALL TOUCHPOINTS WITH A COMPANY.
THIS MEANS THAT YOUR WEBSITE, SOCIAL MEDIA CHANNELS, EMAIL COMMUNICATIONS, AND EVEN CUSTOMER SERVICE
INTERACTIONS SHOULD FEEL CONNECTED AND ALIGNED. DIGITAL TRANSFORMATION INVOLVES USING TECHNOLOGY TO BREAK
DOWN SILOS BETWEEN THESE PLATFORMS, ENSURING THAT A CUSTOMER WHO INTERACTS WITH YOUR BRAND ON TWITTER HAS
A SIMILAR, IF NOT ENHANCED, EXPERIENCE WHEN THEY VISIT YOUR WEBSITE OR RECEIVE AN EMAIL. THIS UNIFIED APPROACH
ENHANCES BRAND PERCEPTION AND USER SATISFACTION.

DATA-DrIVEN COMMUNICATION AND PERSONALIZATION

THE POWER OF DIGITAL TRANSFORMATION LIES IN ITS ABILITY TO LEVERAGE DATA TO INFORM AND PERSONALIZE
COMMUNICATION. BY COLLECTING AND ANALYZING DATA ON AUDIENCE BEHAVIOR, PREFERENCES, AND INTERACTIONS,
ORGANIZATIONS CAN MOVE AWAY FROM ONE-SIZE-FITS-ALL MESSAGING. THIS ALLOWS FOR THE CREATION OF HIGHLY TARGETED
AND PERSONALIZED COMMUNICATIONS THAT RESONATE MORE DEEPLY WITH INDIVIDUAL STAKEHOLDERS. FOR EXAMPLE,



SEGMENTING EMAIL LISTS BASED ON PAST INTERACTIONS OR INTERESTS CAN SIGNIFICANTLY INCREASE ENGAGEMENT RATES. DATA
ANALYTICS PROVIDE THE INSIGHTS NEEDED TO MAKE THESE INTELLIGENT COMMUNICATION DECISIONS.

EMBRACING AGILITY AND EMERGING TECHNOLOGIES

THE DIGITAL WORLD IS CONSTANTLY EVOLVING, WITH NEW PLATFORMS, TOOLS, AND TRENDS EMERGING AT A RAPID PACE.
COMPANIES THAT EMBRACE DIGITAL TRANSFORMATION UNDERSTAND THE IMPORTANCE OF AGILITY AND A WILLINGNESS TO
EXPERIMENT WITH EMERGING TECHNOLOGIES. THIS MIGHT INCLUDE EXPLORING THE POTENTIAL OF Al FOR CUSTOMER SERVICE
CHATBOTS, USING AUGMENTED REALITY FOR PRODUCT DEMONSTRATIONS, OR LEVERAGING NEW SOCIAL MEDIA PLATFORMS TO
REACH NICHE AUDIENCES. STAYING AHEAD OF THE CURVE REQUIRES A COMMITMENT TO CONTINUOUS LEARNING AND ADAPTATION,
ENSURING THAT YOUR EXTERNAL COMMUNICATION STRATEGIES REMAIN RELEVANT AND EFFECTIVE IN THE FACE OF
TECHNOLOGICAL CHANGE.

FAQ SECTION

Q: WHAT IS THE PRIMARY GOAL OF CORPORATE EXTERNAL COMMUNICATION BEST
PRACTICES?

A: THE PRIMARY GOAL OF CORPORATE EXTERNAL COMMUNICATION BEST PRACTICES IS TO BUILD AND MAINTAIN A POSITIVE
BRAND REPUTATION, FOSTER TRUST WITH STAKEHOLDERS, ENHANCE CREDIBILITY, AND ULTIMATELY SUPPORT THE ACHIEVEMENT
OF STRATEGIC BUSINESS OBJECTIVES THROUGH CLEAR, CONSISTENT, AND TRANSPARENT ENGAGEMENT WITH THE OUTSIDE WORLD.

Q: How CAN A COMPANY ENSURE CONSISTENCY IN ITS EXTERNAL MESSAGING?

A: CONSISTENCY IN EXTERNAL MESSAGING IS ACHIEVED BY ESTABLISHING A CLEAR BRAND VOICE AND STYLE GUIDE, TRAINING ALL
SPOKESPEOPLE AND COMMUNICATION TEAMS, REGULARLY REVIEWING ALL EXTERNAL CONTENT FOR ADHERENCE TO BRAND
GUIDELINES, AND USING A CENTRAL CONTENT MANAGEMENT SYSTEM TO ENSURE UNIFORMITY ACROSS ALL PLATFORMS AND
COMMUNICATIONS.

Q: WHY IS TRANSPARENCY CONSIDERED A CORNERSTONE OF EFFECTIVE EXTERNAL
COMMUNICATION?

A: TRANSPARENCY IS CRUCIAL BECAUSE IT BUILDS TRUST AND CREDIBILITY. BY BEING OPEN AND HONEST ABOUT COMPANY
OPERATIONS, DECISIONS, AND CHALLENGES, ORGANIZATIONS CAN MITIGATE POTENTIAL MISUNDERSTANDINGS, FOSTER STRONGER
RELATIONSHIPS WITH STAKEHOLDERS, AND DEMONSTRATE INTEGRITY, EVEN DURING DIFFICULT TIMES.

Q: WHAT IS THE DIFFERENCE BETWEEN EARNED MEDIA AND PAID MEDIA IN EXTERNAL
COMMUNICATION?

A: EARNED MEDIA REFERS TO PUBLICITY GAINED THROUGH ORGANIC CHANNELS, SUCH AS NEWS COVERAGE, SOCIAL MEDIA
SHARES, OR WORD~OF~MOUTH, WHICH IS NOT PAID FOR BUT IS GAINED THROUGH EFFORTS LIKE PUBLIC RELATIONS. PaiD MEDIA,
ON THE OTHER HAND, INVOLVES DIRECT PAYMENT TO PLATFORMS OR PUBLISHERS TO DISSEMINATE MESSAGES, SUCH AS
ADVERTISING ON SOCIAL MEDIA OR IN TRADITIONAL PUBLICATIONS.

QI How CAN SMALL BUSINESSES IMPLEMENT CORPORATE EXTERNAL COMMUNICATION
BEST PRACTICES WITH LIMITED RESOURCES?

A: SMALL BUSINESSES CAN FOCUS ON A FEW KEY CHANNELS THAT REACH THEIR TARGET AUDIENCE MOST EFFECTIVELY, SUCH AS
A WELL-MAINTAINED WEBSITE AND ONE OR TWO RELEVANT SOCIAL MEDIA PLATFORMS. THEY CAN LEVERAGE FREE OR LOW-COST



TOOLS FOR SOCIAL MEDIA MANAGEMENT AND ANALYTICS, PRIORITIZE AUTHENTIC STORYTELLING, AND FOCUS ON BUILDING
STRONG RELATIONSHIPS WITH THEIR CORE CUSTOMER BASE AND LOCAL COMMUNITY.

Q: WHAT ROLE DOES SOCIAL MEDIA PLAY IN MODERN CORPORATE EXTERNAL
COMMUNICATION?

A: SOCIAL MEDIA IS A VITAL CHANNEL FOR REAL-TIME ENGAGEMENT, BRAND BUILDING, CUSTOMER SERVICE, AND CRISIS
COMMUNICATION. |T ALLOWS COMPANIES TO CONNECT DIRECTLY WITH THEIR AUDIENCE, SHARE UPDATES, GATHER FEEDBACK,
AND MANAGE THEIR PUBLIC IMAGE PROACTIVELY, THOUGH IT ALSO REQUIRES CAREFUL MONITORING AND RESPONSIVE
MANAGEMENT.

Q: How SHOULD A COMPANY PREPARE FOR POTENTIAL CRISES IN ITS EXTERNAL
COMMUNICATIONS?

A: PREPARATION INVOLVES DEVELOPING A COMPREHENSIVE CRISIS COMMUNICATION PLAN THAT IDENTIFIES POTENTIAL RISKS,
ESTABLISHES ROLES AND RESPONSIBILITIES, OUTLINES COMMUNICATION PROTOCOLS, AND INCLUDES PRE-APPROVED MESSAGING.
REGULAR TRAINING AND SIMULATIONS ARE ALSO ESSENTIAL TO ENSURE THE TEAM IS READY TO EXECUTE THE PLAN EFFECTIVELY
WHEN A CRISIS OCCURS.
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