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Diana Gaziyan

Executive Director
American Chamber of Commerce in Armenia

Dear Readers of AmCham Masgazine,

I hope you had a great Christmas and New Year holiday and entered 2015 full of positive energy and enthusiasm. Irrespec-
tive of the holiday season, we at AmCham have worked hard to present you with the new issue of the AmCham Business
Magazine. As you can see, this time the magazine is devoted to the topic of public relations (PR)/Communications in Arme-
nia. The selection of the theme has been preconditioned by the growing interest and demand towards this profession, both
globally and in Armenia.

Nowadays, PR is the trendy word with the PR manager being a profession in fashion. Actually, PR is known to humanity
from ancient times. In ancient states like Sumeria, China, and ancient Rome it was mostly used to convince people about
something and envisaged the application of various methods, including communication, oratorical techniques and other
public events. And even though back in those days, these methods of communication could not be classified as PR, they
were, nevertheless, the first examples of early PR campaigns. It was much later, however, that PR evolved into a separate
discipline and profession. Modern PR technologies were developed in Europe and the United States. In the 1900s, publicity
bureaus were already founded at Harvard University, Pennsylvania University and the American Telephone and Telegraph
Union. At the beginning of the 1930s, 20th century PR, as a separate function of management already created strong de-
mand in the largest U.S. companies. The period of 1945-1965 is considered as the emergence of PR itself. And nowadays,
finally, PR splits off as a separate branch of management and continues growing rapidly.

In Armenia, PR development, the way we see it now has started since the 1990s. Nowadays, almost all companies have PR
managers. In the corporate world, PR is perceived as an important tool in the way of success of any business and company.
However, there are still certain challenges related to PR in Armenia, and it is only obvious that our country has a lot of room
for improvement in the area of PR and communications.

In this issue of the magazine, we provide a general overview of PR. However, the focus is on the PR and communications
in Armenia, the way it works, the perspective of its development and challenges that exist in this area. The magazine also
contains interesting interviews with PR professionals representing AmCham member companies and other organizations.
I hope you will find this issue of the magazine informative for you and your business. Meanwhile, we are always open and
receptive to your suggestions on topics for our future publications.

Enjoy reading the magazine!
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1 Amirian str., Yerevan 0010, Armenia
Tel.: 010599000, 010599 246
www.marriottarmenia.com

E-mail: armenia.marriott@marriott.com

Qur Cristal bar & lounge welcomes
you in an energetic way in the
morning with a cup of coffee and

homemade pastry, motivating at
day time with special daily lunch
choices, food delights, fresh juices
and smoothies, but also stylishly
engaging at night with a lively
setting of cocktails and live music.
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' AmCham Welcomes New Members

e« HYATT PLACE"

B Opened in December 2013, Hyatt
Place Yerevan is the second interna-
tionally managed hotel in Yerevan. It
is located in the very center of the city,
walking distance to the main city at-
tractions, governmental buildings and
city's main business area. Hyatt Place
Yerevan with its contemporary, trendy
and, in the meantime, traditional Arme-
nian design, is in perfect harmony with
the buildings, surrounding the Republic
Square of Yerevan and neighborhood.
This hotel is the right choice both for

B As an institution of higher learning,
the American University of Armenia
provides teaching, research, and ser-
vice programs, that prepare students
and enable faculty and researchers to
address the needs of Armenia and the
surrounding region for sustainable de-
velopment, in a setting that values and
develops academic excellence, free
inquiry, integrity, scholarship, leader-
ship, and service to society. AUA was
co-founded in 1991 by the Armenian
Government, the Armenian General
Benevolent Union and the University of
California. AUA is the first stand-alone,
US-accredited institution in the former
Soviet Union that provides undergradu-
ate and graduate education.

Graduate Programs

. Full Time Master of Business Ad-
ministration

. Professional Master of Business
Administration

*  Master of Science in Economics
»  Master of Engineering in Industrial

business and leisure guests.

Hyatt Place Yerevan multi-functional
Gallery is where you will be greeted by
multilingual Hosts, who will guide you
through the hotel and will stay in touch
with during your entire stay.

Main Hotel Features & Services

*  Full service Restaurant

» Bakery Café

e 24 hour Stay-Fit Gym

* 2 Meeting rooms

Engineering and Systems Man-
agement

* Master of Science in Computer
and Information Science

. Master of Political Science and In-
ternational Affairs

*  Master of Arts in Teaching English
as a Foreign Language

*  Master of Laws

*  Master of Public Health
Undergraduate Programs

* BAin Business

*  BS in Computational Sciences

* BA in English and Communica-
tions
Benefits of an AUA education

* U.S.-accredited,
recognized degrees

internationally

*  Aneed-blind admissions policy
«  Experienced international faculty

* Challenging, up-to-date curricula
addressing regional and global
needs

*  Open-air Terrace
*  Free Underground Parking lot

*  Complimentary Wi-Fi all over the
hotel

* Laundry and dry cleaning service
»  Airport pick-up & drop-off service
upon request

* 95 modern and comfortable rooms
including 4 suites

*  The Gallery
e 24/7 E-room

* An increasingly international stu-
dent body from the United States,
Canada, Syria, Lebanon, the Neth-
erlands, Georgia, Armenia, and
more

»  State-of-the-art facilities, including
the Paramaz Avedisian Building
and the AGBU Papazian Library

+ A wide range of undergraduate
student support services and pro-
grams offered by the Center for
Student Success

* An alumni network that boasts
heads of businesses, non-profit or-
ganizations, banks, schools, gov-
ernment institutions, and more

AUA Extension

AUA Extension offers over 56 profes-
sional development courses. These in-
clude entrepreneurship and career de-
velopment workshops, English language
courses, and test preparatory courses.
Their focus is on helping individuals fulfill
professional and/or career goals through
flexible and innovative adult and continu-



AmCham

ing education programs.
AGBU Papazian Library

The AGBU Papazian Library is the best
English language library in the region. It
boasts over 42,000 volumes of books,
65,000 online journals, and 13,500
members from both the AUA commu-
nity and the public. It is a member of
the American International Consortium
of Academic Libraries and the Elec-
tronic Library Consortium of Armenia

AVENUE

LTING GROUF

B Avenue Consulting Group is a profes-
sional service company led by well re-
cognized and experienced consultants.
We provide strategic and operational
management consulting, legal and tax
advisory services perfected to support
continuous growth and development of
our clients. We bring together deep in-
dustry knowledge and distinctive man-
agement skills to provide cutting edge
solutions for our clients. The services
we provide are flavored with core val-
ues of Avenue Consulting Group: In-
tegrity, Impartiality and Partnership.

The company joins the efforts of three
partners, which are well recognized
and experienced consultants with more
than 40 years of aggregated experi-
ence in consulting industry. The Part-
ners of the Company envisage aggres-
sive market penetration offering high
quality services both for local business-

BLACKSTON E

R AV

B Blackstone Travel has been founded
in early 2013 and, since the first day of
its operations there has been a goal to
provide client companies and individual
customers with comprehensive, high
quality travel services, while also maxi-
mizing the value of their travel budgets.

and acts as a national focal point for
the Electronic Information for Libraries-
Intellectual Property EIFL.net.

Center for Student Success

Through a holistic approach to educa-
tion, the Center for Student Success
provides a unique range of support pro-
grams, including math and writing con-
sultations, academic support services,
disabilities services, and workshops to
enhance overall personal and academ-

es, government and foreign investors.

Avenue Consulting Group team ga-
thers highly professional legal and
management reputable consultants
with extensive experience in delivering
knowledge-based and innovative solu-
tions to topnotch clients. Our team con-
centrates diverse skills and long years
of top management consulting able to
deliver complex and comprehensive
solutions to its clients. Our three con-
sulting teams gather experienced and
knowledgeable people, who bring be-
nefits of their professionalism to our
clients.

Our focus industries:

*  Agriculture and Agribusiness

*  Construction and Real Estate

*  Energy and Water

* Renewable Energy and Energy Ef-

Without the long history of commission-
based travel agency model, Blackstone
Travel began their business as an in-
dependent service provider to travel
buyers. Without supplier bias and com-
mitments, Blackstone Travel is wholly
based on the interests of the clients.

ic development in a welcoming space.

Alumni and Career Development
Office

The ACDO works to develop, coordi-
nate, and promote programs for alumni
to keep connected and involved with
AUA and one another. In addition, it
aims to provide job placement services
to students and alumni and to develop
strong and tangible links between em-
ployers and the university.

ficiency
* Food and Beverage
»  Tourism and Hospitality

* Information Technologies and

Telecommunication

+ Institutional Capacity Building

* Judiciary

»  Labor and Employment Affairs

*  Manufacturing

*  Mining

*  Monitoring and Evaluation

*  Public Administration and Good
Governance

*  Public Finance Management

*  Public-private partnership

»  SME Development

+ Trade

«  Transport and Logistics

Blackstone Travel thrives to provide

best-in-market services based on in-

ternational standards and systems, in-

cluding:

* A fully developed range of corpo-
rate travel services across all sup-
ply areas
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»  Highly developed and skilled visa
services

*  Professional account management

+  Detailed reporting

»  Effective budget management

«  Experienced booking consultants

* Rigorous supplier management
through tenders, negotiating,
benchmarking and monitoring

*  Professional VIP services, inclu-
ding business jet and charter flight
bookings, individual ground han-
dling throughout the world

W voice
B Civil Voice public organization is com-
mitted to improving the local environment
and social life, raising the social aware-
ness of the ecological and social situa-

tion and transforming public perceptions
about related issues within Armenia.

|AB INTERNATIONAL
ACADEMY OF
BUSINESS

Transforming communication,
career and business

P AB International Academy of Busi-
ness is about development of human
capital and enforcing progress of the
country, bringing it up and high to the
international level. Through profes-
sional trainings and international quali-
fication exam preparation courses, |IAB
creates possibilities to be on the top of
business, advancement and success.
IAB is stepping into the future with its
core values:

*  Progress

*  Professionalism

e Trust

« Care

Having a history of 13-years profes-
sional work at the field, IAB has built
partnerships not only with national
leading companies, but has also been
recognized as valuable partner for pro-

fessional associations: ACCA, CIMA,
and GARP.

Besides business travel services, the
main area of business for the company
is outgoing leisure travel and incoming
travel to Armenia. Blackstone Travel
marked its first anniversary by announc-
ing direct charter flights to Barcelona for
the summer season of 2014 in coopera-
tion with Vueling Airlines, the main air
carrier of Catalonia. Successfully car-
rying out this ambitious project, Black-
stone Travel established itself as one of
the leaders of Armenian travel market.

Civil Voice organizes various events
such as tree-planting, clean-up cam-
paigns, educational seminars, visits
to orphanages, ecological analysis
and public discussions, that are aimed
to raise the public awareness on the

* The International Qualifications
division brings together a strong
variety of globally acknowledged
and respected professional qualifi-
cations. It offers exam preparation
courses for PMP. (Project Manage-
ment Professional) certification,
FRM (Financial Risk Manager)
designation, ICBRR (International
Certificate in Banking Risks and
Regulations) certification, RCP
(Risk Certification Program), Cer-
tIA (Certificate in International Au-
diting), CIA (Certified Internal Audi-
tor) certification, DipIFR (Diploma
in International Financial Report-
ing) and many more.

* Language Advancement Divi-
sion transforms communication,
through interactive learning pro-
cess and modern techniques. Hav-
ing a variety of language courses
available, that are suited and tai-

As an incoming tour operator, the main
goal for the company is to find new
source destinations for Armenia and to
offer special types of tours to Armenia
outside the usual traditional itineraries.
So far Blackstone Travel has hosted
numerous groups and individual travel-
ers in Armenia. The positive feedback
received from these travelers makes
this area of the business become the
main focus for the company’s develop-
ment.

ecological and social issues that our
country faces, while actively engaging
experts, the public and volunteers to
participate in all projects.

lored to the needs of our students,
IAB helps to advance your Eng-
lish, French, Russian and Arme-
nian language skills. It is not only
about General Language Courses,
but also about Business Language
and Language for Specific Pur-
poses (such as Legal, Financial,
Medical, etc.).

. Industries, markets, private, so-
cial and business sectors grow,
change and develop every day
drastically. Business Trainings
division helps to see and per-
ceive things differently, accelerate
changes in our career and world-
view. IAB provides highly valuable,
effective and tailored solutions
for organizations that need dy-
namic transformations. It also has
a bunch of personal development
courses to define and raise the bar
of your business achievements.
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Specialized consulting company, providing qualified assistance to small and medium enterprises

P Logicon Development renders pro-
fessional advisory services and de-
monstrates personalized attention to
operating and start-up businesses in
conducting their activities in diverse and
challenging economic environment.

We give a hand to enterprises by con-
ducting trainings and advisory and by
implementing projects, intended to im-
prove and stimulate their business. Our
experts will help you by offering deep
knowledge in international and local
audit and accounting, financial man-
agement, business consulting, corpo-
rate finance and taxation, as well as in-
ternational and local legal aspects. Our
professional services include but not

Santa
Familia

B Santa Familia was officially opened
on December 8, 2012, on the 60th an-
niversary of company's owner and cre-
ator Jirair Avanian. Jirair, who is most
famous for being the owner and creator
of Dolmama Restaurant, was trying to
change the way stores work in Yere-
van. We did this in two ways: keeping
the quality at a top notch standard and
the experience of the customer at an
even higher standard.

To work on the quality of the products in
Armenia, Santa Familia had to work on
a couple major factors. The first thing
we looked at is the meat in Yerevan.
Our meat is inspected daily by a meat
doctor and also cut by the finest butch-
ers in the country. When you buy our
meat, it is ready to be cooked and eat-
en. This is why we supply some of the

limited to: trainings for start-up entre-
preneurs, research and development,
business plans development and proj-
ect management in different industries
and fields of RA economy.

Logicon Development has an exten-
sive experience of cooperation with al-
most 300 local and international private
companies, government agencies and
non-governmental organizations, such
as World Bank, European Bank for
Reconstruction and Development, Eur-
asia Foundation, UNDP Armenia, SME
DNC of Armenia Fund, OSCE office in
Yerevan and many others.

We are committed to providing partner-
led, personal services and high pro-

most famous restaurants in Yerevan.
Additionally, at Santa Familia, we carry
a wide and impressive set of drinks.
We have beer, wine, whiskey, and vod-
ka, but only the highest quality drinks
make it to our store. We even hold wine
classes to help new customers come
to appreciate the world’s most famous
drink. We want our customers to think
the dinner they make for themselves at
home with Santa Familia products is on
the same level as the dinner we serve
at Dolmama.

On top of making sure our products are
top notch, we also give our customers
the best possible experience. With local
and foreign staff, we are able to com-
municate with people from all over the
world. It is no wonder that we can count
on many ambassadors and embassy

fessional standards dedicated to the
needs of public sector and growth-ori-
ented business.

Logicon Development tries to conti-
nuously refine and enlarge the scope
of rendering services. By strictly fol-
lowing the principles of client-oriented
confidentiality and objectivity, the com-
pany provides services, which can be
integrated in the following groups:

. Accounting

. Audit
. Legal Advice
. Training

. Business Advice
. Logistics

workers as our best clients. We have
a wine expert, a vodka expert, a beer
expert and, of course, meat experts on
staff to help make sure that the custom-
ers leave with exactly the product they
need and want. Also, we carry Dolma-
ma quality items, including Dolmama
items themselves, that customers can
enjoy in our café area or in their home
without having to worry about dressing
up for dinner. Finally, at Santa Familia,
we provide an ambiance that the clients
can love and respect. Our look is both
classic and modern, the products and
menu also have that same description.
We do this all while keeping costs down
for the customers, so you don’t feel like
you are paying just for the look of our
store.



Increase your business turnover by enrolling into AmCham Member to
| For a Better Business Environment Member (M2M) program. M2M program is a significant opportunity for
members to gain exposure and clients, while creating additional value for
other AmCham members. M2M program entittes AmCham members to the
best discounts available on goods and services offered by other AmCham

Member2ZMember Discount Card

Card Holder Company members and representatives of wider business community. However, non
AmCham members will not be able to enjoy discounts offered by others
Card # within the framework of the program.

To become a program participant, you simply need to download from www.
amcham.am

AMERICAN CHAMBER OF COMMERCE IN ARMENIA

and submit to us (either in hard copy or electronically) the Member2Member Discount Participation Form.

AmCham Members will receive discounts upon presenting their M2M plastic cards, which can be obtained from the AmCham
office. The offers are valid for one year.

business support center
0sSG
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0SG RECORDS ARMENIA YEREVAN

MANAGEMENT LLC

ARMENIA MARRIOTT HOTEL BUSINESS SUPPORT CENTER
Contact person: Lilya Abrahamyan;
Tel.: (374 10) 743 460; Contact person: Mariam Ohanyan; Contact person: Samvel Gevorgyan;
E-mail: l.abrahamyan@osgrm.com; Tel.: (374 10) 599 185; Tel.: (374 10) 574 778, (374 11) 574 778

Description of discounted product or Description of discounted product or Mob: (374 99/77) 574 778,
service: service: E-mail: marketing@bsc.am,

training@bsc.am;
Description of discounted product or ser-
vice:

10% discount on all the outlets of the
Armenia Marriott Hotel (with the ex-
ception of Scoop Ice-cream Parlor).

* 5% discount on confidential storage
of documents in specially designed

boxes at OSG prupose-built centers. . Professional Development-15%

* Management Consulting-10%

g Austrian » Research and Evaluation-10%
; + Development Projects-10%
'CARE + Business Solutions on Innovative

INTERNATIONAL AUSTRIAN AIRLINES Technologies-5%
CENTER FOR Contact person: Tamara Karkusian;

AGRIBUSINESS Tel.: (374 10) 512 201;

RESEARCH AND . . . .

EDUGCATION E-mail: tamara.karkusian@austrian.com;

Description of discounted product or

ICARE FOUNDATION service: HSBC m
*  50% discount on fee for tickets is-

Contact person: Vardan Urutyan, sued at the Austrian Airlines office.
Susanna Mezhlumyan;

Tel.: (374 10) 522 839;

Additional information: HSBC BANK ARMENIA CJSC

E-mail: info@icare.am: gnlyt/ gpp!oi\c.:all.ble fct)r tickeft: boughtatthe Contact person: Vardan Shahbazyan;

Description of discounted product or “uStran Alfines town oftice. Tel.: (374 10) 515 200;

service: E-mail: vardanshahbazyan@hsbc.com
Description of discounted product or

* 10% discount on the Master of Agri- service:

business (MAB) program tuition fee. . prUdence + 100% discount on corporate ac-

LEGAL ADVISORY & COUNSELING .
Additional information: count opening;

* 100% discount on corporate addi-
MAB is a professional degree program FPRUDENCE LAW FIRM tional account opening:

exclusively focused on the agribusiness  Contact person: Armen Melkumian «  67% discount on HSBCnet setup;
sector, with an emphasis on combin- Tel.: (374 10) 514 830;

ing economic, business analysis, and Description of discounted product or
quantitative methods for managerial service:

decision-making.

* Up to 50% discount on platinum cor-

porate credit card annual service fee;
* Upto 50% discount on personal ac-
* 20% discount on legal services. count opening.

0
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JAZZVE

Contact person: Marina Sultanyan
Mob.: (374 91) 115 900

E-mail: marina.sultanyan@siholding.am
Description of discounted product or service:
+ 5% discount at all Jazzve cafes.

MEGERIAN CARPET

Contact person: Hayk Ayvazyan;

Tel.: (374 10) 442 994;

E-mail: hayk@megeriancarpets.com;
Description of discounted product or service:
*  10% discount on all products.

Additional information:

Megerian Carpet also organizes exclu-
sive tours, which will introduce to rug
making in all its details.

I8 /MERINABANK

AMERIABANK

Contact person: Armine Margarova;
Tel.: (374 10) 561 111;

E-mail: a.margarova@ameriagroup.am;
Description of discounted product or service:

* Up to 30% discount on all payments
cards.

Additional information:

Ameriabank offers you plastic payment
cards which will make your everyday
financial operations faster, easier and
gives you an opportunity to control your
expenses. Our cards give you COM-
FORT, BENEFIT and SAFETY.

* Wide range of cards (17 types)
which you can choose according to
your needs and preferences,

* An interactive navigation system
with iPhone app,

* One of the largest ATM network in
Armenia,

» Credit cards 51-day grace period

* Up to 30% discounts in best stores
of Armenia

*  24/7 control of bank accounts through
free of charge SMS notifications

¢ Secure funds in case of card loss,
when informing the Bank immediately

western

CONGRESS HOTEL
BEST WESTERN CONGRESS HOTEL

Contact person: Emma Karapetyan;
Tel.: (374 10) 591 102; 591 199;
E-mail: marketing@hotelcongressye-
revan.com;

Description of discounted product or
service:

10% discount on:

» Ball Room and Picasso Hall;

» Authentic Italian full service pizzeria
Mediterraneo;

« [talian restaurant Raffaello;
« Fitness membership.
Additional information:

The discount on Ball Room and Picas-
so Halls applies in the case of full day
rental.

Hospitality
Management
Group

www.hmg.am

Contact person: Lilit Soghomonyan;
Tel: (374 55) 122 747;

E-mail: lilitsoghomonyan@gmail.com;
Description of discounted product or
service:

» Salon: 5% Discount
Address: 8 Abovyan Str., Yerevan,
Phone: +374 11 44 33 33

+374 95 44 33 34
www.salonarmenian.com
sales.marketing@hmg.am
Working hours: 11:00-00:00
* Charles: 5% discount
Address: 3/40 Tamanyan Str., Yerevan
Phone: +374 10 54 26 21
www.charles.am
info@charles.am

Working hours: 09:00-00:00

Café La Bohéme:

Address: Northern Ave. 5-191 Yerevan
Phone: +374 60 44 33 33
www.cafelaboheme.am
info@cafelaboheme.am

Working hours: 09:00-00:00

ARMOBIL Security Service

Contact person: Anahit Nalbandyan

Tel.: 8-111, (374 10) 200-265

E-mail: a.nalbandyan@armobil.am,

info@armobil.am

Description of discounted product or

service:

10 % discount on all types of security

services:

» Security Guarding and Reception
Service

* Alarm Monitoring Response Ser-
vice

« Central Video-Monitoring Service

* Quick Reaction Groups

» Cargo Escort

+ Transportation of Valuables by Ar-
mored Vehicle

» Security for Special Events

Additional Information:

Free Installation and Programming of

Security Systems, in case of signing

security services contract (alarm and

video monitoring) for 1 year duration.

CONCERN DIALOG
LAW FIRM

CONCERN DIALOG LAW FIRM

Contact person: Liana Kamalian;

Tel.: (374 10) 575 121;

E-mail: info@dialog.am;

Description of discounted product or

service:

* In case of consulting - first consulta-
tion, and in small cases preliminary
feasibility study will be done free of
charge;

* In case of subscription services for
the first three months - 1 to 5 hours
per month free of charge service
provision or up to 15% discount;

* 5-20% discount on all services
of "Concern-Dialog" Law Firm for
AmCham member companies and
their officers (or Card Holders upon
presentation of the Card);

* 7% discount for Company regis-
tration, 15% for all other company
law/corporate law issues (includ-
ing M&A, Full legal due diligence
check-up, etc.).
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printing
MINEH PRINTING COMPANY

Contact person: Armineh Ghazarian;
Tel.: (374 10) 563 022, 522 187;
Mob.:(374 94) 720 720;

E-mail: info@miheh.am, mineh@
netsys.am ;

Description of discounted product or
service:

* 5% discount to promotional items;

* 10% discount to services: pad
printing, silk screen printing and
laser marking, engraving and cut-
ting. (USB - flashes, T-shirts, hats,
mugs, bags, mouse pads, pens,
key tags, lanyards, wristlet bands,
CD, umbrellas, fridge magnets,
watches, posters, stickers, hang
tags and poly bagging).

17E&ffcace

FIRST MORTGAGE

Contact person: David Atanessian;
Tel.: (374 10) 518 181;

E-mail: davidatanessian@firstmortgage.am;
Description of discounted product or
service:

* 50 basis points discount on all loan
products to full-time employees of

AmCham member companies.

Al LEONI RESTAURANT

Contact person: Aram Yeghiazaryan

Tel: (374 10) 530 892; (374 91) 435 803
Address: 40 Tumanyan str., Yerevan
Description of discounted product or service:
5% discount for AmCham Members ap-

plied to all menu items offered at the res-

taurant.

B&Z FURNITURE MANUFACTURING
ENTERPRISE

Contact person: Tereza Saghyan;

Tel: (374 10) 276 451;

Adrress: 68 Baghramyan str., Yerevan
Description of discounted product or service:

10% discount for AmCham Members ap-

plied to custom made furniture.

CACTUS MEXICAN RESTAURANT & BAR

MHITOAPMEHUS
Sgothmenta

INGO ARMENIA INSURANCE

Contact person: Jemma Frangulyan;
Tel: (374 10) 592 121;

E-mail: inffo@ingoarmenia.am;
Description of discounted product or
service:

10% discount on:

¢ Motor Insurance;

¢ Travel Insurance;

¢ Personal Accident;
* Property Insurance.

Additional information:
The discount does not apply to:

» Specially negotiated/provided rates;

» Policies issued through agents;

» Other promotional rates provided by
INGO Armenia ICJSC.

¥
ROYAL TULIP

LUXURY HOTELS

GRAND HOTEL YEREVAN

ROYAL TULIP GRAND HOTEL YEREVAN

Contact person: Ani Shahbazyan;
Tel.: (374 10) 591 693;

E-mail: marketing@hotelyerevan.com;
Description of discounted product or
service:

10% discount on:

¢ Rossini Restaurant;
*  Yerevan Spa.

Contact person: David Gabrielyan;

Tel: (374 10) 539 939

Address: 42 Mashtots ave., Yerevan
Description of discounted product or service:
5% discount for AmCham Members ap-
plied to all menu items offered at the res-
taurant.

DOLMAMA RESTAURANT

Contact person: Jirair Avanian;

Tel: (374 10) 561 354

Address: 10 Pushkin str., Yerevan
Description of discounted product or service:
10% discount for AmCham Members ap-
plied to food.

HERTZ RENT-A-CAR

Contact person: Harutyun Harutyunyan
Tel: (374 10) 543 311, (374 91) 416 493

PANTERA SECURITY AGENCY

Contact person: Karen Hovhanesyan;
Mob.: (374 77) 010 230;

E-mail: inffo@pantera.am;
Description of discounted product or
service:

* 5% discount on guard services;

* 20% discount on QRT (Quick Re-
sponse Team).

UNITRANS
SNEURSRULY

UNITRANS

Contact person: Heghine Armenyan
Tel.: (374 10) 520 268

E-mail: heghine@unitrans.am
Description of discounted product or
service:

5% discount on:

* Ocean freight
* Airfreight
* Land transportation

» Consolidated (LTL, LCL)
transportation

» Customs clearance brokerage

E-mail: info@hertz.am

Adrress: 7 Abovyan str., Yerevan
Description of discounted product or service:
15% discount on car rental services.
Discount is available only on cars from
Hertz Armenia car fleet. Other services of-
fered by Hertz such as minibuses, buses,
hotel bookings, driver services do not ap-
ply to this discount program.

Note: the discount offer is available from
31 October to 31 March every year.
SALT SACK SOUVENIRS & GIFT SHOP
Contact person: Mara Klekchian;

Tel: (374 10) 568 931

Address: 3/1 Abovyan str., Yerevan
Description of discounted product or service:
10% discount on all purchases at the shop.
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THE WORLD IS
GETTING SMALLER,
BUT THIS DOESN'T
MEAN GLOBAL

TAX ISSUES

ARE GETTING

ANY SIMPLER.

Visit ey.com/tax

s
EY

Building a better
working world

That's why our tax professionals
worldwide work to provide

your business with a holistic
view of your tax obligations

and opportunities. This means,
no matter where you are doing
business, you benefit from tax
advice and support that helps
your organization achieve its
full potential.
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ARMSWISSBANK CJSC: DEEPENING
OF COOPERATION WITH EBRD

B ‘ARMSWISSBANK” CJSC cooper-
ates with European Bank for Recon-
struction and Development (hereinafter
EBRD) since 2010, and, as a result of
long and close cooperation, on Octo-
ber 1, 2014, “ARMSWISSBANK” CJSC
and EBRD signed an SME financing
loan agreement of USD 5 million equiv-
alent Armenian drams.

The companies, which will satisfy
SME lending program conditions will
be granted loans of up to AMD 300
million, with up to 5 years. Only those
companies can apply for the loan, the
number of which employees do not ex-
ceed 250.

o Grant Thornton

An instinct for growth’

Within the scope of the agreement, the
loans are granted for obtaining equity
capital, working capital replenishment
and for the development and expan-
sion of the businesses.

This loan program will enable the Bank
to increase the lending volumes of
small and medium enterprises by of-
fering comparatively low interest rate
AMD loans to the customers.

It is worth mentioning that the first USD
5 million SME lending contract between
“ARMSWISSBANK” CJSC and EBRD
was signed in 2010.

In 2010, EBRD had also confirmed a

limit of USD 3 million for Trade Facili-
tation Program, which was tripled dur-
ing 4 years of cooperation and now
amounts up to USD 9 million.

As an evidence of the cooperation de-
velopment on July 2014, “ARMSWISS-
BANK” CJSC was granted a status of
“Confirming Bank” by EBRD.

At present in addition to “Trade Facilita-
tion Program” and “SME lending” Pro-
gram, in a very near future ARMSWISS-
BANK and EBRD will initiate another
new program under the Sustainable En-
ergy Finance Facility program even more
deepening their long lasting partnership.

GRANT THORNTON, NAMED AS EMPLOYER OF THE YEAR BY
INTERNATIONAL ACCOUNTING BULLETIN

P Grant Thornton has been named
global 'Employer of the Year' by the In-
ternational Accounting Bulletin.

Ed Nusbaum, the global CEO, said,
"We are honoured to receive this
award, which recognises the strength

EMPLOYER OF T

GRANT THORNTON
INTERNATIONAL

of our internal training programmes and
the opportunities that we offer interna-
tionally through our global talent mobi-
lity programme. Supporting the growth
and development of Grant Thornton
employees across the global organisa-
tion is central to our ongoing growth
and success. It is the 38,500 people,
who work for Grant Thornton that make
it such a great place to work."

The 'Employer of the Year' award was
judged by an independent panel and
was based on Grant Thornton’s “strong
commitment to its employees, second-
ment programmes, and focus on qual-
ity.” The judges cited “Grant Thorn-
ton’s Advanced Manager Programme,
the Leadership Foundation programme
(which helps staff develop into better
leaders), and the Grant Thornton global

talent mobility programme, which has
so far supported more than 320 sec-
ondments across the network.”

International Accounting Bulletin is the
only global magazine, covering the pro-
fessional services worldwide. Focusing
on business issues affecting firms, net-
works and associations, it is a trusted
source for leading accounting news, as
well as vital data and analysis provided
by its survey features.

Earlier this month, Grant Thornton
employees joined a three day online
engagement event to connect, col-
laborate and share ideas. Discussions
were led by global leaders, managing
partners and external experts, and had
more than 14,000 people (one in three
of the global organization) register to
join the conversation.
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“DOING BUSINESS IN ARMENIA” MOBILE APPLICATION IS NOW AVAILABLE

B You can't start a business in a coun-
try without having an idea about its eco-
nomic, legal and business environment.
Before you get started, you should form
understanding about business needs,
market conditions, consumer trends,
etc. For doing some preliminary market
research one will need a guide, which
will cover the main areas of information
for those, who want to set up a busi-
ness or invest in Armenia.

For years Grant Thornton has been
publishing “Doing business in Armenia”
investor guides with the aim of attract-
ing more investment in Armenia, thus
making its contribution to economic de-
velopment of the country.

In the era of digitalization, constant
need for up-to-date information and
ease of access to it, we have launched
a project that is in line with present
trends and needs. We, at Grant Thorn-
ton, designed a mobile application, a
useful resource tool, which will help you

in planning your business or exploring
a new market and make smart strategic
decisions.

“Doing Business in Armenia” mobile
application is available for a free down-
load from the Apple App Store for all
iOS devices. It provides potential busi-
nessmen with information, key facts,
figures and highlights, to guide them
through the factors that are essential to
consider, while making an investment
decision.

This dynamic tool contains an overview
of political and economic facts, legisla-
tion extracts, useful information related
to import, export, transportation and
other areas, relevant for starting a busi-
ness in Armenia. Updated regularly,
the app will alert users, when legisla-
tion amendments and other significant
changes occur.

Gagik Gyulbudaghyan, Managing Part-
ner of Grant Thornton Armenia, com-

’

ments, “We all understand that foreign
investments are significant contribution
to Armenian economy, so we have de-
veloped an application that will allow
foreign investors to gain general infor-
mation about Armenia, its economic sit-
uation and other focal points that could
be helpful in implementation of projects
in Armenia.”

Through the app Grant Thornton is also
happy to share a selection of key local,
regional and global publications, which
would be interesting read for any busi-
ness driven mind.

“We are very excited to launch this mo-
bile app, which is a part of our ongo-
ing commitment to be involved in eco-
nomic development of Armenia, hence
helping businesses’ growth. Whether
you are exploring new markets for ex-
panding your business or have already
made up your mind about investing in
Armenia, you have reached your desti-
nation!”, added Gagik Gyulbudaghyan.

Download on the

o App Store

DOING BUSINESS IN ARMENIA
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FINCA: 15™ YEAR OF CREATING BRIGHTER FUTURES

P Exactly 15 years ago FINCA emerged
in the newly developing microfinance
market of Armenia with the mission to
alleviate poverty through lasting solu-
tions that help people to build assets,
create jobs and raise their standards of
living.

Of course, the beginning was tough:
downturn of economy after the col-
lapse of the Soviet Union, a totally dif-
ferent model of lending, only a single
office in Yerevan and a very small staff.
However, the challenges strengthened
FINCA'’s team and inspired to move for-
ward with full-force for the accomplish-
ment of the mutual goal.

Due to the staff's enthusiasm and ef-
forts, FINCA grew to the ranks of the
leading credit organizations in Armenia
leaving a trail of success stories behind
and having a major impact on the social
performance of low-income families.
The small office was expanded into a

wide network of branches, covering all
the regions of Armenia, so that clients
even from the very remote areas have
an easy access to financial services.

Moreover, striving to create even more
favorable conditions for clients, FINCA
became the first and the only finan-
cial institution in Armenia to offer free
of charge credit life insurance to its

clients, which protects clients’ fami-
ly members, relatives and guarantors
from having to compensate the debt
in the event of clients’ death due to an
unforeseen accident. In fact, during 15
years of operations FINCA established
a proven track record of taking care of

every client and creating long-term re-
lationships built on warmth, trust and
responsible banking.

All these did not stay unnoticed by
clients themselves: in 2013 and 2014
FINCA was recognized as “the Best
Credit Organization” in Armenia as a
result of public opinion polls, conducted
by Gallup International.

The year of 2014 has been remarkable
for another achievement as well: on
October 21, FINCA kicked off its 15th
anniversary. This important event was
celebrated with a beautiful reception,
organized at Royal Tulip Grand Ho-
tel Yerevan, and was graced with the
presence of guests from the Central
Bank of Armenia, banks and credit or-
ganizations of the country, FINCA part-
ner organizations, as well as FINCA
International.

Today, due to the sustainable and scal-
able solutions that FINCA offers, over
56,000 clients are working their way to
a brighter future.
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COCA-COLA GETS ARMENIANS MOVING

B On October 4, 2014, Coca-Cola and
its partners held a citywide 2nd cycling
marathon in Yerevan, Armenia. Over
400 adults and youngsters joined the
marathon as a display of their support
for active and healthy living. It was the
second marathon, this year organized
in partnership with the Yerevan City Ad-
ministration, Federation of Amateur Cy-
cling and Cycling Tourism, VISTAA Plus
and Centre for Eurasian Leadership
Association (CELA). The 1st Marathon
took place in May this year and some
300 people were participating in it.

As part of its global commitment to
promote active and healthy living,
Coca-Cola continues to invest in local
communities by supporting and orga-
nizing campaigns, aimed at improving
communities’ well-being. The “be AC-
TIVE, live HEALTHY...” program edu-
cates and encourages people to be
physically active, maintain a balanced
diet and keep hydrated. The program
includes training courses on physi-
cal activity, with a focus on cycling,
biannual cycling marathons and an
information campaign on active and
healthy living.

At the event, Gagik Danielyan, Gener-
al Manager, Coca-Cola Hellenic Bot-
ting Company Armenia, addressed
the participants of the marathon and
thanked the Mayor and the partners
for their support and contribution, "I

Ly
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would like to congratulate everybody
on the successful completion of the
second bicycling marathon held within
the “be ACTIVE, live HEALTHY...”
campaign. For Coca-Cola, the promo-
tion of active and healthy living in lo-
cal communities is a part of its global
commitment to improve the well-being
of communities. Today, | am glad to
see that with this initiative more peo-
ple become physically active, which
is a welcomed development, as we
strive towards the goal of enhancing
the well-being of our communities."”

The marathon was accompanied by
various entertainment activities such

Coca-Cola
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as live music by a popular Armenian
DJ Donz, body art painting and a
great performance by well-known

BMX professionals and the showman
Artak Vardanyan. The “be ACTIVE,
live HEALTHY...” campaign has been

widely promoted in the media. An in-
formational campaign on TV and ra-
dio and in social media throughout the
project aims at not only raising aware-
ness of the benefits of Active and
Healthy Living and Balanced Diet, but
also encouraging Armenians to move
more. To support the campaign fur-
ther and to add professional guidance
on a balanced diet, a renowned Ar-
menian dietitian was invited to appear
on a dedicated TV program and on
the program’s Facebook page (https://
www.facebook.com/cocacolamaraton),
which has reached over 45,000 people.
The total number of people reached by
the campaign coverage is over 300,000
people.
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COCA-COLA HBC AG NAMED AS INDUSTRY LEADER
IN THE 2014 DOW JONES SUSTAINABILITY INDEX

Dow Jones .
Sustainability Indices

In Collaboration with RobecoSAM @

P Coca-Cola Hellenic Bottling Com-
pany AG (Coca-Cola HBC), the world’s
second largest bottler of products of the
Coca-Cola Company, has been named
as the industry leader amongst bever-
age companies in the 2014 Dow Jones
Sustainability Indices (DJSI). This is the
seventh consecutive year that Coca-Cola
HBC has been included in the indices and
the first year it has led both the World and
European indices.

Dow Jones Sustainability Indices as-
sess over 2,500 of the world’s largest
publicly traded companies on finan-

‘ol

cially relevant economic, environmen-
tal and social factors. Following the
evaluation, the top 10% of companies
within each industry are selected for
inclusion.

Coca-Cola HBC was ranked the first in
the beverages sector out of 30 compa-
nies in DJSI World and 10 companies
in DJSI Europe. The company’s overall
score was 89%, up from 81% last year,
and it achieved industry-best scores
across the environmental and social
dimensions, and more specifically, in
the areas of health and nutrition, sup-
ply chain management, environmental
policy, environmental reporting, social
reporting, talent attraction and reten-
tion, and human capital development.

Dimitris Lois, the Coca-Cola HBC CEO,
said, “We are delighted to be recog-

Coca-Cola
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nised as an industry leader by this re-
nowned benchmark of corporate sus-
tainability performance. Our substantial
improvement this year confirms how
committed we are to the sustainability
agenda. It remains a key strategic pri-
ority for the business and our focus will
be on making further progress in order
to maintain our leadership position.”

Coca-Cola HBC'’s sustainability pro-
grammes are long-term investments,
building value over time for the business
and communities, where it operates.
The key issues for the business and its
communities are consumer health and
wellness. Minimising the environmental
impact, developing sustainability in the
value chain and creating value for the
communities are also vital for the busi-
ness and its communities.

Coca-Cola
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THE COMMUNITY PLAYGROUND BUILT BY COCA-COLA HELLENIC
ARMENIA IN GYUMRI WAS OFFICIALLY OPENED

B On October 25, 2014, on
the occasion of the Gyumri
City Day, Gagik Danielyan, the
General Manager of Coca-Cola
Hellenic Bottling Company
Armenia (Coca-Cola Hellenic
Armenia) and Samvel Balas-
anyan, the Mayor of Gyumri,
officially opened the commu-
nity playground, built by the
Coca-Cola Hellenic Armenia
with the support of the local
government, located at Ani dis-
trict in Gyumri. The playground
is built to motivate physical de-
velopment and active, healthy lifestyle
among children and youth, which in-
cludes special equipments for exercis-
ing, comfortable benches for rest and a
playing area.

During the official opening ceremony of
the playground, Samvel Balasanyan, the

Mayor of Gyumri expressed his gratitude
in his speech to Coca-Cola Hellenic Ar-
menia for its support towards the de-
velopment of sports in Gyumri and for
making a great investment of building a
beautiful playground.

Both the development of communities

and the promotion of active,
healthy lifestyle among the
wide public are priorities for
Coca-Cola Hellenic Armenia,
and this project is directed to
the two strategic directions
of the Company. Since 2011,
Coca-Cola Hellenic Armenia
builds community playgrounds
and has already built 4 play-
grounds, 3 of which in Yere-
van.

The fact that recently Coca-Cola
Hellenic Bottling Company,
a part of which is Coca-Cola Hellenic
Bottling Company Armenia, has been
named the industry leader amongst
beverage companies in the 2014 Dow
Jones Sustainability Indices, both the
World and European indices, confirms
the effectiveness of social projects real-
ized by the Company.
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ZEPPELIN ARMENIA, GRANTED WITH 5 STARS IN CONTAMINATION CONTROL
FOR THE WHOLE ABOVYAN FACILITY

P Since the opening of the Component
Rebuild Centre (CRC) in the Abovyan
territory of Zeppelin Armenia in 2012,
both Zeppelin Armenia and Caterpillar
are paying maximum attention on the
facility and workshop condition, work-
flow, appropriate documentation and
strict contamination control.

In 2012, Zeppelin Armenia announced
the opening of its CRC, which was then
granted by 4 STARS of Contamination
Control of Caterpillar's standards.

More than 2 years have passed, and
over 100 components have been fully
rebuilt and returned to customers for
another lifetime, including full warranty
coverage. Being committed to continu-
ous improvement, expansion of servic-
es and solutions, Zeppelin Armenia did
not stop and continued to optimize and
improve the conditions of the Compo-
nent Rebuild Centre. During the past
two and half years, the CRC was added
with modern and improved measuring,
washing and testing equipment, and a

Deloitte

more efficient workflow management
was implemented.

In November 2014, representatives
of Caterpillar were in Armenia and
performed another audit to check the
obligatory 157 points to evaluate Zep-
pelin Armenia’s Contamination Control
achievement for the next two years. As
a result, Caterpillar granted Zeppelin
Armenia with a maximum 5 STARS in
Contamination Control for the whole

Abovyan Facility, which includes the
CRC, Field Service and Warehouse,
thus becoming the first dealer from
SBU Construction Equipment CIS with
such a high score.

During the same week, Caterpillar also
recognized Zeppelin Armenia as Con-
dition Monitoring Approved Dealer.
This implies higher level of equipment
management and more solutions to our
partners in Armenia.

DELOITTE IN ARMENIA GOES LIVE ON THE NEW DELOITTE.COM PLATFORM

P As part of Deloitte’s Global Digital
Transformation programme, Deloitte
in Armenia has moved their online pre-
sence to the new Deloitte.com platform.

The newly launched www.deloitte.am
is designed to provide valuable col-
laborative resources and facilitate your
real-time access to the Deloitte com-
munity both in Armenia and worldwide.

The key features of our new digital
marketing tool include:

*  Online trainings on industry and
IFRS reporting matters
*  Submit your RFPs online

*  Original research and insights on
current trends and outlooks

*  Retrospectives on news and issues
that impact our stakeholders

» Deloitte offerings addressing cur-
rent challenges and opportunities

* In-person or virtual events spon-
sored or hosted by Deloitte

»  Career-specific information, poten-
tial job opportunities

Visit Deloitte.am from any device and
explore the Deloitte world in English
and Armenian.




— AmCham»® Member Nevv_s

SYNOPSYS

Silicon to Software

SYNOPSYS ARMENIA CELEBRATED A DECADE OF JOINT ACHIEVEMENTS
WITH ACADEMIA AND GOVERNMENT

B Synopsys Armenia celebrated its 10t
anniversary during the traditional Syn-
opsys Week in October, 2014.

The week showcased major accom-
plishments of the company throughout
the past decade and the dedication and
corporate social responsibility of Syn-
opsys employees toward innovation in
the country.

Synopsys President and co-CEO Dr.
Chi-Foon Chan and Synopsys VP of
Engineering and Synopsys Armenia
CEO Anwar Awad were in Armenia to
personally take part in the events and
celebrations. “Armenia is the home of
one of Synopsys’ largest R&D sites
where the engineers are involved in
strategic product development,” said
Dr. Chan. “Their work, coupled with
business, academia and government
cooperation, is crucial for the growth
of the high-tech industry in Armenia.
We’re committed to contributing to the
development of the semiconductor in-
dustry in Armenia and to providing our
local and global customers with lead-
ing-edge technology.”

Armenian government, business and
academia used the occasion of the 10"
anniversary to show their appreciation.

The President of Armenia Serzh Sarg-

syan awarded Synopsys President and
co-CEO Dr. Chi-Foon Chan with the
Presidential Award in recognition of the
company'’s significant contributions to
engineering excellence in Armenia by
educating and cultivating highly skilled
R&D talent in the country.

For considerable input to Armenia’s IT
higher education system, Dr. Chan was
also conferred a Gold Medal by the
Ministry of Education and Science, and
an honorary doctorate degree of the
State Engineering University of Arme-
nia. The Union of Manufacturers and
Businessmen of Armenia also awarded
Synopsys Armenia with a Gold Medal
for creating hundreds of jobs, and
bringing engineering excellence and
western working culture into Armenia.

The week also featured the following
Synopsys programs aimed at “recog-
nizing the best and inspiring the next.”

During the 10" awarding ceremony
held in the Presidential House, 16
high school and 26 university students
were granted “The Annual Educational
Award of the President of the Republic
of Armenia in the IT Sphere.” Since its
establishment in 2005, a total of 322
students have received this award.

Another major event, the 9th Annual In-
ternational Microelectronics Olympiad
of Armenia, initiated by Synopsys in
2006 under the patronage of the Prime
Minister of Armenia, attracted 856
young professionals from 27 countries
across the globe. The final stage of the
Olympiad was held at Synopsys Arme-
nia Educational Department, where 42
finalists competed for the winner's title.

“In addition to implementing numerous
public, social and representative events
that contribute to the development of IT
over the last decade, Synopsys Arme-
nia has worked to establish a culture
of corporate social responsibility in our
country,” said Hovik Musayelyan, direc-
tor of Synopsys Armenia. “Synopsys
Week events reaffirm the leading role
of Synopsys in Armenia’s IT sphere.”
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REGIONAL CONFERENCE DEDICATED TO STRENGTHENING OF PARTICIPATION OF
CIVIL INITIATIVES IN MANAGEMENT OF HOME OWNERS” ASSOCIATIONS (HOAS)

P Habitat Armenia hosted a meeting
on Sept 29 & 30, 2014 between local
experts on management of residential
buildings and stakeholders, as well as
experts from countries, collaborating
with Visegrad Foundation, including
Poland, Hungary, Slovakia, Czech Re-
public and Ukraine, to represent their
experience on best options of orga-
nizing management of HOAs through

i]

participation of civil initiatives, as well
as to discuss the present situation in
Armenia.

The agenda of regional conference in-
cluded an establishment of knowledge-
based civil platform, based on the
experience of Visegrad countries and
Ukraine and make suggestions on legi-
slation and policy improvement related
to management of residential buildings
in Armenia.

“The lessons learnt about civil society
development through better manage-

ment of HOAs in Visegrad countries
will contribute to more efficient func-
tioning of HOAs in Armenia. Involve-
ment of two partners from Ukraine will
pave the way for regional partnership:
the two countries started developing
their housing provision policies in simi-
lar conditions,” says Karine Mailyan,
the Program Director at Habitat for Hu-
manity Armenia.
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“This Conference enables the Armenian
experts to present the issues existent in
the area and share the experience with
prominent experts of housing policy and
reforms of other countries. These are
the countries that have found the for-
mula for effective management of resi-
dential housing fund by concomitantly
overcoming the hindrances related to
investments in the field”, says Astghine
Pasoyan, an Energy Efficiency and
Housing Area expert, Energy Efficiency
Support Foundation (EESF).

Habitat for Humanity Armenia, with
support of International Visegrad Fund
(www.visegradfund.org), is implemen-
ting the Strengthening of Civil Engage-
ment in HOA Management in Armenia
project, to improve the legislative and
policy sphere in Armenia, to carry out
effective  HOA management in the
country. Better tenant’s self-organiza-
tion through HOA and improved legal

implementation and policy frameworks
are necessary to improve maintenance
of buildings and quality of life in collec-
tive housing. A strong knowledge base
on condominium management and a
stronger civic-based platform need to
be in place to push forward these legis-
lative and policy improvements.

Within the frames of the project, Habi-
tat for Humanity Armenia collaborates
with six organizations, operating in
Visegrad countries and in Ukraine.

@1




— AmCham»® Member Nevv_s

DEJVI

COMMUNICATIONS

FIRST EVER CROWDSHOP

B On October 9, 2014, Deem Commu-
nications along with iTechnology.am and
Digital Pomegranate held the first ever
CrowdShop: Crowd Funding Workshop
at Gyumri Information Technologies
Center.

The original idea was initiated by the
US Ambassador to Armenia, H.E. Mr.
John Heffern. Staying true to its CSR
in supporting innovation and entrepre-
neurship, DEEM jumped on the occa-
sion to design and organize a hands-
on workshop that would offer a learning
space to start-ups, NGOs and artists,
who wish to use innovative methods in
realizing their project(s). The concept
was to bring together experts from the
different Armenian crowd funding plat-
forms that have had experience and
success in raising funds for important
projects in Armenia.

Already existing successful initiatives
in crowdfunding like OneArmenia,
AYO!, Global Giving, USAAA newly set
platforms, such as Boost Bloom and
HopHop.am were introduced. In doing
so, the workshop would also promote
these platforms and offer them the
opportunity to connect with potential
project owners, who were the targeted
groups of the conference.

The experts presented key guidelines
to consider for crowd funding platforms,

as a major tool for promotion and fun-
draising. They shared tips on building
strategies for successful crowd funding
campaigns. This one-day event brought
together over 115 local and international
entrepreneurs, NGOs, educators, fund-
raisers, innovative PR firms, students
and industry leaders. Ten projects were
selected, for which the participating
groups received coaching and expert
advice to build project campaigns dur-
ing a full day workshop.

Participation was free of charge for any-
one interested in gaining knowledge and
presenting a project. Free transportation

was offered courtesy of 1A’s OneBus
and the US Embassy in Yerevan. The
workshop was supported by the U.S.
Embassy in Armenia, UNICEF Arme-
nia, and Gyumri Information Technology
Center. Tumo youth offered video and
photography services. All in all, the event
was a sheer example of how genuinely
several companies and people came
together and devoted their resources to
innovation and sharing ideas.

A complete manual on “How To’s of
Crowd Funding” was created and trans-
lated by iTechnology.am. It is now avai-
lable for free download on their website.
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TWO OF THE BEST NEWS OF THE YEAR

P ARMOBIL CJSC has the honor to

inform you, that according to the RA
Law on “Private Security Activity”, our

company has gained the Licence No 01
issued by the Police.

As a result of experimental estimation,
carried out by Public Ratings Research
and Informational

Center and Chamber of Commerce of
Yerevan (YerCCl), ARMOBIL CJSC

was recognized as the winner in the
nomination “The Leading Company of
Security Services”

Our motto is “Navigating Your Secu-
rity Needs.”
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ORIFLAME FASHION NIGHT

P June 7th has become a very exciting
day for all fashion people in Armenia.
On that summer day Oriflame Armenia
organized the one of the most unique
fashion events of the year in Armenia,
“Oriflame Fashion Night”. The venue
of the event was exceptional: it was
an open door event just in the heart
of Yerevan, in the Swan Lake, the one
of the most popular places for evening
strolls of city residents. Four main Ar-
menian designers due to Oriflame had
possibility to show their latest collection

to public in a very specific atmosphere
of beauty and fashion, created by the
company.

During the whole day, a free and fancy
‘Oriflame Nail Bar’ was available for
everybody. Here everybody could have
their nails done in the trendiest colors
of “The One’ product line. Here they
could aslo test all the make-up pro-
ducts of that line, as well as choose
their own unique fragrance, presented
in Oriflame catalogues by celebrities,

like David Beckham or Demi Moore.

To make the event even more ‘loud’
for youngsters, a special contest, "Your
Fashionable SELFIE' was prepared. The
contest was announced at the company’s
Official Facebook Page, where, using a
special application, the participants were
to upload their ‘selfies’, taken during the
event. The prize for the winner was a trip
to the capital of fashion, Milan.

The Fashion Night started at 8 p.m. The
show opened designer Faina Harutyu-
nyan with FAINA brand, followed by
Vahan Khachatryan with VAHAN KHA-
CHATRYAN, Gevorg Shadoyan with
SHADOYAN and Arevik Simonyan with
KIVERA NAYNOMIS brands. The mo-
dels looked stunning with their beautiful
make-up done with the products from
the new series of THE ONE.

Special guests of the event were people
from media — TV and press, well-known
bloggers, top sales directors and VIP’s.

The day has become really spectacular
for those, who love beauty and fashion,
and everybody is looking forward to this
day swing into something bigger, may-
be ‘Oriflame Fashion Week’,

Who knows...?
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business support center
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BSC BUSINESS SUPPORT CENTER - “AYRUM FRUITS” PROCESSING PLANT
IS A SUCCESSFUL MODEL OF BUSINESS AND SOCIAL ENTREPRENEURSHIP

IN RURAL COMMUNITIES

P On October 3, in the framework of
OXFAM in Armenia's "Fruit and Berry
Processing in Ayrum community of
Armenia" project, the official opening
of "Ayrum Fruits" processing plant
took place in Ayrum community of
Tavush marz. As a strategic partner
of OXFAM in Armenia, BSC Business
Support Center has been responsible
for the project business planning,
management and the whole process
of implementation.

BSC, together with its partner OX-
FAM in Armenia, put the major impor-
tance on the support of rural border-
line communities. Hence, the initial
aim of the program was to contribute
to the socio-economic development
of the beneficiaries, by helping them
to establish and run a profitable agri-
business.

In this regard, through ongoing con-
sulting and exchange of knowledge,
experienced professionals of BSC
contributed to the capacity building
of the processing plant's employ-

ees. With the support of BSC, the
employees of “Ayrum Fruits” already
possess all the necessary technical
and organizational skills for running
a processing plant in accordance
with international standards. They
are also actively engaged in ensuring
high visibility of the processing plant
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on an international level, as well as
establishing cooperation opportuni-
ties with CIS countries.

From the very onset of cooperation
BSC and OXFAM in Armenia have
also highlighted the essential role of
women in agriculture. Therefore, in
parallel with coordinating ongoing ac-
tivities, BSC has also made a special
effort to strengthen women’s roles,
provide them with leadership skills
and to involve them in all aspects of
the production process.

The 1,200 sg.m. processing plant of
“Ayrum Fruits” is managed by "Lch-
ka- dzor" agricultural cooperative,
which was formed with the support of
OXFAM in Armenia and BSC in 2011.
The plant will provide more than 60
jobs particularly for the women mem-
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bers of the community, as well as sta-
ble procurement market for at least
2,000 residents of 10 rural communi-
ties in Noyemberyan region. Initially,
the plant plans to process about 200
tons of fruits and berries per year by
producing jams, preserves and com-
potes, which will mostly be directed
to the export markets.

According to BSC director Samvel
Gevorgyan, “Ayrum Fruits” is a true
model of business and social enter-
prise development in rural commu-
nities, where the beneficiaries, who
were once passive observers, will
develop a sense of entrepreneur-
ship, as well as have their contribu-
tion in the community development
process and improve the quality of
their lives.
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LUXURY HOTELS

GRAND HOTEL YEREVAN

CHIARA FIGINI. 8 YEARS IN YEREVAN

Antonio Petrucci

P Guests of Royal Tulip Grand Hotel
Yerevan and BEST WESTERN Con-
gress Hotel can often see a young and
elegant lady in the lobby. She is not a
guest. She is the General Manager of
those 2 hotels, which belong to the Ita-
lian company Renco.

Chiara Figini has been working in Ar-
menia since 2006. She was only 25
years old, when she arrived in Yerevan
for the first time to work as an assistant
to the General Manager of Golden Tulip
Hotel Yerevan. At the end of 2007, she
was appointed to the General Manager
position in Hotel Congress. Later in
2009 she became also the manager of
Golden Tulip Hotel Yerevan and since
then she has been managing both the
properties under the umbrella of Renco.

What have been the main accom-
plishments for her and her team du-
ring these fruitful 8 years? Under her
leadership, Hotel Congress joined the
BEST WESTERN International Hotel
chain and became a 4 stars property
hotel in 2009. “There were several rea-
sons, why we wanted to get 4 stars so
badly: our Hotel Congress had all the
corresponding standards of service
and facilities to be easily recognized
as a 4 star property. Joining an Inter-
national chain gave us the visibility we
were looking for, while the combination

Chiara Figini

Luciano Casagrade

of ltalian Management with Armenian
hospitality traditions made us what we
are now. During these years, the ho-
tel facilities have been upgraded, as
well as customer service has been im-
proved in order to provide each of our
guests with better comfort in a friendly
business environment.” Chiara says.

The year 2009 marked a change in Ren-
co’s Armenian hospitality panorama.

Royal Tulip Grand Hotel Yerevan and
BEST WESTERN Congress Hotel be-
came ONE with a central Sales & Mar-
keting office under the leadership of
Chiara Figini.

“We are One - Passion for Hospitality
became the new way of introducing our-
selves to partners and guests. In both
of our hotels, the guest is surrounded
by the same level of care, hospitality
and warm attitude, which characterize
the Armenian and Italian team of Ren-
co Group.” The result of our hard work
has been appreciated by our guests
and the result of this is the Certificate of
Excellence by TripAdvisor that both our
hotels have got for these past 3 years.”

A new era started: the two properties
acquired a stronger position in the lo-
cal and international market by offering
a plethora of outstanding options from
standard room to luxurious Presidential

ng' etm

CONGRESS HOTEL

Suite, from fitness facilities to amazing
Spa, from traditional pizzeria to authen-
tic ltalianrestaurantknown all over town!

What is the key of Chiara’s success?

Professionalism into the finest details.
The hotel team participates in many
training programs in Yerevan and
abroad, in order to develop into the
highest rankings of service.

“In my opinion, it is crucial to work
side by side with the team members,
supporting them in their daily duties of
serving our guests at their best. | have
always encouraged them in thinking
out of the box and believing in them-
selves to turn their ideas into reality.”

The latest and greatest achievement of
this professional team was the rebran-
ding of Golden Tulip Hotel Yerevan to
Royal Tulip Grand Hotel Yerevan by
the decision of Louvre Hotels’ executive
board. Therefore, Royal Tulip Grand
Hotel Yerevan entered the luxury club
of just 14 Royal Tulip Hotels worldwide.
The word “Grand” stands for more; it
highlights the glorious protagonist role
that Hotel Yerevan has played for al-
most a century in the social and cul-
tural history of Armenia. Royal Tulip
Grand Hotel Yerevan is the oldest hotel
in the city; in 2013 the hotel celebrated
its 85th anniversary. “We are doing
our best to preserve the hotel heritage
and let each guest feel the spirit of the
Great Armenian artists, who stayed
at the hotel creating the Grand past.”

After 8 exciting years in the challenging
city of Yerevan, Chiara’s experience
in the hospitality sphere in Armenia
is coming to an end. There is another
challenge ahead for her.

She has been appointed to challeng-
ing General Manager Position of the
newly-to-be opened Boutique Hotel
Palazzo Castri 1873, in Florence, Italy,
heart of hospitality and again within
the Renco Group. The opening of this
4 star superior property is planned in
spring 2015. No doubt, the young but
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experienced manager can guarantee
success for the new hotel.

How does it feel working with Armenians?

“I really enjoyed working and living here.
It was very interesting and mutually for-
mative. During all these years my team
and | overcame challenges but most
of all celebrated victories,” she says.

We asked whether she would visit Ye-
revan in future:

“Definitely... | don’t feel | am leaving
for good, a part of my heart will always
stay here with my team”.

Operating more that 12 years in the
hospitality field in Armenia, Renco
Group will continue its mission with Mr.
Antonio Petrucci, who has been work-
ing with Chiara during the past 5 years,
will manage Royal Tulip Grand Hotel
Yerevan and Mr. Luciano Casagrande,
who has long experience in hospitality

sphere will become the General Manag-
er of BEST WESTERN Congress Hotel.

At the end of our interesting conversa-
tion Chiara added:

“I believe that all the reached achieve-
ments and established traditions will
function as a base for future success
and prosperity for our hotels in Arme-
nia.”

MOU SIGNING AT AUA RESULTS IN ESTABLISHMENT OF ENVIRONMENTAL

EDUCATION NETWORK

P On November 18, 2014, the Ameri-
can University of Armenia (AUA) hosted
more than fifteen civil society, govern-
mental, educational, and international
organizations in Akian Gallery to sign
a Memorandum of Understanding
(MoU) establishing the Environmental
Education Network (EEN) in Armenia.

EEN aims to foster collaboration and
partnership between its members to
share experience, information, lessons
learned and best practices in the field
of environmental education (EE) and
education for sustainable development
(ESD).

Alen Amirkhanian, Director of the AUA
Acopian Center for the Environment, stat-
ed that “this relationship has come after a
year's worth of effort on the part of many
organizations. We hope that this will give

us the opportunity to push environmental
education forward in Armenia and also
keep this network together and make it an
effective multi-sector platform for learning
and positive change.”

The creation of EEN has been support-
ed by the Norwegian Embassy Small
Grants Program 2014, European Union
supported civic society capacity build-
ing program of the UNDP GEF Small
Grants Program, UNICEF, GIZ, WWF
and OSCE.
Participation in the MoU is open and
over time it is expected that more orga-
nizations may join the EEN.
The founding of the EEN is being with
the following organizations:
*  American University of Armenia’s
Acopian Center for the Environ-
ment,

*  Armenia Tree Project,

*«  Armenian Environmental Network,

*  Armenian Women for Health and
Healthy Environment (AWHHE),

* Association for Sustainable Hu-
man Development,

* Armenian Center for Democratic
Education CIVITAS,

*  Children of Armenia Fund (COAF),

* Deutsche Gesellschaft fbr Inter-
nationale Zusammenarbeit (GIZ)
GmbH — German International Co-
operation - GIZ-SMB Programme
Office Yerevan,

. Eco-club "Tapan",

*  Environment and Sustainable Ag-
riculture Educational Foundation
(ESA),

. Foundation for the Preservation
of Wildlife and Cultural Assets
(FPWC),

*  Organization for Security and Co-
operation in Europe (OSCE) Office
in Yerevan,

* Regional Environmental Center for
Caucasus,

*  Republic of Armenia National Insti-
tute of Education,

« UNESCO Chair on “Education for
Sustainable Development” (Center
for Ecological-Noosphere Studies
of the National Academy of Sci-
ences of RA),

e United Nations Children’s Fund

(UNICEF),

*  World Wildlife Fund (WWF),

*  Young Biologists Association
NGO, and

* Yerevan State University’s Envi-
ronmental Law Research Center. {2‘
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AGBU PRESIDENT BERGE SETRAKIAN SPEAKS AT THE AMERICAN UNIVERSITY
OF ARMENIA: PRIORITIES, OPPORTUNITIES, AND CHALLENGES FOR ARMENIANS

P On January 30, 2015, the American
University of Armenia (AUA) welcomed
Berge Setrakian, the President of the
Armenian General Benevolent Union
(AGBU) and member of AUA’s Board of
Trustees, for a talk on “Priorities, Oppor-
tunities, and Challenges for Armenians.”

AUA President Armen Der Kiureghian
introduced the speaker and announced
that Mr. Setrakian has established an en-
dowment in memory of his father, Hmayak
Setrakian, the income of which will go
towards AUA Faculty Research Awards
and Faculty Teaching Excellence Prizes
in the coming years. He went on to say
that “AGBU is one of the three founding
organizations of the university and has
continuously provided financial support
for our programs and students. Our en-
tire community is anxious to hear the
views of the president of AGBU. We are

grateful to AGBU and warmly welcome
President Setrakian to give his remarks.”

During his speech, Mr. Setrakian spoke
to the youth of Armenia, urging them to
be an active part of the change that is
happening within the country. “You are
smart, you are capable, and you are the
future of this country,” he said.

“Our dream is to build a strong Arme-
nia. AUA is AGBU’s number one prior-
ity, as it is an invaluable institution that
is shaping the youth of the country,”
stated Mr. Setrakian. He went on to say
that, “AUA stands for principles. It stands
for western values. It stands for human
rights. It stands for the fight against
corruption. It stands for good gover-
nance. AGBU considers AUA one of
the best programs that it could support.”

The talk was followed by an active Q&A
session, in which AUA alumni, students,

Advertise with

faculty, and guests debated various top-
ics, such as the role of the Armenian di-
aspora, what the upcoming centennial of
the Armenian Genocide means for the
Armenian community, and AGBU’s mis-
sion in developing a “road map” for the
future of Armenia.

Berge Setrakian is the seventh Presi-
dent of the AGBU, the world’s largest
pan-Armenian organization. Mr. Setra-
kian has been an active, lifelong AGBU
member and has held various leadership
positions in the organization, becoming
president in 2002. In 2011, Mr. Setrakian
was awarded with the Order of Honor by
the President of the Republic of Armenia
for his outstanding contributions to pro-
tecting the country’s national interests,
as well as his lifelong, unwavering dedi-
cation and patriotic services to Armenia.

Call (374 10) 599187 or e-mail us at amcham@arminco.com for details.
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Japan Tobacco International (JTI) - Employer of

Choice in Armenia

Interview with Inna Yakovchuk, HR director of JTI in Caucasus

B In era of new terms, it is a great achievement to trigger
interest of society, moreover in overloaded labour market.
But it is the new era itself that brings significant recognition
to some of the companies.

Employer of Choice — that is how society titles outstanding
businesses and corporations on the global labour market, at-
tracting and retaining talented employees by high corporate
work culture and good working conditions.

In Japan Tobacco International (JTI) people grow as the
business grows. Top priority is placed on ensuring emplo-
yees understand business direction and objectives, so that
they can plan career development, reach higher goals and
greater achievements.

Being a member of the Japan Tobacco Group of Companies
(JT), a leading international tobacco product manufacturer,
Japan Tobacco International was formed 15 years ago. Now-
adays employing over 27,000 employees, and operating in
more than 120 countries worldwide, it is a friendly place for
prospering careers for diverse people of over 100 nationali-
ties. As a truly international business, JTI, headquartered in
Geneva, Switzerland, has 364 offices across the globe.

In Armenia JTI started operating in 2001 and currently em-
ploys 40+ people. JTI’s core brand portfolio in Armenia is rep-
resented by Winston, Camel, Sobranie, LD and Monte-Carlo.

Top Employer certificate is issued by the Top Employer
Institute. Headquartered in the Netherlands, the com-
pany, previously known as the CRF Institute, has recog-
nised Top Employers around the world since 1991. The

Top Employers Institute globally certifies excellence in the
conditions that employers create for their people. Optimal
employee conditions ensure that people develop them-
selves personally and professionally. This in turn enables
companies to grow and develop continuously.

For its dedication to the employee development, out-
standing offerings, exceptional care and excellent work-
ing conditions for 2 years already, JTI is recognized as
Top Employer Europe 2014, 2015 and Top Employer
Armenia 2014, 2015.

What does Top Employer award mean? Primary benefits,
secondary benefits, working conditions, training and devel-
opment, career development and culture management are
the particular offerings that brought the Top Employer ex-
clusive award to JTI. Organizational strategy, HR function,
Communication, Diversity Management, Corporate Social
Responsibility, Talent Management, Employee Develop-
ment Performance Management, Rewards and Recognition,
Working Conditions and Well-being of JTI in Georgia have
been thoroughly assessed during Top Employer certification
process.

Being recognized as Top Employer, JTI stands out as an
Employer of Choice. This is beneficial for all stakeholders
and in particular for their current and prospective emplo-
yees. Celebrating this achievement, JTI strives at excellence
of working conditions, offering to diverse team of employees,
interesting trainings, international experience and friendly
and collaborative environment.

Q: What urged JTI undergo the certification, why did you
consider it necessary? Was it global or local initiative?

A: From the very beginning of the process, we strongly be-
lieved that Top Employer award is well-deserved recogni-
tion for being exceptional employer amongst world’s leading
companies. We also thought this status could reinforce our
ability to stand out as an Employer of Choice, nationally and
internationally, highlighting us as responsible and sustai-
nable employer to capitalize on recruitment, talent retention
and staff engagement.

We also believed this title would help us on strengthening
our Employer Branding positioning, showing to our existing
and potential employees and all stakeholders generally that
we are responsible and sustainable employer, and we value
our employees as the best asset of our company.
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Certification as the process proved to be the effective method
for comparing our practices and approaches with the leading
top companies in Europe and getting better understanding of
the areas for improvement.

Top Employer certification process has been practiced in
many JTI locations globally. However, for us in Armenia it
was fully volunteer action, subject to local discretion, which
we treated with pride and responsibility.

Q: What has changed since certification?

A: Becoming a part of the exclusive and internationally re-
nowned Top Employers community was a great stimulus
for capitalizing on the positive role of HR environment in
our company. Through this way we could gain new clear
insights into the performance of our HR environment across
multinational group, to innovatively meter, properly forecast,
plan and develop. In addition, being certified ensures avai-
lability of many interesting best employee provisions. Partici-
pation in the most objective HR research methodology was
also very challenging.

In addition to that, Top Employer award, enhancing our em-
ployer brand, gives us a great opportunity to effectively and
proudly announce to our existing and potential employees
that we are one of the world’s leading employers.

Q: How would you describe JTI as an employer, what would
be your message to target audience (candidates)?

A: JTI is diverse, truly international business. Today it is
more important than ever that our goals and values are clear.
We build very strong relationship with number of groups in-
cluding current and potential employees.

Q: What makes JTI unique?

A: Two sides of its personality, on one side, we are dynamic,
creative, and full of energy; on the other, we are precise,
thinking about the long term, and quality driven.

Our three values underpin our goal to be the most success-
ful and respected tobacco company in the world. We have
courage to do things differently. We are open, and diverse
cultures inspire us. We are challenging: we strive for continu-
ous development, embedding quality into everything we do.

As an employer, JTI is a company, where employees can
grow as the business grows, thriving in a highly diverse en-
vironment, where excellence is the standard, and the focus
is long term.

Q: What makes you different on labor market?

What makes any company different is people. We all hear a
lot about corporate culture nowadays. But what is that? You

can’t borrow some corporate culture from a successful com-
pany and bring it to your organization and make it work from

the first day. It takes ages to create a proper atmosphere
and truly live values, which company declares. Who make
the culture live is people working for the company. Those
people sustain culture by developing employees and hir-
ing right people. As mentioned above, people in JTI have
a wide range of opportunities to grow professionally, move
geographically, and develop cross-functionally. We work as
per high standards. That's what makes us different. And on
top of that we are genuine people and we enjoy to be such a
diverse and dynamic organization.

Q: How do you identify the specific needs of employees?

A: There are two major ways to understand what is required
to create a working place and atmosphere, where employees
are willing to come in the morning and where they can explore
their potential and bring value to the business. We look around
and we look inside. JTI participates and analyzes external
surveys to understand market practices and people practices
trends. Amongst those are salary surveys (more than 1 pro-
vider), recently mentioned Top Employers. Understanding
needs of employees from within is not a rocket science — you
just need to talk to them. In big organizations, like JTI, a good
tool to collect opinions of employees is engagement. Not opin-
ion, not satisfaction, but engagement. And an employee may
not be satisfied with his/her salary, and that does not neces-
sarily mean the salary is low or not competitive.

We do conduct Employee Engagement Survey every 2 or 3
years as a global practice. It's a very good health check ex-
ercise. It captures wide range of topics like Leadership, Im-
mediate Management, Pay and Performance Management,
Training & Development, Operating Efficiency, Organization
Direction and Change and some other, that allows to under-
stand the needs of people. We have our next survey in 2015.

Q: How do you select staff, what are the main criteria?

During last four years, JTI has grown significantly thus tri-
pling its employee number. Our staff is fully professional and
advanced in respective fields. For vacant positions we usual-
ly seek experienced professionals being interested in work-
ing with us. What is very important in our recruitment practice
is that we are not only focused on experienced professionals
but also on young, motivated talents. In our company we hire
for attitude and train for skills. There are plenty of opportuni-
ties to get trainings for employees with right attitude, ready to
share and become part of our corporate culture.

Q: How do you contribute to the development of young pro-
fessionals and generally business environment?

Development of young talents is our key responsibility area.
For that purpose, we provide excellent traineeship opportuni-
ties for students on 3rd or 4th year of study and recent gradu-
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ates. Traineeship programs are specially designed to challenge
knowledge of interested young people and help them to start
career with us. A well-balanced set of valuable experience,
competitive pay, on-job training, interesting projects and inter-
national business environment — these are the benefits that we
offer our young talents desiring to learn and grow with our com-
pany. Not to hinder the educational process of the students we
also provide flexible working hours. Traineeships are open in
summer for two months and in autumn for 6 to 12 months.

Our diverse business functions, including Consumer Trade
and Marketing, Finances, Human Resources, Legal, IT, and
Corporate Affairs and Communication await the trainees with
interesting projects and friendly environment.

Traineeships are very successful - 70% of the trainees have
become permanent staff of our company so far.

We fully acknowledge that the basis of future success is laid
during the university years. Therefore, another important fo-
cus is given to scholarship effort within our company. Be-
cause we believe that education is a key to youth success,
and a treasure that will follow them everywhere, we offer
scholarship to students. JTI will invest in education and co-
ver the tuition fees for students. University time is a period,
when students should less be concerned about resources to
finance education and rather, they should fully focus on stud-
ies. We think it will be additional stimulus for them to take the
maximum from studying.

In addition to youth support, JTI in Armenia is involved in
CSR activities supporting society - people and art. In terms
of people, JTI supports to overcome poverty by creating bet-
ter conditions for elderly people. In Armenia we have been
providing assistance to elderly through “Armenian Caritas”
BNGO for several years, through which 200 people in Gy-
umri receive food packages on monthly bases.

We've been also supporting gems of our culture — Mat-
enadaran and S. Parajanov Museum. Having the Japanese
roots, investments are made to promote Japanese culture in
Armenia, supporting various events in collaboration with the
Japanese embassy and “Hikari” Armenian-Japanese Cul-
tural, Scientific and Educational Center.

JTlis also actively engaged in preventing environment pollution.
We call it Volunteering Days, when our volunteers from Arme-
nian office initiate special days to clean-up green areas. In this
way we also try to raise awareness of the population to be more
mindful and responsible towards our environment.

Q: What are your main challenges and directions in 20157

Well, as mentioned earlier, we are preparing for our next Em-
ployee Engagement Survey in 2015 that will help us to see
progress since 2012 and measure whether we are more ad-
vanced. In addition to that we have been working on such a
concept, called “well-being”. This term may be understood dif-
ferently. Our view on that is really broad and complex. We
are talking here not only about health or feeling of happiness.
Well-being of an employee is built from such elements as fi-
nancial well-being — whether a person sustain his level of life-
style and feel financially secured; career well-being — whether
an employee love what he/she is doing (this is a very important
element of the overall well-being); social well-being — these
are people surrounding you; physical well-being — self-explan-
atory one; and community well-being — this a place where you
live, what you get and what you give back to the community

(society). All elements are important; some have stronger im-
pact on overall well-being and level of engagement.

So, in this concept we have more advanced practices (finan-
cial, career well-being), recently introduced activities to sup-
port other elements (e.g. Healthy Food in the office project),
and keep working to see what we can offer to support the
rest of the elements. This is one direction we have for the
upcoming year.

In addition to that, needless to say, we will continue ensuring
our competitiveness by quality of existing projects, activities
and services we provide to our employees.

Q: How much do you invest in training and development of
your employees?

Again, this has been partially explored in previous messa-
ges: to grow people a company obviously needs investment
behind learning (or training) and development activities. We
cannot say the exact amount of our investment in T&D, while
one figure can tell much — our training budget in 2015 is 3.5
times higher compared with 2010 level.

Tovmas Abrahamyan, Regional Area Supervisor

How does it feel working in a company that has Top
Employer recognition?

| am very proud to work for a company that received Top
Employer certifications. | always present my business
card with the Top Employer logo to our business partners
proudly, because it is a true sign of recognition of our suc-
cess and credibility. For me personally, my company has
always had a great value, regardless of this recognition.
But this is yet another confirmation of how great employer
| have and proof that this is a right place to work.

| consider myself as a part of a big JTI family. When you
enter the office, “can-do” attitude reaches you from the
very first moments; you are working hard to achieve the
company’s goal that becomes your own goal.

The development opportunities are quite tangible for all
employees. Many trainings and workshops are available
for all of us. It is a matter of attitude and if you are keen to
learn and develop, you are always supported at JTI.
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COMMUNICATIONS

B Europe Day has been celebrated in Armenia since 2010.
It started as a Europe Day concert and since 2011, has ex-
pended into a comprehensive communication campaign. In
2014, Europe Day was realized as a full-week activity in Ye-
revan and the regions of Armenia. Deem Communications
was contracted by the EU Delegation to Armenia to concep-
tualize and implement the celebration of Europe Day for four
years in a row. From introducing open-air Information Fair to
a full week of cultural and information activities, Europe Day
has become an anticipated event for the public.
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Marked around 9 May, the official Europe Day, these se-
ries of multi-component events underpin the Information Fair
featuring EU-funded projects and EU presence in Armenia.
The campaign developed by Deem Communications in co-
operation with EU Delegation took place in public spaces in
Yerevan, Gyumri, and Kapan as well as across on-line plat-
forms. Europe Day celebration is the most comprehensive
opportunity to engage the public and particularly the youth
of Armenia to better understand EU-Armenia relations and
its scope of cultural, economic and diplomatic cooperation.

Each year a new theme and design of Europe Day celebra-
tion is developed to highlight the innovative and cultural spirit of
Europe. The themes revolved around Cultural Diversity for Dia-
logue and Development; Cross Cultural Dialogue; Cooperation
and Cultural Mobility; and Innovation through Shared Values.
Each theme was reflected in specific customized branding.

The Europe Day communication campaign has encom-
passed not only the public of Yerevan but also Gyumri and
Kapan. The workshops, round table discussions and youth
contests as well as film screenings engage hundreds of
young people. The Europe Day Concert, featuring local and

— Feature ® Successful Communication Cases
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Europe Day Communication Campaign

European popular artists and bands, attracts thousands of
audiences to appreciate this musical mix. Innovative compo-
nents are always incorporated for every campaign such as
Overnight Performance, artistic master classes, food tasting,
Round Table discussions with the EU Member States Am-
bassadors, open spaces discussions, youth contests, quizzes
and quests, joint music jam sessions with the European and
Armenian artists.

Every year the Information Fair features about 60 EU-funded
projects in the spheres of Education, Environment, Trade,

l

o

£

-
E. %: .v
af i

5

it

"
i'v_'“-_-' -

:
-

Fat

e

io
=1
il
II-
-
g

N
I
AT

AL

e

-

Economic Cooperation, Borders and Migration and much
more, and is attended by thousands of interested visitors re-
sulting in average 15.000 impressions.

As a vital component of the communications campaign,
DEEM ensured PR and media coverage of the activities. The
Europe Day celebration events are covered by up to 40 key
media in Armenia.

Thus, the Europe Day Celebration has become an umbrella
event to unite the communication efforts of EU-funded proj-
ects, EU Member States, EU partners and institutions, artists
and performers from Europe and Armenia around a common
vision of peace, cooperation, innovation and shared values.
4 years of implementation

15+ embassies and institutions

25+ visual arts pieces

50+ Armenian and international musicians and artists

100+ projects and cultural activities

300+ participants in masterclasses

10.000+ social media views and engagement

15.000+ audience impressions
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Aitlas Copco

B Atlas Copco is a world-leading provider of sustainable
productivity solutions for more than a century. The Group
serves customers with innovative compressors, vacuum so-
lutions and air treatment systems, construction and mining
equipment, power tools and assembly systems. Atlas Cop-
co develops products and service focused on productivity,
energy efficiency, safety and ergonomics. The company,
founded in 1873, is based in Stockholm, Sweden, and has a
global reach spanning in more than 180 countries.

The Armenian Branch was founded in 2006, thereafter the
company is able to make any kind of sales in Armenia: direct,
local, leasing, conduct maintenance and warranty service.
The responsibility includes development of service products,
sales and marketing, technical support, as well as service
delivery and follow-up.

Customers expect the best from Atlas Copco, and our objective
is to consistently deliver high-quality products and services that
contribute to our customers’ productivity and prosperity.

Since 2007, we supply underground equipment, drilling tools
and spare parts to one of the biggest mines of Armenia,
Dundee Precious Metals Kapan. In 2010, a simple service
contract was signed, and Atlas Copco opened a regional of-
fice in Kapan with only three specialists. In 2013 Dundee
increased existing park of AC machines by 6 units, and we
can say that Dundee is equipped by 100% AC gears, and it
gives us great responsibility, in order to provide undisrupted
operation, productivity and sustainability. In 2014, we signed

Advertise with

a new service maintenance contract, as the fleet of machine
has grown, and we invited high qualified specialists. Now we
have 9 specialists, who work 24 hours a day for Dundee. The
purpose of this agreement is to improve and maintain the
stability of the machine’s technical condition, their uninter-
rupted operation and proper planning of the work. Our Kapan
staff is equipped with all necessary facilities: all specialists
(operators, technicians) have high qualification and continue
to pass trainings in order to keep the machine’s availability
and manage to world's newest technical innovations.

The Group operates worldwide with a long-term commitment
to our customers in each country and market served. For
us it starts with a strong customer focus. Our ambition is to
have close relationships with all customers and help them
increase their productivity in a sustainable way. The goals
for operations focus on people management, environmen-
tal achievements, health and safety, and on business ethics
and integrity. As a customer-centric organization, we interact
and develop close relationships with customers, in order to
be able to meet and exceed their expectations. AC Armenia
has very friendly relationship with Dundee and this partner-
ship is a proof of more than 8 years of cooperation and, as
the one of the key suppliers for Dundee, we are committed
to their continuous sustainability and long term relationship.

Commitment to sustainable productivity is our brand promise.
This is a promise to ensure reliable, long-lasting results with
a responsible use of resources — human, natural and capital.

Call (374 10) 599187 or e-mail us at amcham@arminco.com for details.
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UNITRANS
SNELRSCEULY

Elephants on Board

B Unitrans is one of the oldest freight forwarding compa-
nies in Armenia where cargo transportation is an everyday
work. Unitrans transports a wide array of cargoes from the

smallest — such as a vial of human blood from a donor in
Armenia to a cancer patient in another continent, to the
largest - such as the generator that weighed 187 tones and
was carried by airplane in one piece. The transportation of
this unprecedented heavy cargo is registered in the Guin-
ness Book of Records.

In 2014 however, the most favorite shipments were two
elephants. The charitable transportation, a close coopera-
tion between the DHL Georgia and Unitrans, was carried
during night-time with an special escort from the Ministry
of Emergency Situations in order to mitigate day-time sum-
mer temperatures and to avoid the noise and disturbances
of the highways.

The preparations and arrangements started in the spring
of 2014. There were to be two shipments: one from Yere-
van to Thilisi with the “Armenian” Grantik on board — and
the second from Tbilisi to Yerevan with the “Georgian”
Grantik Junior. A 20 feet container weighing 4.5 tons was
reinforced, heightened and equipped for this purpose by
the Yerevan Zoo. A 12 meter flatbed truck was designated
for the container in order to provide enough space for a
water tanker and hay supply for the elephants.

After months of planning and preparations, Grantik arrived
in the Thilisi Zoo on June 12, 2014, and Grantik Junior ar-
rived at the Yerevan Zoo early in the morning of June 27th
in the same container.

If only for their physical dimension and weight, the ele-
phants could be considered standard cargoes weighing 6
and 2 tons respectively. However, being live animals, their
behavior during the transportation could be unpredictable
and that's what made the transportation risky.

2

The elephants were fastened in the container in such a
way that they would not get hurt during the transportation.
A specially trained team of doctors and assistants travelled
along with the elephants. The truck was stopped regularly
for the assistants to pour water on the elephants in order
to satisfy their thirst and take the edge off the hot tempera-
tures inside the container.

Although not easy, the elephants were successfully ex-
changed between the two zoos with lots of love and caring
by the transporters.

Freight forwarding is usually considered an unemotional
and tedious job. But every time the elephants are men-
tioned, a smile lights up the Unitrans team members' face
and their eyes begin to shine warmly.




EXpand your business

If you want to bring your business along to an upper level and generate more profits,
Byblos Bank Armenia can finance your winning business plan to help you grow your
business. With the Small Business Loan financing scheme, uniquely designed for the
ambitious business owners, you can starl now! Simple loan application, simple terms,
convenient repayment method, and timely customer service are some of the conveniences
offered by Byblos Bank Armenia Small Business Loan.
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{010) 53 88 18 . byblosbankarmenia.am
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Beyond Financial Services

B Microfinance is often touted as a double bottom-line acti-
vity, where microfinance institutions remain sustainable and
at the same time have a positive social impact on their cli-
ents. While the financial bottom line is well measured and
understood, exactly how lives are improved, or socially im-
pacted, is not always so clear. FINCA created its own specif-
ic, comprehensive tool for assessing social impact. Clients’
success stories and life improvements are the most signifi-
cant indicators through which FINCA measures its success.

The success story of FINCA long-time client Artak
Margaryan

Artak is a proud owner of an in-house workshop, where he
crafts various pieces of art from wood. He lives in the Arma-

vir region of the Republic of Armenia with his wife and 3 kids.
During his whole life Artak has believed that success is given
to ones working hard, rather than those looking to others to
get ahead.

For about 10 years Artak was employed by a barrel factory,
making a wide array of barrels of diverse capacities. Being
the only breadwinner for the household, Artak was working
day and night to make the ends meet. All his earnings would
go to cover kids’ college expenses, utility expenses, food ex-
penses and other ones necessary to provide the minimum
living conditions for the family.

However, like many others Artak was also dramatically im-
pacted by the technological progress and the automated
method of wood manufacturing, which resulted in the hand-
work being forced out of the market and myriad of workers

being laid off. Among those, Artak was left without employ-
ment opportunities with all the cares of a big family on his
shoulders and no one to lend a helping hand.

Hopefully, this was when Artak heard about FINCA from a
friend, who encouraged him to become a member of their
group and apply for a loan at FINCA. Having dreamt of star-
ting his own business for a long time, Artak knew that this
was the opportunity to make his dream come true, hence, he
accepted the friend’s offer.

The initial loan allowed Artak to acquire the necessary equip-
ment and materials to start making backgammon boards. At
first, Artak could only afford purchasing low-cost materials.
However, when the first profits started to appear, Artak ap-
plied for another loan at
FINCA, which enabled him
to buy higher quality materi-
als. Thanks to his hard work,
Artak was able to expand
his in-house workshop. Lat-
er on, aiming to boost the
business productivity, Artak
started sharing his exper-
tise with his wife. Together
they managed to enrich the
range of works with vari-
ous icons and canes, mak-
ing each piece stand out in
the marketplace. Moreover,
those works turned out to
be highly demanded in the
Russian market, which al-
lowed Artak’s family to start
exporting the works.

For the time being Artak is
in the 5th credit cycle and is
using his most recent loan,
which is 6 times larger than
the initial one, to continue
boosting the family’s output.
With FINCA'’s next loan Ar-
tak hopes to start exporting his works to Greece. Thereon,
he is aimed at applying for another loan to build an outside
and better equipped workshop, which would turn his busi-
ness into a more profitable one, as well as create job oppor-
tunities for his fellow citizens.

Artak is very pleased with his experience at FINCA and
proud of the changes FINCA has made possible for his fam-
ily. And, even though, he always knew he needed to rely on
his own skills and hard work, he says he’ll never forget the
close working relationships he has with FINCA and the sup-
port they've provided on his way to success.

He says, “FINCA has enabled me to create, work, live and
support my family in my home country. | am so grateful to
FINCA for believing in me and helping my dream come true”.




ONE COMPANY.
ONE BRAND.
ONE LOGO.

Introducing Dundee Precious Metals - Kapan.
Formerly known as Deno Gold Mining Company, we have changed our name
to align with other operations of our growing global company.

This is an exciling lime in our
history. Dundee Precious Metals
acquired Deno Gold in August
2006, Since then, we have made
tremendous invesiments in environmental
systems and significant improvements to employee

our collective future: for our
employees, for the community

and fer all of Armenia.

The globe in our logo shows the
connection of all locations of Dundee Precious

health and safety programmes, and we are well on the way Melals: Armenia, Bulgaria, Conada and Namibia. The

to making our company o world-class operation. circle of armaws in our logo suggests momentum and collaboration.
While we respect the past, we are excited for what lies ahead. We look forward to confinuing lo share in the success of cur

Our new name ond logo represent the optimism we have for employees, communities and Armenia.

For further informalion please contact:
Hratch Jabrayan,
Vice President and General Manager D ndee
Dundee Precious Metals - Kapan
4 Gortsaronayin, 3301 Kapon, Armenia PRECIOUS METALS
Email:Hratch. Jabrayon@dundeeprecious.com EAPAN
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This Trendy Word PR

By Babken Tunyan

B PR and its Armenian manifestations

Just recently, on my way home from work, an elderly cab
driver gave me food for reflection. It goes without saying
that the discussion topic was political life. And when we
started talking about a specific step of a concrete politician,
the cab driver said in an affirmative tone, “They do it all
for PR”. It was not the analytical abilities of this man that
caught me by surprise, but the fact that a man in his 70s
knew this expression.

Not more than 10 years ago, there were few people in Ar-
menia who heard the expression PR and knew what it was
about. In any case, | asked the driver about the meaning
of it. “What do you mean? It's all about throwing dust in
people’s eyes”, responded my interlocutor without giving it
a second though. And it really does not matter that PR is
not about throwing dust in people’s eyes or at least is not
always about this. What really matters is that when saying
PR, a large mass of people in Armenia thinks in the same
terms as my interlocutor.

What is PR?

It is true that PR is the one of the trendiest words today,
with a PR manager being a profession in fashion. And this
is given the fact that around 10-15 years ago few people
in Armenia even heard about it. Today, this word is fami-
liar to everyone, however not everybody knows what PR is.
As strange as it may sound, the answer to this question is
even unknown to people, who consider themselves as PR
managers.

But what is PR? It is abbreviation of the term public re-
lations, which in Armenian is translated as «hwUupwjhu
Yuwuwtn» ywd «hwuwpwywjuniejwl hGn yuwwtn». PR does
not have a standard, universally accepted definition. How-
ever, the most common definition is: PR is a discipline, the
main goal of which is acquiring the trust of public towards
a structure (company), as well as forming and maintaining
a good reputation. Of course, there are other definitions as
well, including the ones of cynical nature, such as: “PR is
an art of forming a friendly attitude of the public towards
a company, by creating an impression that the latter pro-
duces the goods not for the sake of its own profit, but for
the consumers only.”

PR is often confused with other modern professions,
such as branding, advertising, marketing, image-making,
speech-writing, lobbying, etc. By viewing PR as a separate
discipline, which is related to the ones mentioned above,
the experts however do not share a common view on its
“hierarchy”. For example, certain specialists think that PR
is a part of marketing. Others find that these two are equal
disciplines and should act as separate subdivisions. A third
group of specialists are positive about a fact that marketing,
branding, and other specialties constitute a part of PR.

PR was known still in the Ancient Rome

When was PR formed? Actually, still in immemorial times.
In ancient states like Sumeria, China, ancient Rome, there
were attempts to convince people that secular and religious
authorizes are righteous and fair, and that one needs to
respect and comply with them. With the purpose of con-
vincing, various methods were used, such as interpersonal
communications, oratorical techniques, different public
events, etc. Of course, all these things did not bear the
name of PR in ancient times. However, they pursued the
same goal, as today's PR campaigns. It was much later,
that PR evolved into a separate discipline and profession.
Modern PR technologies were developed in Europe and the
United States. In the year 1900, Harvard University already
had its own publicity bureau. Similar bureau was founded
in the Pennsylvania University in 1904. In 1912, the first
large PR bureau was created by American Telephone and
Telegraph Union.

In the U.S., the public relations divisions and specialized
companies were created at the beginning of 1920s in a res-
ponse to “muckrakers” activities (the literal translation of the
word is dirt diggers). This was the name given to the jour-
nalists, involved in exposing and investigating. The authors
of the first PR campaign are journalist lvy Lee and John
Davison Rockefeller Company. Within the framework of the
action thought by Rockefeller personally, the children were
distributed 10 cent coins.

At the beginning of 30s of the 20th century, a separate posi-
tion of PR consultant is created in the US Democratic Party.
The Republicans too, open similar position in 1936. It is
since then, when PR is distinguished as a separate func-
tion of management, which creates strong demand in the
largest U.S. companies. The period of 1945-1965 is con-
sidered as the emergence of PR. Finally, the PR splits off
as a separate branch of management and continues grow-
ing rapidly. U.S. universities start training PR specialists.
In 1965, the number of PR specialists in the United States
exceeded 100,000 people.

PR in Armenia

Even though after proclaiming independence in 1991,
Armenia has chosen the market economy model, PR pe-
netrated into the corporate world at a later stage. The ad-
vertisement was the first to enter our lives, while PR did so
in 1990s. The first official PR institution was founded in Ar-
menia still 15 years ago, but the PR services did not enjoy
large demand. The market was unfamiliar to PR. According
to various evaluations, the term PR or public relations has
enjoyed dynamic growth in the last ten years.

Currently, almost all companies have PR managers (even
if they don’'t, they present one of their employees in this ca-
pacity). Nowadays, in the Spyur information system alone,
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around 20 PR companies are registered, such as “Deem
Communications”, “P-Art”, “Antares”, etc. In 2003, the Ar-
menian Public Relations Association was formed, which is
the first agency specialized in this area in Armenia.

The higher education institutions also started paying at-
tention to PR. Many Armenian universities suggest edu-
cation in this particular area. However, the opinions with
regard to PR education are different. There is an opinion
that Armenian universities cannot train quality PR spe-
cialists, since the professors themselves do not master
this profession well. This is the reason why many young
people interested in getting PR education continue their
studies in the West.

Therefore, there is a lack of good PR specialists in Armenia,
and many companies hire economists, marketing special-
ists, journalists, linguists, and sociologists as PR special-
ists. For instance, according to the Director of "A.M. Media
Production" and Webtv.am Arayik Manukyan, there is a lack
of public relations, marketing and advertising profession-
als, with a special stress on public relations specialists.
The company heads think that Any girl, who watches TV
is already a good PR specialist. “On one occasion, | have
mentioned that in Armenia marketing and public relations
are identified to pretty girls, which is not the case at all.”

PR role in politics

There are different opinions on the role and importance of
PR in Armenian political field. Political technologies expert
Tigran Hakobyan, who has a multi-year experience and
who has dealt with different political forces and politicians
is absolutely positive that the providers of PR services ex-
aggerate the value and importance of their services. Ac-
cording to him, during elections in Armenia, it is not the
PR or political technologies which are important, but other
non-PR and non-political resources, namely finances, con-
nections, agreements, etc. While, for example, according
to the Chairman of Armenian Advertising Council Armen
Martirosyan, instead of distributing bribes during elections,
it would be good if the candidates applied to PR specialists.
“This is both cheap and has a good quality.” In any case, if
the PR is carried out, it should be done in an educated and
professional way, otherwise it may give opposite results.
The formula “Black PR is also a PR” does not always work
in Armenia.

PR and Armenian business

A Russian oligarch and the owner of Russian Aluminum
Oleg Deripaska has mentioned on one occasion that busi-
ness is successful 40% due to PR, 40% due to Government
relations, and 20% due to the right organized business. It
is possible that Deripaska has a little bit exaggerated the
role of PR. However, there is no doubt that PR is important
in business.

The role of PR has started to be appreciated in Armenia
gradually. However, in general, the role of this function has
not been fully realized by Armenian business. According to
the specialists, the level and professionalism of implemen-

U.S. IMMIGRATION
PRECLEARANCE NOW AVAILABLE
TO ALL U.S. DESTINATIONS
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ted PR is very low as well. According to Arayik Manukyan,
Armenian companies do not treat PR function seriously
and there are various reasons for this. “First is because
the majority of companies lack professional management
system, with the latter being adjusted to the taste and the
knowledge of the company heads or the Armenian menta-
lity. This mainly relates to small and medium enterprises.”
Mr. Manukyan mentions that Armenian companies pay
more or less serious attention to the advertisement, without
realizing that this is the separate component and is a part
of public relations and marketing, and the advertisement
cannot be effective without this interconnection.

An experienced journalist presenting economy and busi-
ness gives a stricter evaluation, “For the prevailing part of
businessmen in Armenia the advertisement is an exces-
sive term, let alone public relations. | am sure that few have
heard what it is. PR is non-existent for small and medium
business, irrespective of the fact that they can be produc-
ers of goods for wider public, importers or service provider,”
says Ara Manukyan.

The Chairman of Management Mix consulting and training
company Raffi Semerjyan says that there is a wrong per-
ception in Armenia with regard to PR function and real PR.
According to him, PR in Armenia is implemented by the first
person in the company, and one can hardly meet compa-
nies, which develop real PR policy and allocate specific hu-
man and financial resources to this function.

Almost all specialists agree, that the situation is more or
less favorable in large companies with foreign capital. Ac-
cording to Mr. Manukyan, PR is set on right foundations
in the companies, the marketing management of which
is implemented from the head management systems. “In
particular, large and serious brand companies have a de-
veloped marketing policy and apply it in Armenia as well.”
However, here too not everything is clear-cut. As mentioned
by A. Semirjyan, large companies have PR managers, but
sometimes PR functions are implemented by the assistant
to the director, marketing manager or a person responsible
for corporate social responsibility. There is also another is-
sue. According to Mr. Manukyan, the foreign capital compa-
nies use the PR stencils in Armenia, which do not have the
same influence on Armenian market and consumer, since
they do not recognize the specifics of Armenian consumer.
These are not policies developed based on Armenian fo-
cus groups, and often these companies spend excessive
budgets.

Is corporate social responsibility a PR as well?

Various corporate social responsibility programs (charity,
environmental programs, education, etc.) are gradually be-
ing rooted in Armenian companies. And since they are of
social nature, people often view them as PR or advertise-
ment. Perhaps, in certain cases, it is hard to tell whether a
certain program is about PR or not.

However, according to a corporate social responsibility
expert Nazareth Seferian, in Armenian context, in case of

real corporate social responsibility, PR can be considered
as “side effect”. In other words, the initial goal is not about
PR. “For instance, if an IT company thinks that Armenian
education system does not train necessary specialists in
its sphere, it can develop training programs and imple-
ment them by cooperating with universities. This is some-
thing that Synopsys Armenia does. Here, everybody is a
winner. The company gets trained specialists, universi-
ties and students receive new qualification opportunities,
and new jobs are created. Of course, PR activities too
can be implemented with regard to this program. How-
ever, the goal here is resolving the human resource issue
in a company. If PR is the only goal of the company, then
it is not right to speak about corporate social responsibil-
ity here,” says Seferyan.

PR and mass media

When talking about PR, many people refer to mass me-
dia relations only, while this is only a part of it. However,
there is another extreme as well. When saying PR, many
companies understand lots of things, except for mass me-
dia relations. Business is closed for mass media. Mass
media allows setting a dialogue between a structure and
a public, during which the demands of the public become
clear and one can understand what steps to take to sat-
isfy it. And this is both in the interests of the public and
a company. Some people explain it with a lack of mutual
trust between a business and mass media. If in the United
States or in the West, the management would welcome
the company’s additional appearance in the press, since
it contributes to its recognizability, in Armenia it is not al-
ways so. Many companies avoid appearing in the press
in order not to encourage additional attention by the state
structures. According to some opinions, the decisive role
here belongs to spreading of the social nets, by using
which the company enters into a direct contact with the
society, thus bypassing mass media.

“Public relations and cooperation with the mass media are
not of systematic nature in Armenian companies, and if
something comes out, it is tackled by advertisement and
marketing departments,” mentions Martirosyan.

The same issue is present in state structures. Press secre-
taries and Heads of Public relations departments, who con-
sider themselves as PR specialists, allocate the majority of
their time to spreading their own communication by means
of mass media or social nets. They often overlook their
main responsibilities, including working with the journalists.
Irrespective of the fact that the law defines a five day pe-
riod, those responsible for media relations either do not re-
spond to media people inquiries or respond with delays by
presenting largely vague texts, which basically say nothing.
Many of them are of the opinion that their main responsibil-
ity is not ensuring transparency of the given structure, but
is rather protecting and bettering the reputation of its head,
which causes more harm to the reputation. In a nutshell,
what they do is anti-PR.
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ninnpynud:  Ruwywlwpwn, pUlwpynwd Ehlup pwnwpw-
ywu wugninwpép: Gy Gpp funup quwg yYnuynptnn Uh pw-
nwpwywu gnpdsh Yynuyntn
Pwjlh dwuhlu, wjn Udwpnu
wnwnpyncejntu spunniunn
wnnuny wuwg. «En wdtu hu-
sn PR-h hwdwn E wpynid»:
hud qupdwgptbg ng L wju
dwpnne  JGpnudwpwup  ni-
LUwynipyntup, wyp wju, nn
70-hu Unin dwpnnitu dwunp
E wju wpunwhwjwnnie)nip:
QF np punwdtup 10 wwph
wnwy wjwunwuncd Jwwn-
utph ypw Yuinth Ephwgdti
wju Jwpnbulg, nyptip (uty
Ehu PR wpunwhwjnnipnt-
Up W ghwnthu, G hug £ wju: UWJEU nGwend hwpgpbgh Jw-
pnpnhU* huy fiug £ PR-p: «NUg b hlg pnathsngh»,- wnwlg
Gpywp-pwpwy dinwétint' wwwnwuhuwlbg gnnigwyhgu: NL
Yuy ¢ntuh, np PR «nqthgngh ¢b», Jud® dhaw ¢k, np enqth-
sngh E: Yww ntuh wjl, np Swjwunwunwd Jwpnywug uh
unygwn hwindwé, PR wubind, wwwnytpwgunwd £ hEug wyu,
hug wwwyGnpwgunwd Ep gpnigwiyhqu:

huy fiug £ PR-p
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Ujn, PR-U wjuop wdtUwdnnwihy pwnbphg Utyu E, PR UG-
Ubetpp'  wdtUwdnnwihy  Jwulwghwniginiuubphg UG-
Un: Uw wju nbwenud, Gpp upwuhg 10-15 wwph wnwy
Swjwuwnwunwd psbnpu Ehu wuquid (ub] wju: huy wyuonp wyn
pwnp dwung £ pninphu, uwywju ng pninpp ghintU® hug £ PR-
p: NppwU E| mmwpophuwy hugh, wju hwpgh wwwnwufuwup
sqhwinbU wugwd hpbug PR dJbutebn hwdwpnn wléwlghg
wwnknp:

hul [iug E PR-p: Wju public relations wpunwhwjwnnipjwl hw-
wwyntdu £, npp hwjGpguncd pwpguwuynid £ hwlpwjhu Yuw-
wtn wu hwuwpwywjuniejwlu htn yuwbp: Unwlnwnw,
pninph Ynnuhg punnibdwé uwhdwuned ghw: Uwlwju wdt-
LUwpunhwupwywu uwhdwuncdp hGnlywiu £, PR-p Jwuliw-
ghwnipnLu k£, nph hhyuwywl bywwnwyp hwuwpwyntjwlu
ynnuhg Ywnngh (puytpniejwl) Uywwndwdp Junwhniejwu
4dbnpptnpdwu, htnlwpwp bwl (wy hEnhbwynipjwl dluw-
ynpdwl nGhulninghwubp wytip W hpwywuwgubiu E:

hhwnyt, ywu Lwl w)| uwhdwunwdubn: Wn pynd* ghuhy
punyjph, huswtu wju JGyp. «PR-p hwuwpwyniejwu Ynnuhg
puyGpnipjwl  Lywwndwdp  pwpjugwywd  YGpwpBpdniup
dlwynpbint wpybunu B lnywynpnienil untnédtinyd, nn
puyEpneE)nlUl wwnpwuplbp wpunwnpnud £ ng p6 ubGthwywu
2whnyeh, wy Jhwju uywnnnutph hwdwny»:

PR-p hwawhu 2thnenid BU npwl 2wwn Unin dwdwlwywyhg
wj| Jwulbwghwnipniuubph hGw, huswhuhe GU ppGunhu-
an, gnywqnp, Jwnetehlap, huhgutjehlan, uthhgnwjehlan,
INpphutnwywl whuwwnwuep, W wyu: CunntuGing, np PR-U
wnwUdhu dwulwaghwnnipntl £, nnp Yuwwywsé £ Jtpp Lpgws-
Utph htw, thnpéwgbnubnp Uhwywndhe s5U npw «hhbpwp-
fuhwih»  hwpgnud:  Ophuwy’
Jwl dJwulwgtuutn, npnup
gununcd BU, np PR-p Jwppbp-
hugh pwnywgnighs Uwu
Ujniuliiph undheny npwig
hwywuwpwagnp  Jdwulwgh-
wnniejntllbp BU W wbwp E
gnpétlt npwbu  wnwuéahu
unnpwpwdwunwdutn:  Yw
Lwl Jwulwgbwnubph Gppnpn
huntdpp, np hwdnqwé E, np
Jwnetehlgp, pptunhlgu ni
Ujntu Jwulwghwnnigniuutnpp
PR-h dwu BU waguntu:

PR-ny qpwnynid Ehu nEnleu IpU InndnLd

huy Epp b dlwdnpytp PR-n: Cuwn Entpjul’ wUhppbip
dwdwlwyutphg: 2tnlu  huwgnyu  wGwnnienlluGpnud
(Gnudtpned, Qhuwuwnwuntd, 3pU Inndnid) thnpénwd Ehu hw-
Ungb] Jwnpnywug, np wphuwnhhy W Ypnbwywl hphuwlntpe-
JnLulpp dhowin BU, wpnwn, W Upwug hwpywynp £ hwngby
L Gupwnyytr: Iwdngbint hwdwp nhdnwd Ehu wtwpptn JG-
pnnutph’ UhpwldUwihu 2thndutn, hnGunnpwpwlnie)nLl,
nwpptn hwupwiht Jhgngwnnudubn W wju: bhwnyt, wn
wutlp hhu dwdwuwyutpnud sen Yngyned PR Ywd hwuwpw-
ywjunipjwu htn yuwwbp, uwywiu hGunwwunnwd Ep Ungu
Uwwwnwyutpp, hug wjuopyw PR-wnwyutpp:

Npwtu wnwudhlu ghnnieintu L dwulwghwnnegintu® PR-p
dlwynpdbl £ 2w wybh n: dwdwlwlywyhg PR wnGhu-
UninghwlutGpp Ywydt, U Gypnuwynd L WUL-nwd: 1900
rywlywuht Iwpjwpnh hwdwuwnpwulu wpntu niutn thwpe-
thuhphh uGthwywlu pjnepn: LWL pjnepn unBnétg Lwl
dEuuhwuhw Uwhwugh hwdwjuwpwup 1904 pYwywuhl,
huy 1912 pywywuhu unbnéytg PR-h wnwphU UGS pjnLpnu
hGnwpunuwhGnwapwihu wdtphyjwu Jhwynpdwl ynndhg:

Rwuwpwywjunigjwu  hGin JYwwbtph  pwdhulbpp W
Jwulwghwnwgywé puytpnientbubpp WUL-nLd  untns-
dGghu  1920-wywuutph uygpubphl® h  wwwnwupuwl
Muchrakers-utph gnpénLutniejwl (muckrakers - punuw-
gh' gthu thnpnnutp. wnwtu Ehu wudwunwd wiu |pwg-
npnnutphu, ndetp qpwnynud Ehu pnnwqgbtpénidubpng W
hGunwgelUnienlluGpny): Unwghu PR wpnwdubphg JtGyh
hGnhuwyutpp hwdwpynwd BU (pwapnn Wgh Lhu (lvy Lee)
L 2nU NnpdbL(GEph (John Davison Rockefeller) puyGpnie)nt-
Up: Wudwdp NnpdbiGph Ynnuhg dnwédywsé wyghwih 2pgw-
Lwyutpnud GpGhuwuGphu pwdwuynwd Ehu Uunp W thwyncu
10 ubUpwung UGnwnwnpwJutn:
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20-pn nwnph 30-wywuutph uygpubphu uuu
AGUnypwwnwywl Ynuwygnepintunid unbndynd £ PR-h
gény hunphpnwwnith  wnwudht  hwuwnhp: LJdwu  hwu-
inhe £ pwgnud Lwl IwlpwwbGunwywl Ynuwygnientup
1936 pUwywuhl: I6Ug wjn dwdwlwywpgwunid £ PR-U
wnwuduwunw £ npwbtu JGubedtuph wnwlUdhu gnpbw-
nnyE, npp ulunud £ U6 wwhwlpwny Jwybt, wdbphyjwlu

funpnpwantju puytnnientlubph Ynnuhg:

UUUL-nwd PR-h Swnydwlu 2ppwl punniujwé £ hwdwnby
1945-1965 pywywlutnp: PR-p yEpglwywlwwbu wnwla-
Uwunwd E npwtu JGuGedtuph hupUnipnuu nunnniejntl W
2wnpnibwynud pnenu Yepwny qupquuwy: UdGphyjwu hw-
dwiuwpwultpp uyunud BU wwwnpwuwnbp PR Jwulwgbun-
ubp: 1965 pdwywuht WUL-nd PR Jwulwagbwnltnh rhyu
wnn&U wuguncd Ep 100 hwquphg:

PR-p Iwjwuwnwuncd

fFEwtwn 1991 pYwywuht wlywhuniejwl hnswyndhg he-
nn Iwjwunwll punptg nunbuncpjwu qupqugdwl onL-
Jwjwywu Jdnnbip, PR-p hwjwuwnwljwl phqutu dhgwywyn
UGpprwihwlgbg wwn wybih np: Gnduanp Jtp yeugun
dinwy wudhswwbu, huy PR-p' 1990-wywlltph ybtpghl:
UnwgohU wuwunnuwywl PR Ywnnygubpp 3wjwutnwuncd
hhduytghu ntn 15 wwph wnwyg, uwywju PR Swnwjnie-
jnlulbpp wwhwuswny sEhu JwjGnud: Snlywu sgghwinbp® hug
E nw: Cun nwpptp quwhwwwywuutpp' PR-p wd «hw-
uwpwywjunipjwl htn Juwbp» wujwdp wnwyb] nhuw-
Uht Yepwny ububg qupqwlwg ytpghl twup twnhutph
pupwgpnLy:

Wjuon gpbpt pninp puybpniejnulinl ntuBl PR JEUGeGnUGN
(Gt wugwd sntlBl, www hwpy Gnwé nGwpenid hptug wy-
fuwwnwyhgutipnhg nplk UGYhu BU wynwtu UGpYwjwguncd):

Lbpywynudu vhwju «Uthntny inGnGlwunywywu hwdwywn-
gnd gpwugywé BU 2nipg 2 wnwuljwy PR puyGpnieiniu-
utn, huswbu, ophuwy, «Yhd pndintuhptpugpy», «P-Art»-p,
«Junwnptbup», W wjl: 2003 pJwywuhlu untndybg
Swuwpwywjunigjwu htn uwtph hwjwunwujwl  wun-
ghwghwU, npu wyu  ninpuned Jwublwghunwgywd wnwghu
YwaguwyGpwnipnilu £ Iwjwuwnwuncd:

PR-hU ulubghu npwnpnipintt nwpdutp bwle pnihGpp:
Swjwunwljwl 2wn hwdwuwpwuuBpnd wyuon wnwewny-
ynwd £ Ypenpintl unwliwg hGug wju Jwulwghwnniejwdp:
Cun npnid, PR Ypeniejwl hwngnod inGuwyGwnlbpp tnwnptp-
ynud GU: Uwlwjt inGuwytun Yw, np hwjwuinwljwl pnchtpp
$6U upnn pwpépwywpg PR Jwulwgbunlubp ywwnpwuwnby,
pwlh np nwuwfhunuutpu hpGup (wy s6U nhpwwbwnnd wn
dwulwghwnijwlup: Wn huy wwwndwneny PR-nYy funpwwtu
hGwnwepepywéd pwn Gphnwuwpnutn gbpwnwuncd BU Uwu-
Uwghunwywl Ypeneejntlp 2wpnibwytbp Upledneingned:

Ujnnthwuntbpé, Iwjwuwnwunwd qqugyned £ hptug gnpdhu
inhpwwtwnnn PR dwulwgbunutnh ywywup, W 2wwn yugdw-
yEpwnipnLlutn, npwtu PR Jtubebn' wphuwwnwlgeh GU pu-
nntunwd inunbuwagbwnutph, 2nLywjwpwultnh, pwagpnnut-
nh, IGgywpwlutph W unghningutnph: Ophuwy® «A.M. Media
Production»-h . Webtv.am-h wnuontu Upwjhy Uwuntyjwuh
hwungUwup' sywl hwupwihu Ywwbph, dwpebrhugh, gn-
Juwanh wpndbuhnuw| Jwulwagbwnutn, W, Jwulwynpwwtu,

hwupwjhu Ywwtnh W puyGpnieniulutph nGYwywpubphu
rynLd £, np jwy hGnnLunwnhwnnn nplt wnghy wpntu hwu-
nwjhtu Ywwbtpph (wy Jwulwagbun E. «Uh wnheny wub) G,
np, quyne, Iwjwunwunid dwpebnhugp W hwupwihu Yw-
wtnp hnGunhdhluwgynid £ gtintghly wnghyutiph htwn, npp
pwgwndwywwbu wjnwbtu sk»:

PR-h ntpp pwunwpepwywunipjwl utg

Swjwunwuh  pwnwpwlwl nwpuind PR-h nGph no
wpnpniejwl  JwuhU  YuwpdhpUGpp wwppbp  Gu:
Pwnwbhuuninghwubph thnpdwgbn Shgpwu Iwynpjwlp,
ny Gpywn wnwpphutph thnpd ntuh W wphuwwntb] £ twpptp
pwnwpwywl nudtph nL gnpéhsutph htwn, hwdngywé E, np
PR éwnwjnipntlltn Jwnnignnutpu nindwgunid BU hpBug
Swnwjnipjnlultph wpdtpl nL wuhpwdtwnnieiniup: Lpw
hwdngquwdp' Iwjwunwunwd punpnipyniultph dwdwwy
npn2hs £ ng _E PR-p Ywd pwnunbhuuninghwlbnp, wy), wju-
wbu wuwé, wpnwihhwnwihl, wpunwpwnuewywl nb-
unLpuutpp® $huwuuubpp, wwbpp, «nwppnubppy W wjl:
UhUgntn, ophwl, huwjywywl gnywanwiht funphpnh Uw-
huwqwh Wpuu Uwpunhpnujwuh Ywpsheny' puwnpnieiniu-
Utph dwdwlwy pUunpwyuwpwne pwdwubine thnfuwptu®
lwy Yyhutkn, np pGYuwénctutpp nhdthu PR dwulwgbwnubph.
«w W Edwu E, W npwyny»:

WJtlU nbwpenid, Grt PR wpynd £, www nw wtwne £ wnyh
gpwqbun b ypndtuhnuwy YEpwny, wjiwwbu wnpnn £ hw-
Jwnwy wpnjntup tnw: «UW PR-p Unijuwbu PR E» puwlwaélp
ng Uhown £ whuwiinnid Iwjwunwiuncd:

PR-U nL hwjwuwnmwljwl phqutup

MNnLuwuwnwugh olhquinfu, «Pycckui anlomMuHuny puyGpnie-
JwlU ubthwywuwwintbp O16g Yephwwuywlu dh wrheny UG E,
nn hwennywd phqubup 40%-ny Yuaquyws £ PR-hg, 40%-ny’
GR-hg (government relations - Junwywnpnipjwl W hofuw-
Untejwl htwn Yuwtp), W 20%-ny* 6hown Yunnigywé phqut-
uhg: Iuwpwynp E, np Yephwywuywl thnep-hug gGpuguw-
hwwnt| £ PR-h nGpp: Uwlwju wju, np PR-U wuhpwdtunn E
phqutuhu, npwund Yuuywd syw:

PR-h  nbtpp  Ywdwg-fwdwg ubund E  Yuplnpybi
Swjwutnwuncd, uwywiju, punhwunp wndwdp, wju gnpéw-
nniph nGpu wnw)dd |hwndbe sh ghunwygynd hwyyuywu
phqutuh Ynnuhg: Cuwn thnpdwgbnubph' gwédn £ uwle hpw-
Yuliwgynn PR-h dwhwpnwlp, wnndtuhnUwihqup: Upwhy
UwunLyjwuh hwdnguwup' hwjwuwnwljwl puybpneencultpp
pwgwpdwywwbu npg s6U YEpwpbnynud hwupwiht Yuwb-
nhu Ywd hwuwpwywjunipjwl htn hwpwptpniegjnluuGphu:
MwwnbwnUbpp, pun Upw, twpptn Bu. «wnwsghup, np pUYG-
pniejnlulbph UGé dwuned shw Yunwywndwu wypndGuhnuwy
hwdwywng' wpndbuhnuw| utubeutue, W Ywnwywpnidp
hhduwywunwd puyGpnieinilubph wGpGph dwwyhu W
ghwnbhpubphu hwdwwwwnwupuwl £ Ywd hwpdwpbgywd
E hwjjwywu uGupwhwntunhu: Uw Gpwptpnud £ hwnyw-
wtu thnpn nu UhghU dGnuwpyniinillGphuy: W. Uwlncyjwul
wuntd £, np hwyjywywu puyGpnieiniultpp ghg eE 2w ni-
wnpnintt BU nwipduncd Uhwju gnduwgnhU® «sghuinwygbind,
np gnjwgnu wnwudhu pwnwnphs ¢k, Jwu E Yugunid hwl-
nwjhl Ywwtphu W Jwppbrehlghl, W wnwUg w)n 2wnyww-
Jwoénipywl gnjwgnp sh Ywpnn wpnnctuwyGun (hubp»:
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Sunbuwywl prbJwutp W phqutup [(nLuwpwunn thnpbw-
nnt [pwagpnn Upw Uwpunppnuwul wydGih fupun E hp
qUwhwuwnwywuubpnud: «3wjwunwuh phqubuh gGpwyhn
Jwuh hwdwp gndwgnU £ wyGinpn hwubwgnpiniu, hug
duwg' hwuwpwywjunipjwl htn uwbnp: Iwdnqwé GU*
psbpu GU (UG, rE nw hug E hpGuhg UGpYwjwgunid: ®npp L
UhghU phqutuh hwdwn nw punhwupwwbu gnjnipinLu gne-
Uh, wuywhu Upwluhg, np Ywpnn Gu |huG hwlpniejwu jwju
quugywéltph hwdwp wwpwlpubp wpunwnpnn, ubpdnt-
6nn Jwd Swnwjniyntllbp dwwnnignnubny,- wunwd £ Upw
Uwpunhpnujwup:

Management Mix funphpnwwnywywu W nunwuwywl pu-
ytpnipjwl Uwhiwqwh Prwddh Ubdbpgjuwuh  Ywpshend'
Swjwuwnwund wryw E upuwy pdpnunwd PR-gnpéwnnyeh W
hpwywl PR-h uhgli: Ybnpghuhu funugny’ Iwjwuwnwund PR-U
hpwywuwagynwd £ Yugdwybpwniejwl wnwghu ntdph ynn-
Uhg, L. hwqyunbw U hwunhwnd YuquwyGpwniejncuutp,
npnue qupqwagund U hpwywu PR-pwnwpwywuntpintu W
utpnuncd 6U hwwnney dwpnyuwihu W $huwbuwywl dhegngutn:

Qpbrt pninp thnpéwgbwnlbpp gununwd BU, np hpwyhdwyp
khs RG 2w pwnynp E otnwntpynjw Yuuwhwwiny fungnp
puytpniejnillbpnud: Cunn W, Uwuniyjwuh' PR-p Unpuwy
hhdptph ypw E npqwd wju puybpnieynillGpnud, npnug
Jwpptrhuguwhtu  juwnwywpndu  hpwywlwgynd £ win
puyGpniejntlutph Jwyn nEywjwpdwu  hwdwywpagbphg:
«dwwnlwwbu Jté W nipg ppEunwihUu puyGpnieincultpp
nlUGU Jwppbphugqwht wyjwéd pwnwpwywlnipintu W
npwup yhpwnned U Lwl Iwjwunwlncdy:

Uwlwiju wjuntn £| wutl hug vhwbpwlwy sk: W. UGdhpgjwluh
ywnéheny' punpnp puybpnipyniuutpu nlubu PR-UGUGeEN-
ubp, uwywju Gpptdu PR-gnpéwnnyrUbpU hpwywuwgynid
GU wnlonptuh oquwywuh, JwpeGrhugh Jtubetph Ywd ynp-
wnpwwnhy unghwiwywl wwwnwupuwlwwnynepjwl gnpdw-
nnpUGNh wwwnwufuwlwwnih Ynnuhg: Yw Lwl JGYy wyg
huunhp. pun W.UwunLyjwup* otnwptpynjw ywwhwwiny pu-
yGnniejntlutph Ynnuhg Iwjwuwmwuncd Yhpwndnud Gu PR
wpinuutin, npnup Unyu wqgnbgnie)niup s6U nLuBUNLU hw-
Jwunwljwl oncywih W uwywnnnh Jpw, pwuh np npwugnud
hwyyh s6U wnuwéd hwjwunwljwl uwwnnnh jnLpwhwn-
ynieyntlGpp, npwup hwjwunwujwl $nyncu fudpGph ypw
Bwyjwsd pwnwpwywunipniultp g6, W pwwn hwawhu wn
puyGpniejntlltpp dwhuuncd BU swihwqwugywé pynptutp:

Unghwjwlwl ywwwupwlwwnynipjnitup Uiyuybu
PR E

Unghwjwywl wwwnwupuwlwwnynijwl  nwppbp  Spwg-
nGpp (pwpbgnpénie)nil, plwwwhwwlwywl wyghwlbp,
Uppwywl dpwaptp, W wjt) quwny wpdwwnwynpynid Gu
hwjjwywl puyGpniejnllubph Jnwn: AL pwUh np npwup
hwuwpwywywu punye U ypnud* dwpnhy hwéwpu nw pu-
nntuncd GU npwBu PR Ywd gndwan: Uhgnigt npny nbw-
pGpnLd tnwipptpwytL hpne ndywin B dpwghpp PR-wjfu E,
pt ng Uwlwu Ynpuwnpwnhy unghwjwywl wywwnwupuw-
Uwwnyniejwl thnpdwgbn Lwqunbe UedEnwuh funupnd
Rwjwunwuh  hwdwwGpunnud, huywywl  unghwwywu
wwinwupiwuwwnynipjwl nbwenud PR-p Ywnptih £ punw-
JGup «ynnuuwyh EPGYn» hwdwpb], wjuhupl h uygpwlub
PR-wjhu Uwywwnwy sh npynud: «Ophuwy pbpGd: Gt S3S
ninpuinh puytpneeiniup guuncd E, np 3wjwuwnwuph UGnYw-
Jhu Yppwywl Spwahpp Ynuyptnn hp Jwuny wuhpwdton

Jwulwgbwubn th wywwnpwuwnned, wju yuwpnn £ Yyppwywl
6npwaghp Wyt W hwdwuwpwuutph hGn hwdwgnpéwy-
gnipjwdp wju hpwywlwaglt: Wuwbu wunwd E, ophlwy,
«Uhunthuhu-Updtuhwuy: Wuwintn pwhnud GU pninpp’ puyk-
nniejntup unwuncd £ wyBh (wy npwyh Ywnptkn, neuwunn-
utpu nu hwdwpuwpwup unwund GU npwywynpdwU Unp
huwpwynpniejntuutn, W unbnéynd U Unp whuwinwint-
ntp: Yu épwagph dwuny Ywnbih £, hhwpyt, uwl PR Uh-
gngunnidutn Ywgdwytnpwbl, pwig pntl Lywwnwyl puyt-
nniejwl dwpnyuwihu ntunwpuutph hulunhpp (nwétiu E: Greb
6pwaph Jhwy bwywwnwyp PR-U E, www wjunbn unghwjw-
Yl wwunwuhiwlwwnynipjwu dwuhl funutip, hd wpéh-
eny, upuwl Yhupy»,- wunwd £L. UGdEnjwlp:

PR-U nL 2LU-Ubpp

Swwntpp PR Ywd hwupwihu wwtp wubiny, hwuywund
GU Jhwju 2LU-UGph hbwn wwp: Wjuhus, nw gnpénlubnipe-
Jjwl pUunwdtup Jh Jwult E Uwywjt jw Uwl hwlwnwy
SwjpwhGnnieintup’ 2wwn  puybpnipyniultp, PR wubinyg,
hwulwund GU wdBu hug, pwgh 2LU-UGph hGn whuwnwl-
rhg: Phqubup thwy E (pwndwdhgngutinh wngle: 2LU-UGPh
Uhgngny huwnpwynp £ nwnuncd Gpyununteintl wwwhnybyi
Ywnnygh W hwupnipjwu Jhgl, nph pupwgend wwpq t
nwnund, G hug WwhwugUGp NLuh hwupnienLup, hus pw)-
lGn dGnuwnyt Jbpghuhu gnhwglbint hwdwp: Uw phuncd
E pt hwupnipjwl, pRE puybpniejwl whtphg: NJwue nw
pwgwwnnnd U phqutu-2LU-UGp thnfuwnwnpd Juwnwhnipe-
Jwl wwywuny: Grt UWUL-nW Yuwd wpldinjwu GpypuGpnud
puytpniejwl wudwudwl |pwgnighs hhpwwnwyndp gwu-
ywih £ nEywdwpnipjwlu hwdwp, pwuh np bywuwnnud £
dwlwgb hniejwup, www Iwjwuinwunid nu Jhwlpwuwy
sE: Gwuwn puyGpneyntultn funtuwined BU Jwdnened Gnlew-
InLg” whnwywl Ywnnygutph Ynnuhg hptlg dnw wytinpn
nwnpnLntt shpwyhpbine hwdwp: Cuwn npn2 inGuwytun-
utph* wyu hwnpgnud npnhg nbp £ huwnnud Uwl unghwwywu
guwugtph nwnpwéndp, npnug Uhgngny puytpnepyniuutnp
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Your Reputation in Someone Else’s Hands - How o

Find a Strategic Partner

Mariam Movsisyan, PR Consultant, Deem Communications

B Agencies that provide PR and marketing services are
no longer a novelty in Armenia. Numerous companies seek
external consulting when they need new solutions, addi-
tional professional support or human resources to meet
their specific communication needs. Many companies have
signed long-term contracts with agencies, through which
they sometimes completely outsource the company’s com-
munications department or expand its capabilities. How-
ever, companies in Armenia today often go to agencies
mainly to jointly implement projects, such as new adver-
tising campaign, organization of the company’s 10th anni-
versary events, consultation on a specific issue and so on.
Irrespective of whether you have decided to trust an agency
with organizing a single press conference or developing
and implementing a year-long communication strategy, the
process of selecting the agency can be of critical impor-
tance to the reputation of your company. In this brief article,
we will try to outline the important elements that you should
consider, when selecting and partnering with an agency.

Preliminary Information

After jotting down the name of the agency, run an online
search about them and study their website. Take the time to
learn about the work that they have already done, but don’t
limit yourself to the information they provide. Very often,
some projects may not be presented due to confidentiality
or other considerations. The opposite scenario may also
occur — the agency’s website might exaggerate the work
that they have done. Look for mentions of the agency in
other sources, like the news or social media.

Ask for their credentials. Get references. Look for feedback
about the agency through former clients of theirs. You need
to be careful here too. In some cases, the human factor
dominates business relationships, with a strong dose of
personal opinion. Praise for an agency could be based on
a friend or relative, who works there, while criticism may
have followed personal disagreements. Look for answers
to specific questions — what the results of the work done
were, ideally in quantitative terms (more on that later), if
they met deadlines, if they diverged greatly from the budget
or overspent, etc.

Arrange a meeting with the representatives of the agency
and ask them to present the part of their work which is of
specific interest to you. Naturally, you would not want to
waste your valuable time listening to the whole range of
their projects when, for example, you are interested par-
ticularly in media handling. In addition to the information on

their completed projects, try to learn more about the spe-
cialization of their team members. No matter how long or
how briefly an agency has worked in the market, its team
members are the ones that constitute its strength and the
formula of its success. Consider the years of experience
the team members have on average, their background and
qualifications, as well as the projects, in which they have
previously been involved. It is worth mentioning that at the
first meeting, you will often not meet the people with whom
you will later be working. So don’t rush to come to a posi-
tive or negative conclusion and make sure you follow up
at some stage to meet the people, who will specifically be
involved in your project.

You should realize that the communication sector consists
of a range of activities — media relations, preparing and
disseminating advertising material, crisis communication,
research, organizing public events and so on. Try to under-
stand which of these activities make up the area of specia-
lization for the given agency. Not all agencies are equally
strong in all these activities.

Clarifying the Assignment

When you go to an agency, it is extremely important to al-
ready have a brief, as detailed as possible, of the assign-
ment that you will be posing. A brief usually contains infor-
mation about the target group and the main messages, the
objectives, expected results, deadlines and budget.

Try to understand how well the agency knows your compa-
ny, activities and market positioning. If necessary, provide
additional material, in order to help them know you better.
If you are going to be partners, you need them to be very
familiar with your work, approach and service/products.

Make sure that the agency has clearly understood the task,
but be ready to provide clarifications and discuss the details
with them. Stay open to suggestions, because agencies of-
ten see you from a different point of view and might offer
new solutions or perceive new problems.

Be realistic, when it comes to choosing a target group. If
an agency assures you that it can create an information
campaign that will reach everyone on the planet aged 0-99
years, then you should be concerned about whether they
have understood your target group well and how they plan
to allocate your resources. This applies to services and
products that may be used by the general public as well.
Most successful campaigns are clearly targeting a segment
that trickles down to other segments.



Featured

Discuss expected results in detail, preferably using quan-
titative measures. For example, “public awareness” is not
a result in itself if it cannot be measured in any way. “At
least five positive stories in respected media outlets” or “a
3% increase in visitors to the company’s official web page”
make for clearer indicators. Ideally, you would have some
research on hand, which has led to your communication
needs. For example, a customer survey has shown that
only 10% of respondents know about your new service.
You can then plan to organize a series of activities to raise
this number. Make sure that the agency can offer specific
mechanisms to measure your results.

Discuss your deadlines in detail and form a joint timeline.
Make sure that the dates you have chosen do not coincide
with national or international holidays or memorial days, un-
less your campaign is on a topic relevant to the occasion.
Be realistic about the preparation and execution deadlines,
because when you are spending that much money, time
and resources, you want the end result to be impactful and
successful. ASAP is most often not the best indicator for
deadline.

Be honest and open about the budget allocated for the gi-
ven project. Although you may expect to be offered a quote,
the agency can make much better use of everyone’s time if
they consider only the tools and communication means that
match your budget. If financial resources are very tight, it
makes no sense to discuss expensive projects such as de-
veloping and broadcasting 3D videos. Instead, you can ask
an agency to find the most affordable but targeted means
to reach your audience. This being said, a realistic budget
must be allocated to the communications campaign prior to
asking for ideas. This may present a loss of valuable hours
for both sides.

Clarify the way the agency calculate its profits. Some agen-
cies use an hourly rate for the work that they do, while oth-
ers prefer a specific percentage of the overall project value.
Discuss these nuances in order to understand how the bud-
get is calculated.

The Work Process

On the very first day of your partnership, appoint a contact
person from your company, who will act as the liaison be-
tween your team and the agency. Ask to get to know the
team, who will be working on your project, but also request
that the agency also allocates a key contact person from
their end. Make sure that the main flow of communication
and correspondence occurs between your contact person
and the one at the agency. This will help to avoid confusion
and unnecessary back and forth among the team members.

Come to mutual agreements on working hours, as well as
availability after working hours, on non-working days and
holidays. Ask the agency to let you know when their contact
person is on leave and clarify who will act as the replacement.

Agree on the working language and let the agency know
beforehand if you require any languages besides the allo-

cated language of communications selected. The dominant
language for online communication today is English but, as
the customer, you are free to choose the language that best
suits your needs.

Before any work has begun, discuss all relevant confiden-
tiality principles — which information should not leave the
working group, which data are not subject to publication,
which material is copyrighted, and so on. It is preferable to
sign a mutual confidentiality agreement and attach it to the
contract if it is not already included as a main component
of the contract.

Draft the partnership contract as early as possible and des-
cribe the activities, deadlines and expected results in maxi-
mum detail within that contract. Agree on issues that may
be renegotiated and how it will be reflected in the contract.
Mutually decide on how to close the project and what to do
with the remaining materials derived from the activities of
the campaign (print material, promo items, etc.).

Agencies often utilize services of third party suppliers and
sub-contractors. If you have any preferences or corporate
contracts with specific companies, make sure the agency
knows about them. You can propose that they work with
those suppliers, but do not expect them to automatically ac-
cept this suggestion. The agency is ultimately responsible
for the quality of the services it provides, and may therefore
choose another supplier based on their previous experi-
ence and considerations of reliability.

Be honest with the agency and demand honesty and pro-
fessionalism from them in return. In case any problems
arise, you would prefer to hear about them directly from the
agency, not any third parties.

These are the main components you should consider, while
reaching out to an agency. Discussing these and many oth-
er similar issues will allow you to make the right decision,
when it comes to selecting your preferred agency. If you
need fresh ideas, advice and a ready team for your proj-
ects, agencies can help you reach your strategic objectives.
A good agency is a company’s strategic partner in its com-
munication with the public. It does not blindly carry out the
client's demands — it helps to find effective solutions and
proposes options that the client may not have considered.
Remember that the agency is the communications expert
and not the field expert of your industry. This means you
will need to find a strategic partner, who will help you best
present your competitive advantages to the market and im-
prove your relationship with your audience through com-
munications activities. Good communications agencies that
become your partner will eventually reflect on your image,
design of packaging, promo material, social media and on-
line presence, copywriting and customer service.

There are more than 20 agencies in Armenia providing ser-
vices in the communication sector today. Finding the one
that will be a strategic partner has become easier, given
the choices.
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— Interview B Tigran Jrbashyan
|

A healthy structure should provide services, which are
demanded by its members”, says AmCham Fresident

Tigran Jrbashyan

Interview with Tigran Jrbashyan

l On October 28, 2014, the 14th Annual General Meet-
ing of the American Chamber of Commerce (AmCham)
took place. As a result of the voting, Tigran Jrbashyan
(Ameria Management Advisory Services) succeeded Da-
vid Atanessian in the position of AmCham President. Mr.

Jrbashyan based his pre-election speech on the so called

“ four dialogues” logic. We have started our conversa-
tion with the newly-elected AmCham president from these
“dialogues”.

Yes, as you have mentioned, in my speech | put forward
the “ four dialogues” idea. First is the dialogue with the state
agencies. Not only does this mean the enlargement of the
dialogue with the Armenian government, National Assem-
bly and other structures, but also putting this on a more in-
stitutional and sustainable basis. It means that we will sign
certain documents, which will regulate our relations with
these agencies, by establishing a certain dialogue system.

The second dialogue direction is with the public. Our goal
here is becoming more represented through mass media,
participating in various corporate-social initiatives, and be-
ing more familiar to the public. In other words, dealing with
the public by presenting in a simple way the issues we see
and expert analysis we have.

Dialogue with the public is the third important point. The
organizational strength depends on the amount of value
added, and which it can produce for its members. Simi-
lar structures are successful to the extent they can provide
public services. We provide public services to our mem-
bers, who have to enter into a dialogue with us and feel that
a value added is created for them. Besides, many of our
members are large taxpayers and have thousands of em-
ployees. We need to work not only with the first persons in

the companies, but with all those people who are decision-
makers. These people are the network with which we need
to work and develop. These companies have assembled
a serious professional potential, which can be employed,
while developing various analytical papers.

And fourth, we need to develop the dialogue with third par-
ties, starting from international financial structures and en-
ding with Embassies. It is important for us to have a deeper
cooperation with Washington-based U.S. Chamber of Com-
merce (a very large body), where AmCham holds member-
ship, as well as with the AmChams in European countries.

We also need to be represented in our Diaspora. And, of
course, we need to work with a number of professional
business structures operating in Armenia in such sectors
as IT, banking, etc.

By drawing a conclusion, | can state that we work towards
one goal, which is contributing to the development of the
business environment and forming a transparent, fair, and
responsible business culture in Armenia by representing
the business interests of AmCham members.

AmCham has an official website and a bilingual business
magazine. What other additional steps does the establish-
ment of the dialogue with the public imply?

We need to use modern formats. For instance, we plan to
have a monthly newsletter, which will be distributed among
our members and partners. The newsletter will help us to
present the initiatives we have implemented, our approach-
es to various issues, as well as different analyses. And this
will be done in addition to what we are already doing.

It is true that we have AmCham magazine. However, in the
future, it will have a more analytic nature, while the news-
letter will be a more dynamic and operative source of in-
formation. | also attach importance to AmCham’s being
represented in social networks. | mean both professional
networks (e.g. LinkedIn) and the platforms for a wider pub-
lic (Facebook). And what is important here is that all these
efforts are measurable, which will help us evaluate our
achievements and work productivity.

You have mentioned your members’interests. Who are Am-
Cham members? Are these only companies with U.S. par-
ticipation or this is not a necessary requirement? Are they
large or do you also have small companies?

Of course, AmCham primarily represents companies with
U.S. capital. Nevertheless, according to our Charter, Am-
Cham can have non-U.S. origin companies as its members,
but who are deprived of voting rights. In terms of the com-
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pany size, the picture is quite balanced. Some 46 percent of
our members are included in the list of the large taxpayers,
the rest are small- and medium-sized enterprises.

In terms of the protection of the interests of our member-
companies, this is an important function, and the Chamber
needs to protect the interests of its members. However, | talk
of the business environment, which will present the develop-
ment opportunities to transparent, fair and responsible com-
panies, while this business environment will be favorable not
only for AmCham member companies.

We have to be very cautious here and be able to unite the
companies, adhering to similar principles. Starting from the
moment, when the organization starts creating value added
(in the given case, by providing public services), the inte-
rest towards such an organization grows. Consequently, the
number of those, who want to join it, increases as well.

This is the reason that we have a certain mechanism of mem-
bership criteria. We definitely have the issue of increasing
our membership, but this is not an end in itself. In general,
the effectiveness of any organization providing public ser-
vices is measured by the size of the collected membership
fees. So, there are two ways, one of them being the increase
of the membership fees and the second one, the increase of
the membership base. We have chosen the second option.

And this is not surprising. As | have already mentioned, any
public organization is a provider of public services. It's a dif-
ferent question, that this perception has not been developed
in Armenia yet. This is the reason, why very often, these
structures become an end in itself and others do not under-
stand the meaning of their existence. For us, it is very impor-
tant to know the reason of our existence and what we want to
achieve. Here is where we need to look for the answer. Busi-
ness does not perceive similar structures, because many
of them are not providing public services to their members.
There are structures, the meaning of existence of which is a
goal in itself. There also are structures, which in reality are
formed to protect the interests of one or two of their mem-
bers. Whereas, the effectiveness measurement unit of any
such structure should be its membership, since it is based on
the quality of the public services that the companies decide
whether they should join, continue or suspend their member-
ships. This is the logic and not just getting registered, re-
ceiving another grant and wait until the next one. A healthy
structure should provide services, which are demanded by
its members.

No, we rely on memberships only. This is how it has been
and this is how it will continue, since it makes us indepen-

dent from external factors and dependent on our members in
a right and positive way. If the budget is formed only through
the membership fees, then the structure gains independence
from possible pressure of the third parties. And second, it
makes you provide quality services, since in the opposite
case, you would simply cease your existence.

Yes. | think that in any case we have to be able to pre-sent our
expert opinion. Why not, we can also come up as regulatory
impact assessment institute. According to the law on legisla-
tive acts, any legislative initiative has to be accompanied by
a number of analytical pieces, called on to assess the impact
of the given act based on various criteria (demographic, en-
vironmental, anti-corruption, business environment). These
are areas, where the activities of AmCham have to be very
useful. For example, assessing how this or that initiative will
impact the business environment, SME sector or competition
picture.

This is true. However, the law provides for alternative as-
sessment, which can be different from state position. This
is the reason why we say that all this has to be regulated
and put on institutional basis. This means, forming an en-
vironment, where the only heard voice is not the one of
the person who speaks the loudest, but where communi-
cation takes place in a professional field and which offers
the possibility to express opinions on a professional level.
This is one of the most important functions of business
associations.

Not always do you need to be a winner in this dialogue. The
professional dialogue has to be pursued outside of the win-
ner and loser logic. When you are able to present certain
economic justifications and raise the conversation to a dif-
ferent level, you leave the platform of politicized approaches
and group speculations. You simply present your opinion
and wait for an appropriate response. This is ano-ther issue
that the outcomes of your dialogue may differ from the ex-
pected outcomes. However, the level of legislative process
will go up significantly, which, in my opinion, is already very
important.

| would also like to mention that by establishing such a dia-
logue, you already introduce a political element in the game.
When the impact of the legislative act is known in advance
on a professional level, its adoption creates political respon-
sibility. Accompanying legislative acts with a number of ex-
pert opinions is a world practice. Having combined these
opinions, the decision-making body assumes responsibility
by adopting or not adopting this act. | think that this culture
has to be implemented in Armenia as well, and AmCham is
ready to support this process by all means.
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Interview with Suresh Raj from Ogilvy PR worldwide

B There is a handful of leading international communica-
tions agencies that have been operating worldwide for well
over a century in different industries and markets. Ogilvy &
Mather Group of Companies is one of these world famous
brand names, globally in the top 10 agencies. Last April,
Deem Communications invited Suresh Raj, Business De-
velopment Director of Ogilvy Public Relations Worldwide to
speak at the first ever PR Summit in Armenia. Close to 100
Public Relations and communications experts of Armenia
had a chance to meet and discuss with him issues related
to Public Relations.

Ogilvy PR is one of the largest PR networks in the world
with 85 offices across the world specializing in brand and
consumer marketing, corporate PR, social marketing, pub-
lic affairs, social and content communications amongst
other key PR practice areas. Ogilvy Public Relations is the
PR arm of the Ogilvy and Mather.

Suresh began his career in PR 17 years ago, upon com-
pleting his MBA in International Management. For the first
five years, as a PR practitioner himself, Suresh specialized
in delivering ground breaking media relations campaigns
for consumer, corporate and financial service brands like
Audi, Disney, Virgin and Zurich Financial Services. From
there, he grew in his role to take on business development,
identifying businesses and brands that could benefit from
PR solutions to engage their audiences while growing mar-
ket share and impact. These include Sony Consumer Elec-
tronics, Virgin Media, Nissan and Coca-Cola.

Leading Business Development now at Ogilvy Public Rela-
tions, Suresh continues to champion the power of earned
media. Handling this both on a regional and international
level, Suresh helps ensure that his team is front of mind to
help brands and organizations engage in effective two-way
dialogue.

Suresh, now lives in London, but travels extensively for
work. He has kindly provided an interview to Raffi Niziblian,
Creative Director of Deem Communications.

Suresh, | have been following your activities and can see
how tight your schedule is. Thanks for taking the time to

answer our questions. I'd like to start asking about your
agency. What is the prized feature of Ogilvy PR? In that,
I mean how are your communications campaigns different
from those developed by other agencies?

One of our strongest calling cards is the fact that Ogilvy is
a genuinely integrated marketing communications Group —
all housed under one roof.

Whilst not all clients look for or indeed buy the fully inte-
grated solution, a majority of our creativity and approach to
campaigns still benefit from integrated insight and thinking
because we realise that to engage with all target audiences,
we need to understand how they are surrounded by various
marketing channels and the impact each one has on them.
That helps us design and execute the most effective PR
campaigns that take into account how PR fits within the
audience’s life cycle and marketing mix — our campaigns
are therefore more impactful and holistic.

When you plan a communications campaign, holistic or
specific, what would you say are the top 5 items you pay
most attention to?

1. Understanding the client’s objectives and needs — not
just from a communications point of view, but importantly
also from a business point of view — be it shifting percep-
tion, growing market share, selling services or products

2.  What is the end game i.e. what would a successful
campaign look like to the client and what would we need to
develop to ensure it meets this goal

3. Ensuring that we engage the most relevant influencers
from the outset of the campaign to guarantee highest level
of success — this could mean business/corporate/govern-
ment stakeholders, print or broadcast journalists or social/
digital influencers or indeed end users/consumers directly.
Understanding and engaging the right influencer from the
outset is key.

4. Providing the client with the best team to guarantee
success — which ensures a happy client, as well as nurtur-
ing a healthy and happy work environment here in Ogilvy
as team members get to work on campaigns that genuinely
motivate them

5. Delivering on time, on schedule and on budget

It was exciting for all PR Summit participants to have seen
some of your most successful cases you presented last
April. Please tell us what new trends you are using these
days and that Armenian communications practitioners
should perhaps keep an eye on?

Social engagement is by far, the biggest and most crucial
trend of the moment. What is continuing to gain momentum
is the medium by which target audiences are engaging with
social and digital activity. We have seen a significant in-
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crease on mobile platforms and third screen engagement,
therefore, our campaigns need to ensure reach via these
channels too. One of the active areas of growth is Paid
Social — another area we are actively involved in.

Every PR campaign must always take into account poten-
tial issues and challenges posed by the brand, key influenc-
ers and the end target audience themselves — particularly
on global campaigns where cultural and geographical dif-
ferences could result in misinterpretation.

When designing a campaign, these potential issues are
identified from the outset (via scenario planning and mar-
ket insight), and with each potential challenge, we ensure
we design the campaign to clearly alleviate any concerns
or indeed, redesign the campaign if needed to ensure that
messages are clear, reducing any fear or potential for mis-
understanding.

What we always try to do is stay true to the brand and the
brand story, but telling it in the most compelling way, but
fully understanding the nuances and differences driven by
cultural and geographical backgrounds. That's probably
the beauty of being a global agency — we have genuine
global insight and knowledge from having people on the
ground in over 450 offices in the world.

As | mentioned, at the outset of campaign planning, we al-
ways ensure scenario planning to consider the potential is-
sues or challenges we might face. Being seasoned media
and social specialists, we have a very good understanding
and grasp of what the potential media stories and angles
might be on a particular campaign and we try to ensure our
campaign path delivers this.

The only things out of our control are events or stories that
simply cannot be planned for — agenda dominating stories
like a natural disaster, a high profiled death etc. Whilst
every eventuality must be considered, our approach to suc-
cessful campaigns has always been about having multilay-
ered media campaigns, therefore ensuring even if an agen-
da dominating story hijacks the entire media very suddenly,
we will still get media traction in some way.

To be honest, all types of service industry companies will
be affected by the current economic situation. So a greater

understanding of a client’s business needs and goals is
how we ensure we remain relevant and a crucial business
partner.

PR is one part of a mix of communications strategies that
help bring about the desired solution to a business problem,
so it’s important for us as a discipline, to be able to demon-
strate that our PR campaigns and recommendations don’t
just provide column inches and social media engagement,
but also provides genuine business traction be it sales or
business enquiries, in addition to helping build brand pres-
ence and awareness. That makes PR a valuable contribu-
tor to a client’s business and that’s the role we like to play.

What both amazed and inspired me when | spoke at the
event in Yerevan in April this year, was how Wi-Fi is so
readily available everywhere you went in the capital. It was
wonderful to see! From the smallest cafes and restaurants
to the hotels and even streets. This provides an important
infrastructure to enable greater social, digital and mobile
communication — which means Armenia has an ‘always on’
society, at least that was my experience in Yerevan.

In my opinion, any company entering or indeed established
in Armenia already, should ensure that any communica-
tions campaign they plan to run engages targets audiences
via social, digital and mobile / third screen platforms. It's a
vital mix within the overall communications campaign, and
with a young but growing population eager for news and
shareable content, the availability of Wi-Fi to makes con-
sumption of news and stories so much more accessible.
This should allow for content rich campaigns that are de-
signed specifically for social engagement and sharing.

Deem Communications is a full service communications
agency operating in Armenia since 2006. The PR Summit
is part of DEEM Conversations.

For more information about DEEM, visit

www.deemcommunications.com
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Communications is about what you do

2

“The way to gain a good reputation is to endeavor to be what you desire to appear’

Socrates

Communications in an industry like mining can be quite challenging. Mining tradi-
tionally had business-to-business mentality and communications was hardly central
for mining companies. However, as many observers notice, the trends change in
recent years worldwide, as the industry recognizes the importance of open, trans-
parent and multi-channel communication with all stakeholders.

Lydian International and its subsidiary in Armenia Geoteam CJSC have a strong be-
lief towards the importance of open engagement with all stakeholders. We also be-
lieve that communications is first and foremost about what you do, how you handle
your core responsibilities, and only after that - what you say.

Ve /
AMULSAR:

RESPONSIBLE MINING,
SUSTAINABLE DEVELOPMENT




Featured

B Amulsar project endeavors to be an exemplary mining
project in Armenia, in line with industry best practice, and,
thus, everything the company does within its core business
activities is called to comply with this promise. Be it the ex-
ploration works rehabilitation activities, the international
Environmental and Social Impact Assessment (ESIA) to be
publicly disclosed, be it our Corporate Social Responsibility
projects aimed at ensuring sustainable development in the
surrounding communities, or be it financial transparency and
accountability.

Communications in modern business world is more than
just what the company says about its activities. It has long
stopped being just a one-way street for the companies to tell
their stories. Public Relations and Communications is first and
foremost about listening to your consti-tuencies and having
an open, two-way dialogue. It's about engaging with all stake-
holders and listening to
what they communicate
back, and being able to
maximally address all
constituencies’ ques-
tions, concerns and
need for information.

Exploration began at
Amulsar in 2006 and
up to date Geoteam
has already held 12
public hearings and
around 180 community
meetings and public
consultation (including
Scoping study, Feasibil-
ity study, ESIA, etc.) in
the adjacent communi-
ties and in Yerevan. Probably an unprecedented number of
stakeholder engagement events, consider that the Amulsar
mine isn’t in operation yet. In 2010, Geoteam established
Community Liaison Committee (CLC) in the villages of Go-
rayk, Saravan, Gndevaz, as well as in the town of Jermuk.
Each CLC is comprised of members of communities of dif-
ferent age, profession, as well as both women and men.
School teachers, doctors, workers, village elders. Committee
members gather once a month for a CLC meeting with the
company representatives, where they are updated about the
project developments and get the answers to any questions
the communities might have. regarding the company and the
Amulsar project.

In 2013, the Amulsar Information Center (AIC) was estab-
lished in the village of Gndevaz. The AIC is permanently
staffed, and regularly updated, presenting various print ma-
terials about the technical, environmental, social and finan-
cial aspects of the project and the future mine operation. The
information is updated, in accordance with the needs and
interests of not just the communities, but all stakeholders.
Any concern or question raised by any stakeholder- be it the
communities, media or Civil Society Organizations (CSOs),
is being addressed either in person, or with leaflets, articles
or video information materials, available also on the compa-
ny website. Our aim is to hear to what people want to know,

what their concerns are and to address these questions
through different channels, including in media appearances.

Lydian and Geoteam recognize that winning trust in an indus-
try, like mining, especially in a post-Soviet country is a difficult
journey, given the poor track record of the industry. The lack
of adequate information on how to conduct today's modern
mining amongst the constituencies is another pressing issue.
Modern, responsible mining in developed mining destinations
is completely different from what mining looked like decades
ago. Today mining companies spend millions of dollars on en-
vironmental and social baseline and assessment work, risk
mitigation and closure and rehabilitation, as well as on com-
munity development activities. Techno-logies have developed
to ensure adequate engineering solution and best available
technologies to mitigate risks.

Lydian and Geoteam has already spent 5 million dollars on
the ESIA report prepa-
ration that also includes
mitigation measures in
the construction and
operation of the project
and a full suite of man-
agement plans. In 2013
and 2014, half a million
USD was spent on ex-
ploration works and re-
habilitation activities at
Amulsar. It is important
for Armenia to support
responsible companies
to ensure environmental
integrity, social respon-
sibility, health and safe-
ty and mutual economic
benefits for all parties.
Changing the understandable mistrust towards the concept
of “responsible mining” requires active communication, but
first and foremost it requires changing behavior.

According to a study by Newspoll, conducted in Australia in
2013, 96 percent of people think that mining is important to
the economy, while almost 70 percent of Australians view
mining favorably. This positive perception of the industry is
not just the result of communication. It is the result of the
development and transformation of the industry, better envi-
ronmental management standards, as well as tangible eco-
nomic benefits.

We believe that Armenia can have a modern mining indus-
try with better environmental management and with tangible
economic benefits for all parties. The Amulsar project will
become an example of such an operation, ensuring not just
an investment of USD 426 million, but also offering Shared
Value to the society, through decent employment, through
small and medium enterprise creation opportunities, social
development of the communities and best environmental
management in place.

This is the message we want to convey in our communication
and, showing that it is possible through our everyday work will
be the best communications and public relations effort.
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W JhohU adLnUwpynipinllubph YEpndwl, npwlyjwp wp-
fuwwnwwntbntnh, hwdwjuputph Ywjnttu unghwjwywu qun-
qwgUwu W jwywagntju puwwwhwwlwywl Yunwywnpdwl
dhgngnu:

Utp hwnnpnwygniejwUu hhdpnid wju ninGpél E: UGLp
4dgunbint Gup JtGp wdBuonjw wphuwwnwluph vhengny gnig
tnw|, np UJwUu wpnynitbwptpnie)ntu huwpwynp £ hpwyw-
Uwgqub], L nw yhuh (wwagnu hwnnpnwygnieniup:

! “Huge majority give mining the thumbs up”, The Australian Busi-
ness Review, May 22, 2013
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How PR Has Helped Reguiate the Dram Exchange Rate

B At the end of 2014, the sharp fluctuations of exchange
rates shook the Armenian financial market. On November
24, the dram depreciated against the dollar by 17 drams,
reaching a new 435 dram threshold. That was a rather seri-
ous fluctuation. However, the Central Bank calmed every-
body down by announcing that the exchange rate adjustment
is preconditioned by the recent developments, which took
place in the region and international financial markets, and
that the situation promotes export competitiveness and eco-
nomic growth. The stabilization process took several days.
On December 2, the dram entered the second phase of de-
preciation. Within one week, the dollar price dropped to 450
drams, and the market started displaying signs of concern.

On December 8, the Central Bank announced that with the
purpose of regulating the situation in the currency market,
adjusting the exchange rate fluctuations and restoring the
balance in foreign exchange market, it would adopt a new
approach until the year end, namely it would implement for-
eign currency sales through daily auctions with the maxi-
mum amount limits announced in advance.

At the beginning, six million drams were sold daily, which
were immediately absorbed by the banks. On December 9,
Central Bank Chairman Arthur Javadyan met with journal-
ists and announced that the situation was under control.
He also asked to refrain from unnecessary conversions and
speculations, after which started the most terrible, which
was the dram collapse and panicking stage. On Monday,
December 15, the dollar price was 470 drams, and it was
continuing to depreciate dramatically fast. On December
17, the exchange rate was nearing 580 drams. The banks
were selling the dollar at 560-570 drams and in limited
quantities. The loan provision process was stopped. People
could not transfer money abroad. The panic and uncertainly
reached their peak, and the economy was facing the dan-
ger of collapse. There was a need to take steps.

How the panic was eliminated

On Wednesday, December 17, Central Bank Chairman
Javadyan held another press conference. Actually, after
the previous press conference, no changes took place in
the steps implemented by the Central Bank. The Central
Bank continued its policy of selling dollars on a daily ba-
sis through auctions and in limited quantities, as well as
by applying currency swaps and other tools. During this
one week, not only did these steps yield no result, but on
the contrary, the dram became depreciated by more than
100 points, and the economy was in fact in a stage of pa-
ralysis. Taking all this into account, journalists present at
the press conference were expecting that the Central Bank
would announce new steps aimed at sharp changes in its
policy, for example, through large scale interventions or by
imposing certain limitations on currency exchange, espe-
cially given the fact that a number of experts were advising
such moves. However, as it turned out, the Central Bank
was not going to change its policy. The questions raised by
journalists received responses that were not encompass-
ing and sometimes met even controversial answers. Every-
body understood very fast that the Central Bank invited the

press conference not to answer questions, but to direct its
“message” and influence popular expectations.

The introductory speech of the Central Bank Chairman was
based, as he said, on four postulates. The first and the
most important was that at that point dram was depreci-
ated, but it would become appreciated by all means. For
example, during the previous press conference, the Bank
Chairman was more cautious. Javadyan did not give an-
swers to the questions of the journalists on what would hap-
pen to the exchange rate, by mentioning that they did not
give forecasts. This time it was announced clearly that the
dram would become appreciated. It is true, there were
number of questions raised, such as why he though this
way, what the real exchange rate was, why the price of
the dollar sold by them was increasing continuously if they
thought that the dollar price was exaggerated. There were
no clear cut answers to these questions. However, within
half an hour after the press release was over, all online me-
dia posted news titled “According to the Bank Chairman,
the dram would get appreciated”. This news was duplicated
on TV, and the next day on newspapers.

The whole media space was full of “dram will get appreci-
ated” type news. Like a wireless phone, this news was
spread momentarily among public. It is a known fact that if
a certain idea gets repeated very frequently, it starts being
perceived as reality. This, in turn, starts affecting people.

All those, who in their panic, were going to buy dollars or
euros with their drams, stopped at one moment. Even the
most suspicious people, who do not trust a single word of
public officials, started thinking, what if this was really true
and the dram would not get depreciated. Is it really worth
buying dollar at high prices and then regret it? What if it is
worth waiting a little bit? The Central Bank counted on this
reaction. The dollar demand, driven by panic stopped the
same evening and the dollar weakened in exchange points.
This news also spread quickly and added by the Bank
Chairman’s announcement, produced a double effect. In
the morning, the banks started selling dollars without limita-
tions and at 40 drams cheaper as compared to the previous
day. During the day, the dram started appreciating more,
and the process continued on Friday. On Saturday, the ex-
change rate stabilized, with the purchase prices fluctuating
within the limits of 440-450 and the selling price within the
limits of 455-460. The panic was overcome.

One of the journalists gave rather sharp characteristics of
the Central Bank step, calling it “oral intervention”. In other
words, the Central Bank used not monetary intervention, but
PR technologies in order to affect the public expectations.
Of course, internal technical regulations were implemented
as well, but they could not have a serious impact on pub-
lic behavior. In this sense, it is also worth highlighting mass
media behavior. Irrespective of the fact that many questions
remained unanswered, mass media representatives acted
rather responsibly. By leaving aside the contradictions and
dark points, they delivered the necessary main message of
that moment to overcome the panic, while clarifications and
questions being suspended until more favorable times.
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B Can you please tell our readers what are the main projects
of the WB in Armenia?

The Bank’s current investment portfolio consists of 18 op-
erations with a total commitment of US$592.7 million, of
which US$313.1 million remains to be disbursed. The main
investment lending sectors are Health and Education, So-
cial Protection, Energy, Transport Infrastructure, Agricul-
ture and Public Administration.

I know, these statistics say less to many of your readers,
so | am happy to share more specific results generated by
some of the Bank-financed projects. Approximately 230 km
of outdated transmission lines is under replacement within
the on-going Electricity Supply Reliability (ESR) project
(US$ 39m). The recently approved Additional Financing
(US$ 40m) to ESR would cover the cost of rehabilitation of
three substations essential for Armenia’s power transmis-

sion network. Your readers may wish to know that the aver-
age age of Armenia’s power transmission assets is around
45 years and most of them have not undergone any major
rehabilitation or upgrade over the past decades.

In the end of last December, the Bank supported the state
budget with US$75 million under the Second Development
Policy Operation, a programmatic series aimed to create
jobs through supporting economic dynamism and sustain-
ability to help Armenia reduce poverty and promote shared
prosperity. There are 10 critical reform areas under this op-
eration, which is a series of three yearly tranches finishing
in 2015.

As a result of the ongoing Community Agriculture Resource
Management and Competitiveness (US$16m) project inter-
ventions, milk productivity both for cattle and sheep have
increased by 15% and 13%. Efficiency of communal pas-
ture management as measured by increased as measured
by communal revenues from lease of pastures, up 55%.
Sales from livestock have gone up by 120%. This project
has covered up to 90 communities in six marzes (reach-
ing almost twice as many as the original expectations), and
based on these successes, a follow-up CARMAC Il project
(US$ 32.67) will cover up to 100 communities in eight mar-
zes.

The World Bank’s partnership with Armenia goes back
more than two decades, and through our 60+ completed
projects and the on-going ones, we see that each operation
has its positive impact in terms of physical investment and
institutional change.

How would you describe the economic situation in Armenia?
What are the biggest challenges and opportunities?

The last two years have seen a slowdown in Armenia’s
economic growth momentum, even before the challenging
weeks at the end of December 2014. We estimate that
economic growth slowed to 2.6 percent in 2014, down fur-
ther from 3.5 percent in 2013. The slowdown is the result
of impacts of a number of structural factors including export
dependency on a limited number of commodities, as well
as regional and global dynamics in an increasingly difficult
external economic environment. Exports suffered from the
regional economic slowdown driven by the crisis in Ukraine,
and knock-in effects from depreciation of the Russian ru-
ble were dramatic during the second half of the year. As a
result, Armenia’s exports to Ukraine and Russia declined
by 28 and 7 percent respectively during the first 11 month
of 2014 (year-on-year). Some of Armenia’s niche exports
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also suffered: exports to Belgium, which represents mostly
polished diamonds, declined by more than 55 percent. Re-
mittances, usually a great support to private consumption
and poverty reduction, is estimated to have declined by 30
percent. The metallic mining export declined in response of
low copper prices in international market.

A number of key socio-economic indicators (such as pover-
ty incidence, unemployment level, emigration) still compare
unfavorably with the pre-crisis levels. In 2013 poverty rate
was 32 percent compared with only 27.6 percent in 2008
and it is estimated that poverty reduction prospects will be
limited in 2014-15, as increased utility tariffs have pushed
up the cost of poverty line.

To scale up growth and its development prospects, Arme-
nia needs to implement an ambitious reform agenda to im-
prove the business environment and attract investments to
be able to off-set for unfavorable disadvantages. Overall,
Armenia will continue to face considerable risks, includ-
ing prolonged weakness in the Euro area and in Russia.
Therefore its potential to benefit from an increase in exter-
nal demand is limited given weakening trade links with the
Eurozone and a deteriorating outlook in Russia.

Sanctions imposed by countries on Russia impact Arme-
nia through several transmission channels — and of course
Armenia is not the only country in the region to experience
these ‘knock-on’ effects; we are observing the overall eco-
nomic fragility in the entire Eurasian zone. Trade, remit-
tances and investment inflows are the main transmission
channels of the Russian recession to Armenia, and while
Russia eased formal rules on migration and labor market
participation for Armenians after EEU accession, we may
still see returning migrants/seasonal workers if the econo-
mic situation in Russia worsens.

The Bank has just released its Global Economic Prospects
(GEP) report which says the balance of risks to our region’s
outlook remains tilted to the downside. Further escalation
in political tensions with Russia, persistent stagnation in the
Euro Area, or a sudden tightening of global financial condi-
tions are key downside risks to the region’s outlook. Sharp
or sustained declines in commodity prices or remittance in-
flows from Russia - the major source of remittances to the
region - represent major risks for CIS countries. Financial
market volatility is another potential source of uncertainty
for countries with large financing needs.

The deteriorating situation in Russia continues to affect Ar-
menia and even if there are no further sharp shocks, the
recession there will constrain Armenia’s revenue prospects
this year. The budget was based on an AMD rate that is
significantly better than the prevailing rate, and there has
as yet been no countervailing positive news in terms of re-
duced prices for oil and gas imports from Russia, so there
are negative spillovers from both the global oil price and
Russia’s recession.

Armenia is a small open economy, with much larger region-
al economies that serve as our primary markets and sourc-
es of investment. Armenia will need to be proactive and
creative to extract the maximum benefit from EEU member-
ship — that means adopting appropriate policies and making
timely adjustments in technical modus operandi to facilitate
cross-border trade and ease movement of good, invest-
ments and people.

However, fully exploiting the membership in the EEU trade
alliance alone will not speed up Armenia’s economic deve-
lopment in the short run, and needs to be complemented by
closer commercial ties with Europe. Currently 76 percent
of Armenia’s trade is with non-Eurasian member countries;
24 percent is with the EEU, dominated by Russia. There-
fore Armenia’s trade and development outcomes are de-
termined by seizing global, as well as local, opportunities.

Let us assume that Armenia fully exploits all of the oppor-
tunities of the EEU. Is that enough for Armenia’s economic
growth? We believe that Armenia should be more ambi-
tious. Armenia should, as it began to do in discussions in
November in Brussels, see what opportunities there are to
deepen and strengthen further its trade relationships with
member states in the European Union, even if they are not
part of that formal partnership. It would be this ability to cre-
atively exploit as many different markets as possible that
will determine the dynamism of Armenia’s economy in the
medium term.

This might sound like a new year wish, but ‘patience’ will
be the first message. | know that in a volatile global and
regional situation, businesses suffer the most. Media re-
ports that right now there are several uncertainties around
the specifics of the new EEU tariff regimes. This will take
time until the state institutions and the business community
adapt to the new environment. The AMD has stabilized for
the time being, but further depreciation can reasonably be
expected, since it is normal in January-February for there
to be high demand for dollars from commercial establish-
ments to cover costs, when domestic demand is low. My
strong hope is that the speculation and panic we observed
in December is in the past; the Government and the Central
Bank firmly committed to supporting as stable a situation as
possible in this uncertain regional and global environment,
and the World Bank will support the authorities in that effort.

As competitiveness is one of the key prerequisites of the
enabling business environment, | will assure the business
community that the Bank will continue working with the au-
thorities to improve Armenia’s competition legislation and
practice, as well as staff skills to have better regulation and
implementation reality in place. In this regard, the Bank’s
team in Yerevan is looking forward for closer cooperation
with our private sector counterparts.
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Virtual or Real images or the Meaning of

PR for Politicians

By Babken Tunyan

B Ifin the 1990s, few people knew the meaning of the word
PR (public relations), today PR has become an inseparable
part of our vocabulary and is used quite frequently in a justi-
fied or unjustified way. Almost every day we hear such state-
ments as “This person cares only about his/her PR”, “They
are using black PR against us”, etc. What is political PR in
reality, how is it perceived in Armenia and what do Armenian
officials and politicians think of PR technologies. We have
discussed this and other issues with Mr. Tigran Hakobyan,
who has headed a number of Armenian mass media outlets
and has several years of experience in the area of political
technologies and PR.

tion of the tools, especially during the election, has only one
goal, which is mainly making legitimate the political activi-
ties and struggle of the given politician and concealing the
influence of non-civilian, non-democratic pressure, thanks to
which the political force or the politician wins the elections,
strengthens his positions or receives a post. There are tens
of figures in Armenia, who use PR tools such as speeches,
messages, clips or ordered articles during their election cam-
paigns (especially parliamentary and local government elec-
tions). These tools are absolutely useless in terms of being
elected or not elected. | will repeat myself by saying that this
is done to show that everything is done in a civilized way.

Mr. Hakobyan, how would you define political PR and how
does our society perceive it?

If we talk about political services market, | would not use the
word PR. | would rather talk about political technologies and
tools, which help this or that political force or the govern-
ment develop a right positioning in the political market and
sell their services to the public and electorate.

It is not a secret that the results of Armenian elections are to
a certain extent influenced by some fabrications, administra-
tive and financial resources, and “OKs”. In this case, how
justified is the PR? Why would one spend money on PR ser-
vices, if there are other methods to get elected?

You have made a good guess of what | was going to say.
PR services have a wider spreading in the civilized countries
with formed civil societies, where the influence of the politi-
cians or political forces is formed by using PR tools. And, on
the contrary, in the countries where there are influence tools
beyond political and PR ones, such as falsification of results,
election bribes, and overuse of administrative resources, the
PR tools are not much needed. In similar cases, the applica-

By the way, Americans have a term “credibility gap”, which
means that the real image of the politician should not be
much different from the virtual image of that person created
by means of political technologies or PR tools. Very often,
in Armenia, those involved with PR do not take this into ac-
count and create a virtual image of a politician or a candi-
date, which is the direct opposite of his real image and does
not instill any feeling of trust among electorate.

If the public, in any case, knows the real face of a given po-
litical figure, isn’t it a self-deception to inflate your image by
means of PR?

They lie to themselves, but this is not a big lie. In a sense, it
is understandable. Such people wish to see themselves on
the glossy magazines™ covers, on TV, as well as have pre-
election booklets, which no one reads or even if someone
reads it, he/she understands nothing. However, this is mostly
done to fool people by showing that there are guided by civi-
lized principles in their struggle. In this sense, there is an
interesting situation in Armenia, when the political technolo-
gies or PR do not reflect upon the real activities, image or
vision of a particular political figure, but create another paral-
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lel, a virtual image, which has nothing to do with reality and
intellectual abilities of that person. If in developed countries
these two images are more or less the same, in Armenia
the difference between the image created by means of
media and PR tools and the real one is just great.

Yes, they attach greater importance to them now. They
have no other way, since political competition is becoming
stronger. If we look at the forces standing on the same
platform, which have equal resources of non-political
natures, such as money, connections, administrative le-
verage, we will see that each of them has to take certain
steps and position himself in media domain against his op-
ponent. In this sense there is a competition in the form of
nice video clips, fireworks, and why not, black PR, which
becomes more active during the pre-election processes in
particular.

This process became influenced by a number of factors.
First of all by the country’s development and integration
into the global system in terms of political, economic, cul-
tural and other aspects. Another important factor is the
establishment of economic elites. In the mid-1990s, we
did not have well-established and very wealthy people and
groups, with the latter coming into the picture along with
the country’s development. A number of serious groups
were formed in parallel to deepening the monopolization
of economy, and a competition evolved between them.

The competition, in turn, made them use PR technolo-
gies. | think that the process got an impetus after the elec-
tions of 1998, when there took place a collision between
two large economic and political poles, namely between
President Robert Kocharyan and the Vazgen Sargsyan-
Karen Demirchyan tandem, which was also in possession
of serious resources. The struggle between them set basis
for political PR development in Armenia. Even though, as
| said, | use the expression “political PR” in Armenia with
reservations.

This is hard to say. In general, from the global perspec-
tive, one cannot say that there is an educated and con-
scious activity going on in this sphere. These “futile regu-
lations” prevail all over the world. In other words, not only
do PR technologies aim at equipping the candidate with
tools, but they also deceive the candidate and empty his
purse to the extent possible. PR technology companies
are like large brands, which often have the products with
the quality of Turkish and Chinese goods, but sell them at
a much higher price. The service prices of political tech-
nologies and PR specialists are a little exaggerated. This
is because their work is hard to measure and evaluate,
and they make use of this circumstance.

Second is that the candidates and political forces have
turned into a mass product, which diminishes their influ-
ence on the electorate. This resembles a situation, when
you try to select a product of a particular company from
the large number of products. You are guided by your
taste, experience, and information. The same happens in
political arena. The choice is preconditioned not by the im-
age created by political technologies, but by totally differ-
ent methodology, little influenced by political technologies.

Both are exaggerated. Human psychology has very inter-
esting manifestations. | would bring a classical example
of the presidential elections in the U.S. , where the larg-
est amounts are spent on PR (and the process is rather
transparent). There is an interesting pattern there. Irre-
spective of the size of the budget, in the 20th century, the
tallest candidate was always the winner of the presidential
elections. This does not have any logical explanation. In
many cases, such things as the eyes and hair color and
shape can play a role. There are tens of factors in terms
of people’s preferences and psychology, which can be in-
fluenced a little by political technologies. Or, for example,
sense of humor, which can be not taught to a person, can
have a bigger influence on the elections™ outcome, than
the work conducted by a whole army of PR specialists.

It is hard to answer this question. The fluctuation range
is very large. As an example, lets take the pre-election
campaigns of the candidates, participating in parliamen-
tary elections. It is possible to hire a smart guy, who will
write this program for 100 or 200 dollars, as well as it is
possible for hire a company, which will do the same task
for 5,000 dollars. | assure you, that there will not be any
difference in quality between these two programs. Sim-
ply, the large company will present the program with its
components as a large volume work and will request a
big amount. These large companies, which also operate
in Armenia, understand very well that a person in front of
them is able and ready to pay several million drams. They
also know that this candidate has big financial and admin-
istrative resources, “OKs” of those at the top and will win
thanks to all this. However, at the end it will be possible to
ascribe the victory to a PR firm.

I myself participated in pre-election processes and there
were cases when | could clearly foresee the victory of this or
that candidate, whom | was providing consultancy services.
| was sure that this person would win get elected even with-
out my services, since he needs the required administrative
and financial resources, “OKs”, etc. The reason, as | have
mentioned already, is the fact that in Armenia, these non-
political and non-PR processes have a greater influence on
the results of the elections. As regards the companies offer-
ing the political technology services, the latter can ask for
high prices without having a clear calculation of the results of
their activities, since these PR activities do not play a big role
and will get lost among other resources.
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"Continuously Developing World of Business

Dictates New PR Trends",

By Babken Tunyan

B When speaking about business PR, most experts note
that in Armenia it is not properly appreciated and there is a
lack of professional foundation. According to our interview-
ee, it is mostly companies with highly developed corporate
governance practices that pay due attention to PR matters.

We discussed this topic with Elmira Adamyan, the Head
of Public Relations and Communications Group within the
“Ameria” group of companies (“Ameriabank” CJSC, “Ameria”
CJSC, “Ameria Asset Management”, and Ameriagroup INC
operating in the USA are all under Ameria name and brand).

- Under the current conditions of technological development,
when the sources of information distribution are plenty, and
each piece of information can reach the large masses of the
public without any geographic limitation and within a few sec-
onds, the proper management of these information flows is
a mere necessity, especially given the competitive state of
the business. In this situation, the role and significance of
PR is gradually growing. For Ameria, the PR function has
always had an important functional meaning from the per-
spective of establishing and maintaining open, transparent,
and trustworthy relations with the public. In each phase of
Ameria’s development, the PR function was called upon to
resolve issues, which were peculiar to the strategic goals of
that particular phase.

- All companies within the “Ameria” group, including Ame-
riagroup INC representation in Los Angeles implement PR
activities by exclusively using the potential of the Ameria PR
and Communications team. And of course, we are greatly
supported by our team members and partners from mass
media. It is by using their professional potential that it be-
comes possible to be better represented in front of the public
with clear professional capabilities and on a certain level.

- The goal of our PR policy is ensuring effective working re-
lations with mass media and other partners in line with in-
ternational practices and based on the principles of trans-
parency and impartiality, by actively involving in this process
the Ameria group of companies’ staff, whose involvement is
regulated by relevant provisions and requirements.

All this serves one main goal, which is providing publicity of
“Ameria” group of companies™ activities, passing our goals
and values on to the public, bringing to the minimum possi-
ble information distortions and non-authorized outflows, and
thus, contributing to establishing and strengthening trustwor-
thy relations between Ameria and the public.

- The corporate culture in Ameria allows each of its employees
to raise opinions on this or that issue, propose their own version
of decision-making, make various offers, which can become
heard, discussed, and encouraged at each management level.

Consequently, within the framework of the acting PR policy,
the PR team not only authorized and also has to make own

decisions, which can be declined only in the case of thor-
ough arguments. | find this and the efforts of the HR team in
this direction very important, since they encourage each em-
ployee to be open, raise issues, propose their own views, as
well as have the opionions of other team members, including
the ones of the management team.

- During recent years, the PR topic is a frequently discussed
one, however, not always is the role of PR fully perceived
and evaluated in the corporate world. The higher the corpo-
rate governance level is in a given structure, the more obliga-
tory is the right distribution of roles in all business circles
and involvement of relevant specialists. Otherwise, there
is a situation when the marketing specialist also takes up
PR. Unfortunately, such structures remain common. In the
context of the current period of rapid technological advance-
ment, when each piece of information spreads fast through
different channels, not only do we have to talk about having
a PR specialist in each structure, but also of new develop-
ment trends and how to substitute trnaditional PR methods
with new and seemingly unusual approaches. Time does not
stand still in this sense, and business development requires
balanced, specific and modern PR approaches.

The role of PR is extremely important in highly competitive
sectors, especially in the Armenian banking sector, where
the right management of information flows is a mere neces-
sity, since here, if you do not want to take up PR activities,
the latter will take you up.

- | have a firm opinion that CSR projects can not be driven
by self-advertisement or PR motives. As a part of society,
each individual and business strcuture have to carry a re-
sponsibility towards social issues. It a different question,
that such initiatives should be talked about and presented
to the public, since in this way, we promote CSR parctices
in the country. The priority CSR direction for Ameria is in
supporting children with serious health issues. We have
developed a tradition of holding a charity auction on New
Year's eve with the purpose of uniting the forces of the cor-
porate world and providing the financial and moral support
to the children who entered life in a difficult fight. When we
speakabout the action, we just try to call upon society to be-
come a participant of our initiative and invest joint efforts to
color the dream of these kids, who want to live. During the
whole year, our staff members, partners and conscientious
citizens continue making donations. We never talk about
our support to specific children and never show any video
materials on this. However, we prepare a detailed report on
our spending, which we present to our staff and partners,
who continuously support this initiative. We can also pro-
vide it to any citizen, who has joined the charity donations.
Since you have asked this question, | would like to thank
all individuals and structures, supporting our initiative and
one more time, make a call upon society to join this Ameria
initiative. We are full of hope that together we will lighten up
the lives of the children and will bring to them new rays of
hope and the delight of life.
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huunhputipp, npnlp phuby BU fudph nYjwy Enwwhl punpn?
nwqUwywnpwywl bwywwnwyutnhg:

«Utppuwy

- PR gnnénLUbnLncll hpwlwlwgynid Edhwyl ubthwluwl PR
rehuh Uhgngny, pt oqunwqnndynid GU Lwle wy nGunipulibn:

- «UdGphwy» pudph JtGp Uwinunn pninp puyGpnipyncuuGnph, win
pUnLU U Lnu WugkiGunid gnpdnn Ameriagroup INC UGnywjw-
gnggnLEjwl PR gnpénlutnie)ntlu hpwlwlwgynud £ pugw-
nwwtu Wdtphwih PR-h L hwnnpnwygdwl fudph nwdtnnd,
hhwpyt, Jtp phdwyhgubph W 2LU-UGpNLU whuwwnnn JGn
gnpépuytnpubph J6é wewygnipjwdp: Lpwlg Jwulwghwnw-
ywu ubpnwdh utpgpwydwu 2unphpy E Jhwju huwpwynp
nwnunwd hwupnipjwup UGpYwjwuwp wwpg, wypndtuhnuw
Ywpnnnipjntlubpny nu wwwnwd Jwywpnwyny:

-Nnu F UdEppugh PR pwnwewlwlngsiwl hhduwlwl Uujw-
wnwlyp Obpunwnnndp)

- UGp PR pwnuwpwywuntpjwu bywwnwyu £ pwthwughynte-
jwl, wuynnuuwywy uygpnipubph hhdwlu Ypw wwwhn-
yb wpnniuwytun, vhpwqqujhl unwunwpunutphu  hwdw-
wwwnwuhiwl  whuwwnwpwihu - dhswywyn quugywéwhu
(nwnywuhgngutiph W wy gnpépuytpubnh htwn' wju gnpépu-
rpwgntd wywnhynnBu uEpgpwdting Wdtphw puybGpnieniu-
utph fudph  wzfuwwnwyhgutinht, npnug Ubpgpwyywéntye-
jntup ywpgwynpynud £ hwdwwwunwufuwl npnyeUutpny W
wwhwlgutpny: 64 wju wdtup hwugnwd £ glruwydnp Uww-
nwyht' wywhnyt] «Wdtphw» puysnnipniuutph pudph gnp-
onlubnLejwU (nLuwpwUnudp, thnfuwlgb) JGn UywwnwyuGpu
nL wpdteutpnp hwuwnpwyniejwlp, UJwquwaniuh hwugubg
WdGppwih yGpwptnuwy wentywwyniejwu huwpwdnp fub-
nwejnpnudu e gthwgnpywé wpunwhnuep, W wju wdtuny
hwuntpéd Uwwuwnb Udtphwh W hwuwpwynipjuu Jhpl
JuwnwhtBlh thnpuhwpwpbpniejnlulGph unbnédwul nL wd-
nwwunJwlp:

- Nppwlnty F puplnipnyl b wllwpu PR phdp npnpnidUbnh
punntbdwl U pwnwpewlwlntpiwl BDuwldwl hwnpgnd:

- Wdtphwih Ynpwnpuiinpy, duiynyel witwhuh hhuetnh ypw
E npdwé, np jncpupwtgnip wdtphwgh wqwn £ hp up-
6hpp pwpépwéwjuGint wu Ywd wju hwnpgh JGpwptpjwy,
wnwwnpbnt npnUwl uwjwguwu uGthwywu tnwnppGpuwyp,
UGnpYwjwgubint  wnwwnyniejntbutn, npnup nGywdwnnipe-
Jwl gulywgwd Jwywnpnwynwd ubih Bu, unpnn GU nunbwy
pUlwpyUwu wnwnyw W pupwhuncuytp: 36nliwpwn, gnpénn
PR pwnwpwywuniejwl 2npwlwyutpnid PR phul hpwywunt
E U bwl wwpunwynp £ wnwgwnpt hupunwpnuu npnanedutp,
npnue Yuwpnn Gu Jtnpdytp vhdhwju hhduwynp thwuwnwnyut-
nh wnywjnipjwl wywpwaqwind: Gu yuwplenpnud GU UdGphwih
Unpwnpwuwnpy Yuwnwywnpdwlu wiu Jwywpnwyp W win nun-
nnLejwdp Lwl HR phuh swuptnp, husp jnLpwpwlgnLp w2uw-
tnwygh fupwiuntuntd £ Ut pwg, pwnanwawjut) juunhpltinp,
wnwywnnbl uGthwywl nGuwybnubpp W ntuBuw| rhdwyhg-
utph, wn pYnd W nEYwywp wuduwywaquh Ywpshen:




— Swpgwqpniyg B Ejdhrw Unwidjuwl
L

- Nnwbu Jdwulwqbn' huswbu Youwhwiinbe phqUbu PR-h nlin-
hwuncn dwhwnpnwlyn Iwjwunwlncd:

- dbpghu wnwphubphu Iwjwuwnwunwd wnwybp hwwpu Gu
fununtd PR-h dwuhU, uwyuwju gnpdwpwp dhgwywjpned Jhoun
$E, np PR-h ntpu wdpnngnyhu puywyned W quwhwwnyned E:
Nppwl pwnap £ wnyw] Ywnntgh Ynpunpwnhy Ywnwlwp-
Jwl Jwywpnwyp, wjupwlu phqutuh pninp onwyutpnid nb-
nGnph honn pw2tunwdp b hwdwwwwnwuhuwl Jwulwgbunubph
UEpgpwynidp nwnunwd £ wwpunwnhp, hwywnwy nGwentd,
ophuwy® Jwpetphugh Jwulwgbunp, gnjwgnh ube dwuliw-
ghinwgwé Uniju wuédp gpunynud £ Uwle PR-nyY, guyne Ldwl
ywnnygutpp nbn 2wwn Bu: huy Ubpywihu nGhubuninghwywu
gliuwwwnnunn wnweplpwagh wwjdwulutpnud, Gpp guwlyw-
qwé hudpnpdwghw tnwppbp wihpubpny 2wwn wpwag £ nw-
pwdynid, JGup wbwnp £ wpntU funublp ng @G )nLpwpwlgnin
ywnnygnud PR Jwuliwgbun nilGUwint wuhpwdtunniejwu
JwuhU, wy; qupgwguwU Unp dhinnedutph dwuh, @6 huswGu
thnfjuwphUt PR-h wjwunwywu JdGpnnutpp Unp, gnigble Ubq
hwdwp ntn wpwnwunynp pywgnn dnuinbgnidubpny: buly dw-
Jwlwyu wyu wnnwdny sh uwwunid, b phqubuh qupgwgnudp
wwhwlugnud £ Uwle nwnwwndwé, Ynnhn nt dwdwlwlw-
Uhg Uninbignudutpny PR gnpénlutinLgniu:

PR-h nGpu wnwyb] Ywplnpynwd £ wju ninpunltpned, np-
wnbn Jpgwlgnipintlp pwpénp £, Jwulwynpwwbu Lwl
Swjwuwnwluh pwuywihu hwdwywngned, npintn wnGnGywwn-
Jwywu hnuptph 8hoin ywnwywpnudp nurunwd £ wywpqw-
wbtu wuhpwdtunnipnil, pwuh np UJwl wWwpwagw)nwd Grb
Unyupuy gnigbUwu £ qpunyt) PR-ny, vhllungu E, PR-p pb-
qwuny qpwnytnt E:

- Upryrie unghwjwlwl wuwwnwupawlwnynepyuwl Spwgnptpp
buwnbh £ hwdwnby gndwqnuyht Ywd PR pwnwpewlwlnt/e-
Jwl pwnwnpuwwnwpn:

- Uhwlpwuwy wjlu YwpdhehU BU, np unghwjwywl wwwnwu-
huwlwwnynipjwlu  Spwagptph  UwhuwaébnUnie)ntup  swbne
E wwpdwuynpqwé huh hupbwagnywagnh Ywd PR-h Uww-
nwyubpny: Snpwpwlgnip wlhwwn, jnLpupwlgnin gnpéw-

Advertise with

pwn Ywnnyg, npwtu hwuwpwyniejwu Jwu, wtwne £ Yph
wwwnwupuwuwwynepintt  hwuwpwyniejwl  unghwwywl
huunhputph Uywwndwdp  hnqwénie)nlu gnigupbpbine hwp-
gnud: Uy hwpg E, np, wugnwpin, hwpywdnp £ udwu bwpuw-
adGnunLe)ntlubph JwuhU funub) W npwup UGpywjwgut) hw-
uwnpwynipjwup, pwuh np Wdwl duny Jtlp wbwnp E Lwl
hupwhunLuBue Ynpwnpwwnhy unghwiwywl wwwnwupuwuwn-
ynrpjwl tnwpwénwdp Gpynpned:

UdtEnphwjh unghwjwywl wwunwuhwlwwnynipjwl wnwlw-
htpp nunnnipntlutphg £ wnnnpwlwl pwpn fuunhputp ne-
Ukgnn GpGhuwlBnphu wewygbip: Upnbu Yw JGp Ynnuhg dluw-
Jnpwé wywlunnye jnipwpwugnip inwph Wdwunph 26Udhu
Ywauwytpwtl pwpbgnpdwywl wénipn’ dhwdnpbine gnp-
Swpuwn whuwphh nudtnp, npwtugh $huwlivwywl nL pwnn-
Juwywl wowygnipjwdp uwwnwptblp Yjuwueh hwdwnp ndqwphu
wwjewn unnn dwuncyutphu: G4 wancpnh dwuhl JtGp Yynndhg
pwpénwéwiubp pwgwrwwtu Yng £ hwupnigjwlp'dwuliw-
Uhg nwnuwint U6p bwhuwétnuniejwlp W Jhwhwdnin nidt-
nny gnLuwynptnt wjn dwunyutph wwptint Gpuquugen:

Nng wwnpht Jtp wpluwwnwyhgutiph, gnpdplytnutph, puw-
nGhuhné  pwnwpwghtph  wpwygnipjwdp  2wpntbwyynid
GU pwnpbgnpéwywu hwugwluwynwdutbpp: Gy JGup ynuynkn
GnpGhuwuGphu gnigwptbpynn oqunipjwl Jwuhu Gpplt sGup
hununcd, nplE inGuwuynie Gppte s6Up gniguwnpnud: Uwiyuwiju
Juaqunud Gup JnLpupwlgnip npwuh ogunwgnpéUwl nLnnntpe-
Jjwl yGpwptnjwp dwupwypyhwn hwpytunynieniu, npp JGup
uGnyuwjwaguncd Gup Jtnp wphuwwnmwyhgubphu, UwhiwdGnuntpe-
jwup Wunwwbu wewlygnn gnpépuytpubphu W Ywpnn Gup
npwdwnnbl guwuywgwé pwnwpewgnt, ny  Jhwgb] £ pwpt-
gnpéwywu hwuqwuwynwdubphl: QEnp hwpgwnpdwu Ukpegn
gwuywunwd GJ 2unphwywinie)ntl hwynub, U6p Uwhuwétn-
Untpjwll wewlygnn pninp wuhwwnuGphU no YunnyguGphu W
Uty wugwu Wu Yng wubk) hwupniejwup' dhwwnt UdGphwjh
UwhuwaGnuniejwup: UGUp [hwhniu Gup, np hwdwintn gwu-
ptpny YneuwdnpBlup GpGhuwlGph Yuwuph dwbwwwphp W
Jtnp wowygnipjwdp hnyuh Unp 2nn W wwpGine pGpypwp
YwuwnqllBup Jtn ogunipjwup uywunn Jwuncyutphu:

Call (374 10) 599187 or e-mail us at amcham@arminco.com for details.
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Banking & Insurance

Ameria

ArmSwissBank

Byblos Bank Armenia

FINCA

First Mortgage Company

Good Credit

HSBC Bank Armenia

Ingo Armenia Insurance
Resolution Apahovagrakan Broker
Rosgosstrakh-Armenia

Business & Financial Services

Alpha Plus Consulting

Amber Capital

AN Audit

Armenbrok

Avenue Consulting Group LLC
Baker Tilly Armenia

Booz Allen Hamilton

Business Support Center
Concern Dialog

Deloitte

EY

Grant Thornton

IAB International Academy of Business
KPMG

Legelata

Nasdag OMX

PwC Armenia

Prudence

Consumer Goods

Arsoil

British-American Tobacco
Coca-Cola HBC Armenia
Fora

Imperial Tobacco

Japan Tobacco International
Mary Kay

Megerian Carpet

MARRIOTT
ARMENIA YEREVAN

Oriflame Armenia
Pepsi-Cola Bottler Armenia
Philip Morris Armenia LLC

Armenian Copper Program
Deno Gold

GeoProMining Group
Geoteam

Apaga Technologies

Fine

Hylink

LTX-Credence Armenia
Mentor Graphics

Microsoft

National Instruments

OSG Records Management
Studio One

Synergy International Systems
Synopsys Armenia
Unicomp

Atlas Copco
RENCO S.PA.
Zeppelin Armenia

Deem Communications
McCann Erickson

Mineh Printing Company
Publicis Hepta Armenia
Stolte

Fedex

Globalink

Gosselin Yerevan

Logicon Development LLC
Unitrans

EY

Uwnnrgbiny
pwptytghy w2luwph

° GrantThornton

An instinct for growth

NGOs & International
Organizations

American University of Armenia (AUA)
Armenia Tree Project Charitable Foun-
dation (ATP)

Center for Agribusiness and Rural
Development (CARD)

Children of Armenia Fund (COAF)
Civil Voice NGO

Fund for Armenian Relief of America
(FAR)

Habitat for Humanity Armenia
IDeA Foundation

International Center for Agribusiness
Research and Education (ICARE)

Pragma Corporation Armenia Branch

United Nations Children's Fund (UNI-
CEF)

World Vision Armenia

Tourism &

Hospitality Services
Armenia International Airports
Armenia Marriott Hotel Yerevan
Austrian Airlines

Best Western Congress Hotel
Blackstone Travel

Etihad Airways

Hospitality Management Group (HMG)
Hyatt Place Yerevan

Jazzve

Levon Travel

Santa Familia Shop Cafe
Tufenkian Hospitality

Miscellaneous / Other

Armobil Security Service
GSK Representative Office
LUXURY

Pantera Security Agency
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MHTOAPMEHUS
Khvmenia

PAYS ALWAYS*

WL%/

e

51,53 Hanrapetutyan street, Yerevan, Armenia

tel: +374(10) 592121

e-mail: info@ingoarmenia.am
URL: www.ingoarmenia.am

* In accordance with the insurance terms and conditions.
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M2M special offer:
10% discount on travel insurance.

AmCham Member Card should be presented for the discount.
The offer is valid only in the offices of INGO Armenia.
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