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ABSTRACT

Anti-corporate activism has become a globally coordinated activity involving all areas of
corporate pursuit. The target(s) is a brand, usually American, using off-shore (that is, third
world or lesser-developed) countries for sourcing. This is a reputation issue of the highest
order. For some, the issue can be brand preservation. Some global institutions, such as the
World Bank, have become constant symbols and targets.

How do you move out of the bull’s eye when activists attack? Jim Lukaszewski provides
helpful insights and 12 key facts with useful commentary and lessons to guide you.

Moving out of the target zone is becoming increasingly more challenging because:

e Activist campaigns are becoming more sophisticated than corporate response
capabilities.

e Activist campaigns are becoming less focused and dependent on the “media” and
more focused on creating trade barriers, creating market barriers such as boycotts,
impeding access to capital through pressure on institutional investors, and directly
attacking individuals and organizations who are the end users rather than consumers.

e Activist campaigns are building a substantial track record of success. Target
companies are recognizing that direct action against them is powerful and can be
successful (largely because they respond too late).

According to Lukaszewski, getting and staying out of the target zone essentially means:

o Committing to principled, open behaviors that address issues promptly, directly, and
positively.



e  Getting to the high ground fast.

o Putting yourself in the activist’s shoes, as well as the shoes of other major
stakeholders. Act from their perspective. Start doing it today.

o Focus on clear, useful, positive goals that can be “given away” to others for the
credit

e Be cautious in building phony coalitions on issues that matter.

e Recognize that response to activism basically feels defensive and protective.

Be satisfied with a useful, positive result in which everyone gains something. This is, in fact,
how the public defines victory in confrontational settings.
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If this Abstract has been helpful and you wish to acquire the entire text, please visit
www.Amazon.com.
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