
The Abernathy MacGregor Group
Effective communications enable organizations to achieve business goals.

We help our clients attract investors, complete transactions, resolve crises, prevail

on public issues, retain customers and motivate employees. We offer our clients 

diverse and pertinent experience, relationships that matter and ideas that work.
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About Our Firm

We differentiate ourselves from our
competitors through the expertise we 
have assembled, our knowledge of the
marketplace, and the way in which we
help fulfill our clients’ objectives.

Companies frequently seek our counsel
in times of change.  Their needs may
vary greatly—from poor market 
valuation, lack of visibility in the
media, or product crisis to financial
distress, management transition, or a
pending transaction—but our approach
is consistent.  Narrowness of focus is a
defining principle of the firm.  We
believe in targeting small, influential
audiences, simple messages, in-person
communications, and constant feedback
and follow-up.

We bring a diversity of experience to 
every unique client situation.  All of
our professionals are accomplished
practitioners of corporate communi-
cations; many  have particular
expertise in law, corporate finance,
strategic planning, electoral and
regulatory politics, investment
management, print and broadcast
news media, investment banking or
corporate management.  Our struc-
ture allows each client to have access
to the full range of expertise within
the firm.

The Abernathy MacGregor Group provides counsel to 
the senior management of business corporations and large 
organizations in six communications disciplines:

� Investor Relations and Shareholder Activism
� Transaction Communications
� Corporate and Financial Public Relations
� Crisis Communications
� Initial Public Offerings
� Corporate Restructuring and Bankruptcy
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The WorkWe Do

TRANSACTION 
COMMUNICATIONS

� M&A

� Unsolicited takeover bids/ 
tender offers

� Spinoffs/divestitures/LBOs

� Proxy contests

� Shareholder activism

� Regulatory matters

CRISIS MANAGEMENT 

� Immediate crisis response 
and management

� Strategic communications advice

� Media management including
spokesperson training

� Reputation risk assessment

� Crisis simulation and preparedness

INITIAL PUBLIC OFFERINGS

� Pre-filing strategy/ 
message development

� IR resource evaluation/ 
IR infrastructure planning

� Roadshow presentation 
development and coaching

� Listing day event strategy/ 
execution

� IR counsel and execution support 
for newly public companies 

CORPORATE & FINANCIAL
PUBLIC RELATIONS

� Corporate strategy, positioning 
and messaging

� Media relations

� Executive profile raising

� Presentation and media training

� Corporate social responsibility

� Social media strategy

� Asset management communications

� Rankings management

INVESTOR RELATIONS & 
SHAREHOLDER ACTIVISM

� Investment story development 
and materials development

� Earnings and IR event management

� IR outreach 

� Shareholder targeting

� Shareholder activism 

� Benchmarking of IR best practices

� Financial guidance 

CORPORATE RESTRUCTURING
& BANKRUPTCY

� Restructuring message development

� Communications strategy 
and planning

� Media relations and tactical support

� Strategies for key constituent 
perception management

� Implementation of filing-day
communications

� 363 and emergence communications
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1. Communications must produce business
results: Communications programs are tools,
not goals. Communication is not an end in
itself. Great headlines mean nothing if they
do not help achieve business objectives.

2.  Strategies that work don’t come off the
shelf: No two situations are ever quite 
the same; one size does not fit all. Specific
communications plans, proposals, and 
solutions must be crafted based on substan-
tial firsthand knowledge of individual
situations.

3. A small group shapes perceptions:
Twenty, perhaps thirty, opinion leaders
establish the prevailing public attitudes on
almost any topic. Identifying these individu-
als is central to the preparation of any
communications program; reaching them
early is central to its execution.

4. Research works: People deeply involved
in a situation don’t always see it clearly. And
the conventional wisdom is as often wrong
as right. Fresh, dispassionate research into
the needs and attitudes of target audiences is
often critical to effective planning.

5. Short and simple is what’s remembered:
People tend to recall, and act on, only three
sentences’s worth of content. Reducing
complex issues to simple themes isn’t easy.
But it can be done. And it works.

6. The best way to persuade is still one-
on-one, face-to-face: Getting your message
out through mass media and/or social media
is often useful and sometimes necessary. 
But people are most responsive to direct
personal contact that directly addresses 
their concerns. Highly personalized 
communication may not be cost-effective.
But it is effective.

7. Audiences are interconnected: Investors.
Employees. Customers. Competitors.
Regulators. Communities.  Media. What
happens with any one usually affects the
others. Good communications programs
address the needs of all affected constituencies.

8. Taking the initiative is normally the
winning strategy: People are most likely to
believe the first account they hear about any
situation. When there are differing positions,
the first participant to act or speak has the
advantage in credibility and in setting the
terms of the debate that follows.

Our Approach to Communications
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Excellence in Global 
Financial Communications

The AMO network comprises more
than five hundred AMO professionals,
led by over fifty partners and managing
directors operating globally for clients
from best-in-class agencies in major
financial centers in Europe, the United
States, Latin America and China. 
In addition, we work with carefully
selected leading agencies in other 
relevant markets around the world. 
Our clients, including S&P 500, FTSE
100, Dax 30, SMI 20, CAC 40 and
IBEX 35 companies, range from large,
multinational corporations to small,
fast-growing businesses.

AMO offices advise a diverse group of
businesses and organizations on every
strategic and financial communications
issue affecting the boardroom and shap-
ing public perception, including media
relations and investor relations for

publicly listed companies communicat-
ing with the institutions and individuals
who buy, sell or recommend securities.
We advise clients across a broad range of
industries, including consumer goods,
energy, financial services, health care,
industrials, media and entertainment,
retail, technology, telecommunications
and transportation. 

Together, AMO members share the 
conviction that in today’s market a
highly competent international team
must work seamlessly across borders in
order to successfully advise global 
players. Relying on the extensive media
expertise of our various member firms,
we can communicate client messages
across borders, target specific markets
and effectively position relevant issues
on a global scale.

The Abernathy MacGregor Group is a founding member of
AMO—an international partnership of leading specialist 
corporate and financial communications agencies that cover 
the major financial centers around the globe. AMO members
share the conviction that in today’s market a highly competent
international team must work seamlessly across borders in order
to successfully advise global players.
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THE ABERNATHY MACGREGOR GROUP
New York
Los Angeles
Houston
Seattle
San Francisco

AD HOC COMMUNICATION ADVISORS
Milan

EURO RSCG C&O
Paris
Brussels
Dubai

HERING SCHUPPENER CONSULTING
Frankfurt
Düsseldorf
Berlin

HIRZEL. NEEF. SCHMID. COUNSELORS
Zürich
Bern
Geneva

LLORENTE & CUENCA
Madrid
Barcelona
Mexico City
Lima
Bogota
Buenos Aires
Panama
Quito  
Sao Paulo
Beijing
Rio De Janeiro

MAITLAND 
London

PORDA HAVAS
Hong Kong
Beijing
Shanghai
Shenzhen

SPJ 
The Netherlands
Amsterdam

SPRINGTIME   
Stockholm

http://www.abmac.com
http://www.abmac.com/core/professionals.php
http://www.abmac.com
mailto:info@abmac.com


The Abernathy MacGregor Group7

Investor relations has never been more
difficult than it is today. More companies
than ever (over 7,000 U.S.-based
companies alone) are competing for
investor attention. More professional
investors than ever (including over
10,000 hedge funds) are pursuing strate-
gies that involve company securities.
The Internet drowns companies and
investors alike in both data and rumor.
Regulation FD and Sarbanes-Oxley
influence both the manner and the
content of communications to investors.
Activist investors and plaintiffs’ attor-
neys wait to pounce on the unwary or
the unlucky.  

Our investor relations practice helps publicly traded corporations
communicate with the institutions and individuals who buy, 
sell or recommend securities. Our clients use investor relations
primarily to support the price of their shares; to improve 
the ownership profile or the trading characteristics of those
shares; and to facilitate future financings or transactions. 
Our services include:

� Investment story development and materials development
� Earnings and IR event management
� IR outreach 
� Shareholder targeting
� Shareholder activism 
� Benchmarking of IR best practices
� Financial guidance 

Fortunately, the investors most compa-
nies seek want predictable things. First
and foremost, good business and finan-
cial performance. Next, a simple story to
explain the value a company is likely to
create in the future. Then, a cogent
explanation of business strategy; regular
reports on business and financial
progress; clear explanations of trends,
events and issues; exposure to manage-
ment; a responsive contact within the
company; and finally, no surprises. 

We help our clients to develop their 
optimal investor story and to identify
and qualify the natural investor
constituency to which this story will
appeal. We conduct surveys of the atti-
tudes and needs of current and potential
investors. We prepare documents and

presentations, train presenters, and
manage event logistics. We advise
clients on day-to-day implementation,
but also on IR-specific policy issues,
including earnings guidance (a little goes
a long way, we think), Regulation FD
compliance (many companies now say
too much in public, too little in private),
and dealing with activist investors (they,
too, are motivated by the bottom line). 

Increasingly, we are asked to help clients
establish investor relations functions,
including selecting and training staff,
and to report to boards of directors on
investor relations issues and trends.

Investor Relations 
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Our transaction practice helps companies manage the 
communications surrounding situations that affect the ownership
and control of businesses. We are one of the firms most often
called on to advise companies in such transaction situations as:

� M&A
� Unsolicited takeover bids/tender offers
� Spinoffs/divestitures/LBOs
� Proxy contests
� Shareholder activism
� Regulatory matters

Our approach to transaction communi-
cations involves: simple messages,
forcefully stated; rigid control of state-
ments; intensely detailed program
rollouts; contingency planning; constant
feedback from investors; thorough media
monitoring and an emphasis on the posi-
tive elements of shareholder value
creation. 

Transactions demand around-the-clock
communication and coordination
between a company and its team of advi-
sors. We have well-established
relationships with nearly all of the major
law firms, investment banks and proxy
solicitors that specialize in mergers,
acquisitions and issues of corporate
control. 

Transaction Communications

The media have a significant impact on 
the financial markets and how companies
and transactions are perceived. Our firm 
has proven experience and close working 
relationships with financial journalists
covering this “beat.” Given the intense
competition among these reporters and
their knowledge of how transactions
work, the importance of developing and
executing an effective media strategy
cannot be underestimated.

Increasingly, the market’s confidence in a
chief executive officer’s track record and
ability to deliver shareholder value
profoundly influences the outcome of a
transaction. We work closely with
members of the management team to
prepare them to be compelling advocates.

After a transaction is announced, strate-
gic communications also play a major
role in building the foundation for a
successful long-term enterprise. If the
deal should fall apart, protecting corpo-
rate and executive reputations becomes
an important priority.

Clients often engage us on a standby 
basis as insurance against the possibility
of an unsolicited proposal for a business
combination. We frequently use such
engagements to intensify investor rela-
tions and communications programs that 
will strengthen the client’s position if an
unsolicited proposal should arrive.
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Perceptions shape performance.
Perceptions require management. Our
clients’s ability to achieve their goals
rests in considerable measure on the
knowledge and attitudes of customers,
employees, investors, neighbors,
community leaders, competitors, and
the general public. Abernathy
MacGregor helps its clients to reach and
persuade these varied audiences in a
broad range of circumstances.

Public relations today addresses a public
that is drowning in media messages and
increasingly cynical about the content of
those messages.  We find that percep-
tions are influenced, first and foremost,
by actual experience or performance,
and next, by personal contact.  Then

Corporate and Financial 
Public Relations

come communications through the
media, direct communications, and
communications from third parties.  In
the age of the Internet, absolute control
of communication is nearly impossible
— voices multiply, dispersion and feed-
back are instantaneous. 

Some clients seek awareness, some seek
approval, some seek advocacy, some seek
action, and some seek to avoid attention
altogether.  Some are operating from a 
business-as-usual context; others are
dealing with changes in ownership,
management, strategy, business environ-
ment, financial performance, regulatory
climate, or the political landscape.  

We maintain superior relationships with 
the national and financial news media,

We help our clients to focus on their business goals and the role
that communications can play in achieving them. We favor
straight talk, expressed in simple, clear messages. We like to 
aimour communications at one, or just a few, critical audiences.
We prefer personal communication when we seek to persuade,
and documents when we seek to inform. We maintain instant-
response capability, because that’s the speed at which messages
spread today. And what we plan, we execute: We are writers,
analysts, trainers, spokespeople, researchers, event managers.
Our services include:

� Corporate strategy, positioning and messaging
� Media relations
� Executive profile raising
� Presentation and media training
� Corporate social responsibility
� Social media strategy
� Asset management communications
� Rankings management

because they are often our best avenue
(and they can do harm when ignored).
We make backup plans for the leaks that
so often occur. We monitor the Web and
the blogs, because so much opinion is
formed (and deformed) there.

Today, perceptions of organizations are
increasingly multi-faceted. We regularly
advise clients on business ethics and
corporate governance issues, and on
corporate social responsibility, public
issues, thought leadership, strategic
philanthropy, corporate volunteerism,
and employee engagement.  Perceptions
of organizations are also  increasingly
personalized in their chief executive 
officers; we help CEOs create and
manage their positioning within and
outside their organizations. 
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Crises happen when unplanned circum-
stances arise to endanger an organization.  
A product fails or gets recalled. A regula-
tor threatens sanctions. Financial
results collapse.  Workers strike.
Consumers boycott.  Employees commit
a crime. Hackers compromise computer
or Web security. Activists demonstrate.
A hurricane levels a factory.  A prose-
cutor files charges. 

In these and other crises, there are several
missions: deal with the problem itself;
communicate in ways that limit the
spread of the problem; reassure those most
directly concerned; and start the organi-
zation on the road back to normalcy.
Opinions form rapidly in a crisis situation,
and their effect can be lasting. But crisis
response is often hindered by the unfamil-
iarity of the circumstances, by lack of
preparedness, by strong emotion, and by
issues of legal liability.

Crisis Communications

We assist clients in all phases of crisis
planning and response. We advocate a
crisis preparedness discipline that
involves identifying areas of vulnerabil-
ity, establishing procedures, training
spokespeople, and agreeing to broad 
principles of crisis conduct. Both in
preparation and in crisis management,
we prefer to work closely with a team
made up of a client’s operating manage-
ment and legal advisors. 

Most crises can be mitigated. Some can
be managed to avoid measurable impact
on a company’s operations or on the 
attitudes of employees, customers, 
shareholders, and other key constituen-
cies.  When crises arise, we most often
recommend taking the initiative,
controlling dialogue, accepting responsi-
bility, making full disclosure, fixing
what’s broken, helping those harmed by
the events, and mobilizing friends and

supporters.  We urge caution with the
news media, which can make a small
issue seem much larger; we urge sensitiv-
ity to the increasing role of the Internet
in spreading information and shaping
opinions.

Most major insurance companies 
recognize the importance of crisis
communications. Excess liability insur-
ance policies written by several major
insurers pay the fees of a communica-
tions firm in defined crisis situations,
including those involving directors and
officers, employment practices, securities
law, and the environment.  Our firm
participated in the initial design of this
initiative and is pre-approved by several
of the insurers who offer this coverage.

Our crisis communications practice assists clients when
unplanned circumstances threaten public perception of their
organizations and businesses. Such crises include product
failures or recalls, facilities disasters, employee strikes, 
consumer boycotts, litigation, regulatory sanctions and criminal 
prosecutions. We support our clients in areas such as:

� Immediate crisis response and management
� Strategic communications advice
� Media management including spokesperson training
� Litigation Support
� Reputation risk assessment
� Crisis simulation and preparedness
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We collaborate with senior management,

their underwriters, and legal counsel, to

develop a coherent investment thesis 

that supports the company’s proposed 

valuation. Once the investment rationale

is established, we work to ensure that 

this positioning is carried out through 

all communications documents in 

advance of pricing. These include the

offering document, road show presenta-

tion, news release, Q&A, and internal

communications.

We help our clients develop and
communicate their investment rationale
to prospective investors.  We are particu-
larly expert at training management to
effectively communicate with the finan-
cial community while on the road show
and on listing day.  We assist companies
in the creation and execution of well-
orchestrated listing day strategies,

Initial Public Offerings

including planning events at the stock
exchanges, reaching out to media, and
communicating with employees,
customers, and other key constituencies.

Several factors — including a company’s
size, industry and culture — must be
factored into the creation of an internal
investor relations function for a newly
public company. We help companies to
build successful and cost-efficient
investor relations infrastructures. We
often participate in the hiring of full- or
part-time internal investor relations
executives, and in some cases, train the
people who are assigned to the investor
relations function. We also work with
company management to create an
ongoing investor relations outreach plan,
incorporating earnings announcement
dates, key conferences, and company-
sponsored road shows.

The Abernathy MacGregor Group has extensive experience 
assisting companies in the transition from a private to a public
entity. We have participated in many of the largest and 
highest-profile offerings and spin-offs across a range of diverse
industries. We support the IPO process with services such as:

� Pre-filing strategy/message development
� IR resource evaluation/IR infrastructure planning
� Roadshow presentation development and coaching
� Listing day event strategy/execution
� IR counsel and execution support for newly public companies 
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Communications during Chapter 11
proceedings requires specialized knowl-
edge and expertise. Our deep familiarity
with the technical legal process and
historical precedents of corporate cases
allows us to anticipate potential public
issues and develop sophisticated commu-
nications programs to manage them.

And the critical final stage of Chapter
11—post-emergence communications—
is often the most poorly planned.
Emergence from bankruptcy is an event
that puts the company in the public 
spotlight and it offers one of the rare
opportunities for the company to redefine
its identity and the public’s view of
management.

Successful post-emergence efforts begin in
the weeks leading up to the confirmation
of the Plan of Reorganization and

Corporate Restructuring and 
Bankruptcy

continue through the first full fiscal year,
where the demands on the investor 
relations professionals are complicated 
by Fresh Start accounting and a lack of
comparable year-over-year financial results.

Of course, not all restructurings occur 
under court protection. Our work with
companies restructuring outside of 
bankruptcy is built on our core founda-
tion of investor relations and corporate
media relations, modified to match the
special time constraints and communica-
tions needs of companies undergoing
reorganization.

In a variety of major assignments—for
airlines, retailers, manufacturers,
telecommunications companies and
many others—our team of professionals
has helped companies in financial
distress minimize disruptions to their

Our corporate restructuring and bankruptcy practice—
which includes restructurings both within and outside of
Chapter 11 protection—has advised on some of the largest 
and most complex restructurings in corporate history. 
Working with management and external legal and financial 
advisors, we develop and implement effective communications
programs that help stabilize companies during uncertain times,
through services including:

� Restructuring message development
� Communications strategy and planning
� Media relations and tactical support
� Strategies for key constituent perception management
� Implementation of filing-day communications
� 363 and emergence communications

businesses by ensuring that customers
have the confidence to order, suppliers
the confidence to ship and employees
the motivation to continue to work
productively.

The media play an important role in
conveying the message critical to all 
successful corporate restructuring initia-
tives. We design media relations strategies 
that anticipate and correct the misper-
ceptions uniquely associated with
financial uncertainty.

Properly executed, these plans can help
maximize the window of time within 
which management and its advisors can
successfully address the issues fundamen-
tal to sustained recovery.
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THE ABERNATHY 
MACGREGOR GROUP

501 Madison Avenue
New York, NY 10022
Tel: 212 371 5999
Fax: 212 593 1845

707 Wilshire Boulevard, Suite 3950
Los Angeles, CA 90017 
Tel: 213 630 6550
Fax: 213 489 3443

5850 San Felipe, Suite 500 
Houston, Texas 77057 
Tel: 832 459 8720

220 30th Avenue
Seattle, WA 98122
Tel.: 206 324 9501

275 Battery St., Suite 510
San Francisco, CA 94111
Tel: 415  926 7961
Fax: 415 296 8080

www.abmac.com

AD HOC COMMUNICATION
ADVISORS

Piazzetta Umberto Giordano 2
20122 Milano
Italy
Tel.: 39 02 7606741
Fax: 39 02 76017251

www.ahca.it

EURO RSCG C&O

2 allée de Longchamp 
92150 Suresnes (Paris)
France 
Tel.: 33 1 5847 9393 
Fax: 33 1 5847 9389

www.eurorscg.fr

HERING SCHUPPENER 
CONSULTING

Mainzer Landstrasse 43-45 
60329 Frankfurt
Germany 
Tel.: 49 69 9218 7474 
Fax: 49 69 9218 7473

www.heringschuppener.com

HIRZEL. NEEF. SCHMID. 
COUNSELORS

Gottfried Keller-Strasse 7
CH-8024 Zürich
Tel.: 41 (0)43 344 42 42
Fax: 41 (0)43 344 42 40

www.konsulenten.ch

LLORENTE & CUENCA

Hermanos Bécquer Nº 4 
28006 Madrid
Spain 
Tel.: 34 91 563 7722 
Fax: 34 91 563 2466

www.llorenteycuenca.com

THE MAITLAND 
CONSULTANCY LIMITED

Orion House
5 Upper St. Martin’s Lane
London, WC2H 9EA
Tel.: 44 207 379 5151
Fax: 44 207 379 6161

www.maitland.co.uk

PORDA HAVAS

Units 2009-2018, 20/F
Shui On Centre 
6-8 Harbour Road, Wanchai
Hong Kong
Tel.: 852 3150 6788
Fax:  852 3150 6728

www.pordahavas.com

SPJ 
Dorpsstraat 28
1182 JD Amstelveen
Tel.: 31 (0)20 647 81 81 
Fax:  31 (0)20 647 26 77

www.spj.nl

SPRINGTIME
Holländargatan 13
Box 3295, 103 65 
Stockholm
Sweden
Tel.: 46 (0)8 50 60 1700
Fax: 46 (0)8 50 60 1800

www.springtime.nu/en
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