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EON gears up for challenges
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WHEN Mal aysia first ventured into the national car project nore than two
decades ago, nany said it would fail but Edaran O onobil Nasional Bhd has
proven it to be one of resilience.

The achi evenents of the national car project today through its roaring
sal es have silenced critics and earned sweet success through three awards
recently: overall w nner of Anugerah Kristal |PRM 2002 and Consumer Public
Rel ations Category Award, and the Mst PR Savvy CEO 2002

EON nmanagi ng director Datuk Adzm Abdul Wahab, who won the CEO award,
has been responsible for hel ping project a positive inmage for the Proton
car, and consuner sentiment for the national car is high today judging
from huge turnouts at autofairs and |ong-waiting period for new nodels.

Adzm, 60, first entered the national car project in 1982 when he joined
Hicom Bhd as its corporate planning nmanager, |ater becomng Proton's
adm ni stration and finance general nmnager in 1985. He was appointed EON
managi ng director in 1992,

Dedicating the award to Prime Mnister Datuk Seri Dr WMahathir Mhanmad
for having nooted the national car project as well as the EON board
managenent and staff and coll oborative efforts of others including
principal PROTON, he also attributed his sharpened PR skills to his
relationship with his wife.

What did the brand-building canpaign entail for the national car, which
has, over the years, received international accol ades, and silenced
critics who doubted the ability of Ml aysians to acquire high-technol ogy
skills?

The canpaign, he said, required creativity, that is, thinking out of the
box. It had to be responsive, innovative, a "first" in its attenpt and
unique in its characteristics, he added.

"Dropping A Proton Wra On The North Pole" (in 1998) was one exanpl e.
This was a collaborative effort between EON and PROTON, and a nmjor first
for an Asian car. Htting the icy ground, the car started w thout
hesitation and laid to rest all doubts about the strength, quality,
durability and integrity of Proton cars.”

To denpnstrate that there is a loyal following of Proton car owners, EON
organi sed the EQV Proton Penang Bridge Merdeka Drive, which saw nore than
10,000 Proton car owners waiting to cross the Penang Bri dge.

In the first hour, 2,713 Proton cars led by Dr Mahathir in pole position
charted an entry into the Ml aysia Book of Records for the |ongest fleet
of cars of a single brand.

Now, 19 years down the road and with EON riding high on a wave of
successful car sales with nore than 1.8 nmillion Proton cars, Adzm
described the job in building the brand, sales, after sales and used cars,

custoner service, the business and the national car project as still on-
goi ng.

"As the PM says, " Perjuangan belum selesai'. Ahead of us, there is a
hi ghly conpetitive environnent and the challenges from the Asean Free
Trade Area. And, | nust stress "~ Penjualan belum sel esai’.

In the citation for Adzmi, |PRM said he was considered by many as an

exenpl ary individual who had enmbraced the art of PR in today's conplicated
busi ness environnent, a PR practitioner at his best even though his
tertiary skills are deeply rooted in econom cs and business

admi ni strati on.



In the light of a rapidly changing business environnent, he said nuch of
PR success had evolved around effective communications, consultation and
del egation, and answering to the needs of custoners and stakehol ders.

Public relations is fast becom ng a respected profession for its inpact
and value to conpanies, governnents and organi sations.

"Today's operating environnment denmands good corporate governance and
timely transparency, and public relations practitioners
are expected to | ead or provide the necessary support to the nmanagenent in
private and public sectors.

"PR practitioners should always strive to excel in ternms of know edge
and expertise, to be on top of things, always ready to offer solutions to
chal l enges, and earn the trust of the chief executive officer or heads of
an organi sation.

"This requires constant reading, |earning, understanding and
appreciation of today's business trends and volatile market forces as it
applies in our fast changing and chall engi ng busi ness environment. They
nmust be responsive in a tinmely and professional manner and be excellent in
nmeeting custoners' needs.

"Whet her corporate, governnent or NGOs, the challenge is to be able to
provide the right public relations solutions to the given challenges; it
has to be innovative, unique and relevant to the needs of your target
audi ences. "

Adzm said that CEGCs, being the first PR persons in their respective
organi sation, would find a PR course, which includes nedia training,
useful .

In doing so, CEGs can |learn how to avoid being taken out of context and
how to get their message across in the right perspective if they subscribe
to public relations training.

He outlined the inportant ingredients for a conpany's PR project to take
of f successfully.

Projects, he said, nust support business objectives through foresight,
proper planning, providing the right resources, neasuring the success and
col l ective support such as nedia, governnent and the public.

"Capture the big picture for the project. Take corporate brand buil ding
for exanple. "The npst inportant questions for any conpany are: Wuat is
the business of this business, and, what are the critical and neasurable
goals of this business? These are the starting points for business
strategy, for making choices and for nmanagi ng the conpany's business in
the right way.

"From this line of thought, and from inplenenting an effective strategy,
one can develop the optimum path to success for the business and
therefore, ensure whatever public relations tools that are undertaken, it
will be in tandem with the business or organisational goals."

In doing so, he warned of the pitfalls to |ook out for especially since
a lot of business-to-business orientated conpanies today think public
relations was just a gimrick invented to separate them from their noney.

"I'f your conpany is going to be successful with public relations
however, there are a few other common pitfalls you need to avoid from the
begi nni ng.

"For instance, don't start tal king before you know what to say (have a
good set of talking points), don't confuse short-termselling with |ong-
term marketing and don't confuse public relations with Press relations.

"PR is a nyriad of communication activities frominvestor relations
comunity relations, dealer relations, enployee relations, governnent
relations, industrial relations, custoner relations, international
rel ations, special events, publications as in newsletters and annual
reports, sponsorship, witing, and nore.



"OQther pitfalls include the inability to anticipate the unexpected, |ack
of attention to the fine details, inability to understand issues at hand,
poor planning, weak inplenmentation, lack of sensitivity for a multi-racial
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