
“A Deeper-Dive into some of today’s key issues”

Corporate Campaigns - A real-life horror story; the players; the issues; the anatomy of a corporate 

campaign; and keeping your company out of the headlines.

Employee Relations through the lens of Gens X, Y and Z. - A #walkout - the emergence 

of collective employee voice without unions; the influence of social networks; Intended and unintended 
activists; Clicktivism, apptivism,  E-mocracy, pop up protests and other new  concepts; Managing 
grievances and escalations in a modern world.

Looking around corners – using data and assessing risk. - Developing a country risk 

map; and predicting changing employee relations risk at the site level. With working tools to take away.



Could this be you?



Rana Plaza 



Same game, different players, 
  “Labor Rights are H

um
an Rights”  



International policy 
making

International Trade 
Union Confederation 
(ITUC)

• International Labour 
Organization

• OECD (TUAC)
• World Economic Forum
• United Nations
• World Bank
• Capability building

Interface with international 
companies
Global Union Federations 
(GUFs)

• Corporate Campaigns
• International Framework 

Agreements
• Expert advice and capability 

(e.g. European Works Councils)

Two flavors of global union …



Global Union Federations

“In a world where influence and wealth are 
increasingly concentrated in the hands of the 
few, UniGlobal builds union power to 
improve workers lives everywhere”

Christy Hoffman UniGlobal



• Global campaigns started in the early 1990’s with companies like 
Nike, Mattel and Levi Straus

• More recently “name and shame” campaigns have attacked 
Nestle, Coca Cola, WalMart, Unilever, UPS,  H&M, Apple, 
Amazon and users of “conflict minerals”

• Campaigns seek to put pressure on companies by damaging their 
reputation through impacting clients, customers, investors and 
governments

• Campaigns can be “direct” or link a trade union objective to an 
identified vulnerability targeting a position of power

• Increasingly trade unions, NGOs and anti-globalization activists 
have cooperated. 

Corporate campaigns



The best book on campaign development is Rules for Radicals written in 1971 by 
Saul Alinsky.  His suggested tactics were used in Barrack Obama’s Presidential 
election campaign.

  1.   Power is not only what you have but what the enemy thinks you have
  2.   Never go outside the expertise of your people
  3.   Whenever possible go outside the expertise of the enemy
  4.   Make the enemy live up to its own book of rules
  5.   Ridicule is man's most potent weapon
  6.   A good tactic is one your people enjoy
  7.   A tactic that drags on too long becomes a drag
  8.   Keep the pressure on
  9.   The threat is usually more terrifying than the thing itself
  10. The major premise for tactics is the development of operations that will maintain a 
       constant pressure upon the opposition
  11. If you push a negative hard and deep enough it will break through into its counterside
  12. The price of a successful attack is a constructive alternative
  13. Pick the target, freeze it, personalize it, and polarize it.”  

How to plan a corporate campaign



Identifying company vulnerability



Keeping up to date



Staying under the radar

The big issues will not go away
Activists need a “poster child”
Unions need a “worst company on the planet”

… don’t let it be you



Corporate Campaigns - A real-life horror story; the players; the issues; the anatomy of a corporate campaign; and keeping your 

company out of the headlines.

Employee Relations through the lens of Gens X, Y and Z. - A #walkout - the 
emergence of collective employee voice without unions; the influence of social 
networks; Intended and unintended activists; Clicktivism, apptivism,  E-
democracy, pop up protests and other new  concepts; Managing grievances 
and escalations in a modern world.

Looking around corners – using data and assessing risk. - Developing a country risk map; and predicting changing 

employee relations risk at the site level. With working tools to take away.



No Union … No Problem? … a #walkout

2018 was just the start



Employee Relations through the lens of Generations X, Y and Z

W
he

re
 a
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? 

 



Social media has changed the game



• Collective social protests can be designed to support a trade union organized 
campaign … “fight for 15”

• Social protests may be against a deal struck between trade unions and the 
company … the employee trusts neither party to work in their interest … Brazil

• Employees organize a strike without a union - #Googlewalkout
• Amazon UK … 232 stoppages in three weeks with no union
• Employees organize a strike despite the union – China & Mexico
• How do you negotiate with a leaderless protest group?
• What happens when  your protest gets taken over – “gilet jaunes”
• “Immature” systems most at risk …. 

… and two weeks later

Collective complaints – social style



• Not all viral social media  posts are deliberate 
attempts to disrupt.

• Postings can take on a life of their own.
• Innocent posts can be hi-jacked by activists and 

the media.
• Lawyers trawl social media sites for clients.
• Unions build influence by picking campaigns up 

e.g. Amazon, Google, Microsoft.

Christy Hoffman, General Secretary 
of UNI Global Union said: “It is inspiring to 

see Google employees organizing
their global workplace for equality 

and transparency.”
UNI Global news

Unintended activists in the workplace 



Gens Y & Z seek influence beyond pay and benefits …



Single access point
Company controlled
Internal
Rulebound
Issues limited by company
Confidential
Gradual escalation
Boring
Solution oriented
Fact based investigation controlled by company
Takes control out of employee hands
Takes months
Courts of law

Employee choice of mechanism 
Out of control
External
No rules
Public
Viral escalation
Fun
Protest based
“Fake facts?” .. Complainer bias
Employee centered
Takes minutes
Public opinion

Individual grievances - traditional solutions don’t work well with Gen Y & Z



• Be analytical  and predictive
• Novel ways of listening
• Close to communities
• Monitor new issues
• Fast, accessible and trusted tools
• An opportunity just to talk
• Ready feedback
• Assure social media access to employees
• Clear reporting
• Beyond the country
• SWAT team
• Strong reputation and examples … surely not IBM?

Some solutions



Corporate Campaigns - A real-life horror story; the players; the issues; the anatomy of a corporate campaign; and keeping your 
company out of the headlines

Employee Relations through the lens of Gens X,Y and Z. - A #walkout - the emergence of collective employee voice without unions; the 
influence of social networks; Intended and unintended activists; Clicktivism, apptivism,  E-mocracy, pop up protests and other new  
concepts; Managing grievances and escalations in a modern world.

Looking around corners – using data and assessing risk. - 
Developing a country risk map; and predicting changing employee 
relations risk at the site level. With working tools to take away.



“Left of Boom” 

Predict, pre-empt, detect and 
respond to emerging threats

React, panic, clean up, respond, 
“blamestorm”, punish

LEFT OF BOOM RIGHT OF BOOM

Washington Post -  “IED attacks and overall violence in Iraq for May 2007 … one of 

the deadliest months for U.S. troops since the war began”

BOOM



Fixing problems is a core Employee 
Relations skill

BUT

Prediction, management and 
avoidance of risk is even more 
important

Amazon’s “Nothing Happened” 
award

Baseline or long-term risk

… good for macro or country analysis 
and resource allocation

Short term or “shifting” risk

… good for short term and site-based 
risk and action planning

Looking around corners –using data and assessing risk

… data and analytics are core skills for the ER professional today 



“Baseline”  risk

External risk
The risk faced by everyone in 
the same geography or industry

Internal risk
Risk specific to the company’s 
operation or practices



Countries can be Ranked Based on their Potential for Internal and External Volatility

• 30 of the 77 countries (39%) have the 
same risk level for both internal and 
external index:

• 25 of 77 (32%) have higher int. risk 
level than ext.

• 22 of 77 (29%) have higher ext. risk level 
than int.

Country Rankings by Risk Index and Individual Components

Components

1 Compensation

2 Contractor

3 Employee to Manager Ratio

4 Manager Tenure (<5yrs)

5 Market Served

6 Voluntary Attrition

7 Band (1-6)

8 Tenure (<5yrs)

9 Employment Regulation

10 Inflation

11 Political Instability

12 Unemployment

13 Human Development Index (reversed ranking)

14 RFT Employee Head Count
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Risk Level

High

Medium

Low

Employee Size

Large

Medium

Small

2010
Country Toal Int Ext 1 2 3 4 5 6 7 8 9 10 11 12 13 14 14

PAKISTAN 1 11 3 1 43 31 18 9 33 24 12 7 1 31 5 164 57

UKRAINE 2 4 7 2 14 2 18 5 54 3 32 3 3 67 24 38 67

PHILIPPINES 3 3 22 20 71 6 15 2 3 2 8 35 20 13 29 12 10195 9

INDIA 4 2 28 17 64 8 13 3 1 10 9 34 24 48 33 6 109726 1

ECUADOR 5 6 12 1 29 18 27 6 33 23 23 2 15 21 135 58

KENYA 6 47 1 70 66 8 18 67 75 13 50 2 4 1 4 26 70

BULGARIA 7 1 38 13 33 5 9 5 8 4 5 47 25 27 39 30 640 43

VIETNAM 8 9 17 29 25 5 18 4 22 4 44 4 50 51 8 344 51

VENEZUELA 9 32 2 23 29 59 18 7 37 34 1 1 5 16 22 444 49

COSTA RICA 10 5 36 25 46 56 12 1 2 5 7 22 12 64 46 27 903 39

ARGENTINA 11 13 13 22 26 4 38 8 19 23 16 45 6 7 25 37 7079 13

SRI LANKA 12 12 20 16 13 10 18 17 8 21 46 10 6 50 15 90 60

SOUTH AFRICA 13 26 4 14 13 47 22 15 25 56 29 31 13 9 2 9 1841 28

LITHUANIA 14 10 31 67 3 4 18 38 18 10 24 15 24 52 39 174 55

HUNGARY 15 8 40 11 12 15 14 7 36 11 26 42 33 23 21 45 2962 20

SERBIA 16 22 11 52 58 6 18 15 42 6 30 28 20 3 28 69 61

ROMANIA 17 16 30 30 3 30 21 9 30 40 12 10 26 21 65 35 637 44

SLOVAKIA 18 14 47 6 17 54 16 6 41 14 18 41 46 30 17 49 1877 27

CHINA 19 15 39 4 36 23 20 13 16 34 15 33 35 41 59 16 21748 3

BRAZIL 20 19 29 37 12 41 11 31 30 28 9 36 33 20 23 13707 7

COLOMBIA 21 23 27 55 9 24 18 37 21 19 57 27 10 8 20 912 38

CZECH REPUBLIC 22 7 66 18 21 10 11 4 18 15 11 56 58 60 45 51 2906 22

ESTONIA 23 27 24 58 17 19 18 49 3 39 5 18 17 42 47 23 72

LATVIA 24 25 25 54 27 28 18 28 7 27 13 17 16 48 36 50 63

INDONESIA 25 34 9 8 34 63 18 22 49 38 19 14 14 19 10 439 50

MEXICO 26 20 35 3 6 32 34 16 44 35 31 18 32 26 57 32 2970 19

MALAYSIA 27 17 48 15 22 51 23 12 6 36 22 60 37 18 62 31 2931 21

TURKEY 28 33 16 61 36 17 18 34 32 23 29 19 15 24 17 775 40

POLAND 29 18 49 26 56 11 18 10 20 26 20 38 49 49 12 42 2464 24

NIGERIA 30 38 8 66 72 3 18 67 74 2 61 16 12 1 43 66

EGYPT 31 36 14 23 15 65 49 14 43 41 30 37 8 34 14 11 458 48

CHILE 32 21 52 24 69 2 36 17 47 12 17 49 22 39 55 38 1824 29

GHANA 33 41 5 74 1 18 67 77 1 36 3 1 77

THAILAND 34 24 42 25 21 37 18 10 28 32 55 39 8 73 14 1571 33

MOROCCO 35 53 10 65 52 69 18 45 25 40 2 45 29 11 7 90 59

CROATIA 36 44 15 47 44 46 18 40 31 43 7 31 25 5 34 180 54

TUNISIA 37 39 26 51 62 50 18 13 19 54 20 41 45 6 18 61 62

URUGUAY 38 28 41 4 28 68 18 60 29 37 48 21 37 27 33 169 56

PERU 39 46 23 63 57 48 18 50 27 36 21 29 11 18 26 460 47

RUSSIA 40 51 19 29 41 41 30 18 29 58 25 28 11 19 41 25 949 37

SURINAME 41 52 32 18 67 1 75 43 30 13 13 3 75

PORTUGAL 42 37 43 5 33 40 18 62 63 60 14 61 42 26 43 585 45

SPAIN 43 48 34 10 45 26 18 64 59 49 8 70 32 7 58 3873 14

KOREA 44 35 51 1 31 35 53 18 23 73 52 26 42 38 65 2280 25

CYPRUS 45 29 57 7 7 73 18 11 44 51 39 40 52 61 46 46 64

JAMAICA 46 74 18 34 69 71 18 67 24 72 67 5 28 10 19 31 69

GREECE 47 58 33 30 39 70 18 57 38 50 6 48 22 22 56 309 52

IRELAND 48 30 64 2 19 46 35 18 35 39 41 58 54 46 40 71 3009 18

TRINIDAD 49 55 46 11 60 62 18 67 16 64 62 9 44 49 29 45 65

SINGAPORE 50 31 67 9 14 67 27 18 12 43 35 70 51 43 70 52 3013 17

FRANCE 51 57 45 8 45 26 54 18 58 46 71 4 71 36 30 62 9178 10

TAIWAN 52 43 62 16 28 40 66 18 26 57 47 51 1820 30

SLOVENIA 53 64 44 57 49 39 18 61 51 46 3 34 58 35 50 216 53

FINLAND 54 54 56 43 24 47 18 33 48 56 17 53 66 38 61 959 36

ITALY 55 67 50 7 62 18 65 18 65 50 73 27 57 40 34 55 7902 12

BAHAMAS 56 60 55 70 45 18 67 13 55 54 63 28 40 23 71

NETHERLANDS ANTILLES 57 75 21 68 20 74 18 67 20 76 65 4 22 73

ISRAEL 58 63 54 49 63 32 18 52 64 48 51 43 31 44 63 1580 32

BARBADOS 59 73 37 27 71 72 18 67 17 74 38 9 41 32 68

HONG KONG 60 40 72 12 38 64 43 18 14 53 45 71 66 54 58 57 1177 35

GERMANY 61 69 53 60 16 55 18 59 45 66 16 62 57 23 67 15051 6

UN. ARAB. EMIR. 62 50 69 27 50 73 7 18 48 72 14 66 53 69 48 526 46

JAPAN 63 45 68 5 9 31 57 18 63 47 68 53 67 59 56 66 19936 4

SWEDEN 64 61 59 18 22 61 18 39 69 69 25 68 67 37 68 2246 26

UNITED KINGDOM 65 59 61 10 20 55 60 18 46 70 62 59 55 47 47 53 13650 8

NEW ZEALAND 66 42 70 53 59 25 18 21 55 44 63 50 61 60 73 716 42

NETHERLANDS 67 66 58 24 53 52 18 54 62 59 15 69 56 54 70 3024 16

BELGIUM 68 70 60 44 48 64 18 51 60 61 52 47 55 36 60 1752 31

BERMUDA 69 77 6 18 67 76 77 71 2 1 76

UNITED STATES 70 72 63 21 39 50 58 18 56 66 63 73 52 35 32 72 101799 2

BRUNEI 71 56 71 18 67 9 70 69 73 64 44 4 74

DENMARK 72 49 77 40 19 33 18 55 61 42 65 60 69 72 59 3276 15

AUSTRALIA 73 62 75 19 42 68 42 18 32 65 53 72 44 62 53 74 9066 11

NORWAY 74 65 73 59 42 56 18 24 67 65 11 59 70 68 75 718 41

AUSTRIA 75 76 65 32 37 67 18 66 71 67 40 56 63 63 54 1362 34

SWITZERLAND 76 68 74 48 61 44 18 42 68 57 64 64 65 66 64 2602 23

CANADA 77 71 76 28 35 38 51 18 53 52 58 68 72 68 43 69 16629 5

Rank Internal External RFT Count
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❓Where are you
❓How big are you
❓What is your operational risk
❓What is your workforce profile – go beyond 

employees
❓What is the country climate
❓What is the climate in your sector
❓What is YOUR ER climate
❓What new laws are coming
❓What do you plan to do next as a business

There is an easy way!!



Short term risk  … is more volatile and more local

✅Don’t invent the wheel - look at the regular business reporting 
that you already undertake;

✅Identify proxies for the employee relations climate
✅Unwanted attrition
✅Quality
✅Absenteeism
✅Productivity
✅Grievances
✅Union/employee representative quality of relationship
✅Engagement scores/pulse results
✅Social posting sentiment

✅Create an automated monthly dashboard
✅Look for those sites improving and deteriorating
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