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Business Life

Recovery
demands a
clear-out of
old guard

Ithink the most important word
this decade will be reinvention.
Be it companies, careers,
institutions, public services –

you name it, wholesale renewal is
required. The dislocation from such a
transformation will be uncomfortable
for many, but the outcome will prove
invigorating. And the alternative of
just carrying on as normal will
ultimately prove far more painful.

In fields as diverse as state
education, book publishing, retailing
and financial services, brand new
ways of doing things must be found.
The old models are mostly failing.
Gentle evolution is always nicer than
a radical overhaul, but when systems
are obviously broken, small steps do
not work. So bad schools should be
shut and new ones opened; book
publishing must embrace electronic
media; traditional retailers must
dump most of their physical shops
and go online; and financial service
companies must slash their bloated
costs, reduce their fees and rebuild
the reputation of their profession.

The causes of all this upheaval are
multifarious: the economic downturn,
an ageing population, the digital
revolution, the rise of Asia and
environmental issues – among
others. Some reasons, like the
recession, are shorter term and
temporary; others, like the ascent
of China, are longer term and
permanent. Either way, the
challenges must be addressed, and
realism rather than spin should be
adopted by business and political
leaders – starting immediately.

In recent times, America and much

of Europe have floated upwards on a
sea of debt – personal, corporate and
governmental. The tide has now
ebbed, and is unlikely to return for
the foreseeable future. This liquidity
encouraged an illusion of almost
limitless prosperity, which led to all
manner of foolishness – property
mania, early retirement, lavish
public spending, a culture of
entitlement, banking excesses,
corporate over-ambition and so on.

That era is dead. As a society we
must now be more ingenious and
industrious. Job creation must be
stimulated, practical learning
encouraged, productivity increased,
resources preserved and borrowings
repaid. All these initiatives should be
undertaken simultaneously: not an
easy task. When organising a
turnround, almost the only golden
rule is to remove the management
who were in charge when the
company collapsed. In similar vein,
most of the current establishment
should be cleared out, and new
champions appointed – because the
old guard can never admit that their
policies were misguided. Japan failed
to recruit fresh blood to positions of
power, and so stagnated after its
“lost decade” of the 1990s.

Shareholders, the electorate and
individuals in the west should rise
up and demand reform. We need to
become economically fitter if we are
to compete in the 21st century, and
we should learn to do more with
less. This is not simply about
cost-cutting, but about working
smarter, managing more efficiently –
and delivering rather than posturing.

Bureaucracy should be eliminated
and technology embraced to
accelerate the development of
everything from better transport to
new energy sources.

A spirit of enterprise and modern
technology can achieve remarkable
things if accompanied with sufficient
discipline. After all, we are not
starting from scratch – there are
tremendous tangible and intangible
assets to revive: plant, infrastructure,
intellectual property, brands and
networks. But to succeed, such
efforts need a willingness to
experiment, to adopt revolutionary
policies occasionally, and a
self-confidence that is scarce.

Whenever I feel in need of
encouragement over current
circumstances, I turn to Franklin
Delano Roosevelt’s inaugural speech,
delivered in 1933, during the darkest
days of the Great Depression. He
talked about how national recovery
was dependent on the “permanently
important manifestation of the
American spirit of the pioneer” and
the “stern performance of duty”; how
“happiness lies not in the mere
possession of money, it lies in the
joy of achievement, in the thrill of
creative effort”. I endorse his
sentiments. He understood the need
for firm leadership and bold moves,
and the importance of dramatic
steps to reorganise industry and
national life.

lukej@riskcapitalpartners.co.uk
The writer runs Risk Capital Partners,
a private equity firm, and is chairman
of the Royal Society of Arts

When
systems are
obviously
broken,
small steps
don’t work

The business traveller

Lost or stolen – and maybe found

For business travellers, lost
or stolen luggage or
documents can make the
difference between a
successful trip and a waste
of time. How do you deal
with a mislaid laptop or
passport?

Use luggage-tag services
For baggage, use luggage
tags provided by services
such as international
assistance provider CallUma.
“We have relationships with
airports and handlers
worldwide,” says Tony
Partridge, managing director
of CallUma. “If your luggage
gets mislaid and it has one
of our tags on it, they’ll call
us and we’ll call you and get
your bag to you.” He adds
that using tags like this
minimises the risk of identity
theft from plastering your
details all over your luggage.

Back up your technology
With laptops, ensure all your
data is backed up and the
laptop is secure (about 900
are thought to go missing at
Heathrow alone each week);
and do the same for
smartphones and
BlackBerrys too. If you have
a critical presentation, copy it
on to a USB stick and carry
that separately.

Alternatively, use a secure
online back-up service such
as Omneport. For less
intensive use, services such
as Dropbox also offer free
online storage (typically up
to 2GB). If you lose your

machine, you will still be able
to access your files and
make your presentations.

Photocopy key documents
Mr Partridge advises carrying
photocopies of all your
important documents. “It will
help your embassy with
replacements and you may
even be able to travel on
them.” Again, if you are
worried about losing these,
you might want to keep
copies in online storage.

Join an assistance provider
Consider signing up with an
overseas assistance provider
that can offer a 24-hour
helpline with interpreters.
Organisations such as
CallUma and ChinaOneCall
offer prepaid bundles of
translation minutes, allowing
you to report the loss and
get help.

Rhymer Rigby

Luke Johnson
The entrepreneur

The CEOs Bill McDermott and
Jim Hagemann Snabe
The co-CEO model has served SAP very
well in our history, so it certainly made
our appointment that much easier to
get under way and gain traction quickly.
In the current scenario, we share
responsibilities, with one of us focused
on innovation, developing products for
market, and the other complementing
that with a focus on customers. Our
relationship is built upon high trust and
communication – absolute requirements
for co-CEO success. We believe that the
model could be leveraged by companies
in any industry, not just technology
companies, and could certainly help
“extend” leadership in companies that
are operating globally. This is a model
where you not only get 100 per cent of
a CEO’s attention, you are actually
getting 200 per cent.
The writers are joint CEOs of SAP,
the technology company

Judgment call

SAP and MySpace are the latest companies to appoint
two executives to work together as joint chief executives.
Wipro has also been run by joint CEOs for more than a
year. Is this a wise option for a company to take? Is it a
development that only technology companies should
consider? Or could sharing the leadership responsibility
lead to confusion at the top?

Can having two
CEOs work better
than having one?
The problem

The Academic Andrew Campbell
There is wisdom in the phrase “two
heads are better than one”. Many of
the great successes in business are
stories of two or three people working
together. No one person is likely to
possess the combination of skills
needed. When our brains lead us to bad
judgments, the best defence is a
colleague with a different brain whose
agreement is needed. But if the
individuals don’t get on, the result is
worse than one head. Joint CEOs can
be a sensible choice where two people
want to make their “marriage” public.
The risk is that the structure may
outlive the relationship. While we have
good processes for dissolving real
marriages, we have no set ways of
managing a divorce between joint CEOs.
The writer is director of Ashridge
Business School

The PR Robert Phillips
A wise man once told me that if two
people in a partnership agree the whole
time, one of them is superfluous. But
shared leadership can lead to deeper
and more effective management. The
key attributes in a co-joined situation
are trust and respect. Without both of
these, joint leadership is unlikely to
work. Politics between the two must be
non-existent, or mid-term failure is
inevitable. Having dual CEOs demands
a shared ambition for the organisation
over the individual – together with a
balanced work ethic and a clearly
agreed and articulated set of values and
principles. If it all works, a powerful
dynamic can be unleashed. But the
two-into-one equation is more fragile –
and therefore all parties have to work
consistently harder to ensure success.
The writer is CEO of Edelman UK,
the public relations group
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may outlive
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‘A powerful
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Edited by
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The spin doctor of restructuring

Mike Sitrick was never
supposed to work in pub-
lic relations. As a young
man he wanted to be a

journalist and worked briefly as a
reporter when, in 1969, he found him-
self in talks with the Chicago Tribune
about a job paying $125 a week.

He also received an offer worth $160
a week working in PR at the Univer-
sity of Maryland, where he had stud-
ied. “I said to my wife: ‘I love journal-
ism but I’d rather eat,’ ” he recalls.

The companies, celebrities and
other clients that have relied on Mr
Sitrick’s skills since he founded his
own firm in 1989 after working at var-
ious businesses in-house, will be glad
he chose the career he did. From his
headquarters in the heart of Los
Angeles, Sitrick and Company has
carved out a lucrative niche offering
crisis advice for embattled companies
and celebrities who have found them-
selves in the media’s cross-hairs.

Mr Sitrick has a book bursting with
media contacts and is the spin doc-
tor’s spin doctor, helping clients cope
with extreme media scrutiny and
advising them how to tell their side of
the story. He says, however, PR is
about much more than stories in
newspapers. “We ask the client: who
do you want to communicate with? Is
it customers, employees, suppliers?”

His talents are summed up in the
title of his 1998 book Spin: How to
Turn the Power of the Press to your
Advantage. But although most of his
firm’s work is for businesses in trou-
ble, he is probably best known for his
celebrity work. Clients are often con-
troversial – such as Chris Brown, the
singer who was arrested after assault-
ing his pop star girlfriend Rihanna, or
Michael Vick, the NFL quarterback
who briefly became one of America’s
most reviled men for his involvement
in a dog-fighting ring.

“We represent people trying to get

their lives back in order,” says
Mr Sitrick. “I have to believe that
even if they have done something
wrong they are trying to turn their
life around – or that allegations
against them are false.”

The celebrity work generates head-
lines but it is his corporate clients
that generate most of the firm’s reve-
nues – more than 90 per cent, accord-
ing to Mr Sitrick. “I like to say we
range from Thomas H Lee [the private
equity billionaire] to Tommy Lee [the
Mötley Crüe drummer and Pamela
Anderson’s ex-husband].” The com-
pany does not disclose its profits but
in the past 12 months revenues were
about $25m (€18.2m, £16.5m), he says.

His corporate work ranges from
shaping the PR strategy for Exxon
when it was being pummelled by neg-
ative headlines in the aftermath of the
Exxon Valdez oil spill, to advising the
late Roy Disney and Stanley Gold
when he orchestrated their campaign
to remove Michael Eisner as chairman
of Walt Disney in 2003. The campaign
led to 43 per cent of Disney sharehold-
ers withholding their support from
him. Mr Eisner later stepped down
voluntarily.

Mr Sitrick acted for Patricia Dunn,
the former Hewlett-Packard chairman,
who resigned in controversial circum-
stances after a boardroom spying
scandal and put her up for a grilling
on CBS’s hard-hitting 60 Minutes
television programme. “People said
we were crazy,” he says. “Some cli-
ents say to us: we’ll talk, but only to a
softball reporter. But that’s wrong –
you have to go in front of tough but
fair reporters and make your case.” A
California judge later dismissed all
charges against her.

All his business comes by referral –
“We don’t even have a brochure” –
and he tends to employ only former
journalists: his staff have, between
them, won seven Pulitzer Prizes. “I
always felt it was easier to teach a
journalist what PR was than teach a
PR [person] what news was.”

Throughout his career he has
given communications advice to
companies looking to restructure
their finances. “Mike is the guy
who pioneered the business of public
relations in bankruptcies and dis-
tressed situations,” says Greg Milmoe,
a partner with Skadden Arps, the law
firm, who has worked with Mr Sitrick
on several Chapter 11 cases.

“He developed the systems and

the approach to communicate with
employees, vendors, unions, suppliers
– which is common sense if you think
about it. But before he came along
nobody did it.”

Crisis PR advice can be lucrative,
but it was the prospect of new oppor-
tunities in bankruptcies and restruc-
turing that led to Mr Sitrick recently
deciding to sell his firm. He wanted to
expand internationally and opted to
sell to a larger group: Resources Con-
nection, an accountancy and profes-
sional services firm, based in nearby
Orange County.

“We were approached by a number
of other companies and had offers
including some that would have paid
more up front in cash,” he says. But
with 80 offices globally, Resources had
the international platform he was
looking for. He will continue to run
his own unit, while the equity portion
of the sale makes him one of the com-
pany’s largest shareholders.

Resources specialises in corporate

restructuring and worked on piecing
together inter-company accounts at
Enron when the utilities group filed
for bankruptcy protection. But it bol-
stered the services it could offer with
the acquisition of Mr Sitrick’s com-
pany and Brincko Associates, a
restructuring firm also based in Cali-
fornia, for a total of $45m.

Don Murray, founder of Resources,
says Mr Sitrick’s business is ripe for
global expansion: “Everything Mike
does can be exported around the
world.” Mr Sitrick and his team will
be able to refer PR clients to
Resources’ accounting team – and
vice versa, he adds.

For his part, Mr Sitrick now has a
parent company to answer. He denies
the sale means a loss of independence:
he has plenty of incentive to make the
arrangement work because of his
stake in Resources, he says.

He also anticipates opportunities
from a wave of bankruptcy proce-
dures as debt markets continue to
thaw: “As money becomes more avail-
able, companies will use it to fund
restructuring. . . and use Chapter 11
[protection] to do so.”

The combined company can under-
cut the bigger professional services
firms and, he says, his clients in bank-
ruptcy protection have complained
about fees they pay for accountants
from the big firms: Resources can
charge as much as 40 per cent less, he
claims.

But while bankruptcy can be lucra-
tive for PR firms, legal teams and
banking advisers, he gets most satis-
faction when a company is saved, he
says. A notable example last year was
Interstate Bakeries, which owned
well-known US brands such as Twink-
ies snack cakes and Wonderbread.
The group was close to emerging from
years in bankruptcy protection, when
Lehman Brothers collapsed.

Without the financing in place, the
company would have been forced into
liquidation, says Mr Milmoe: “Mike
came up with a strategy of contacting
senators and other public officials.”
They, in turn, put pressure on the
lenders until the financing was
secured. Mr Milmoe says the cam-
paign helped save 29,000 jobs.

“People don’t think of what PR can
do in those terms,” says Mr Sitrick. It
all ties into his broader vision of PR
as a powerful business tool. “If you
don’t tell your story someone else will
tell it for you.”

In his own words
On Mike Sitrick’s celebrity clients
“We’re selective in our representation.
I have to believe that even if the
client has done wrong they are
trying to turn their life around – or
that the allegations against them
are false.”

On his approach to public
relations:
“You have to engage with reporters.
You have to at least find out what
the reporter wants or whether they
have the right facts.

“The cardinal rule in PR that you
can never break is that you must

never lie. All we have is our
credibility and as soon as we

lose that we’re not effective.
We have walked away from
clients because we found out
they lied to us.”

On why he works with
celebrities, as well as

companies:
“The entertainment side of our

practice gives us leverage that no
purely corporate firm can have with

mainstream media . . . because we
are the gatekeepers for some

of the biggest stories.”

More than public relations: ‘We ask the client, Who do you want to communicate with? Is it customers, employees, suppliers?’ , says Mike Sitrick Judit Langh Photography

Entrepreneurship
Mike Sitrick is known
for advising embattled
celebrities, but most of
his work is helping
corporate clients, writes
Matthew Garrahan

‘We
represent
people
trying to
get their
lives back
in order’

Patricia Dunn:
Mike Sitrick put
her up for a
grilling on CBS’s
hard-hitting
‘60 Minutes’
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Recovery
demands a
clear-out of
old guard

Ithink the most important word
this decade will be reinvention.
Be it companies, careers,
institutions, public services –

you name it, wholesale renewal is
required. The dislocation from such a
transformation will be uncomfortable
for many, but the outcome will prove
invigorating. And the alternative of
just carrying on as normal will
ultimately prove far more painful.

In fields as diverse as state
education, book publishing, retailing
and financial services, brand new
ways of doing things must be found.
The old models are mostly failing.
Gentle evolution is always nicer than
a radical overhaul, but when systems
are obviously broken, small steps do
not work. So bad schools should be
shut and new ones opened; book
publishing must embrace electronic
media; traditional retailers must
dump most of their physical shops
and go online; and financial service
companies must slash their bloated
costs, reduce their fees and rebuild
the reputation of their profession.

The causes of all this upheaval are
multifarious: the economic downturn,
an ageing population, the digital
revolution, the rise of Asia and
environmental issues – among
others. Some reasons, like the
recession, are shorter term and
temporary; others, like the ascent
of China, are longer term and
permanent. Either way, the
challenges must be addressed, and
realism rather than spin should be
adopted by business and political
leaders – starting immediately.

In recent times, America and much

of Europe have floated upwards on a
sea of debt – personal, corporate and
governmental. The tide has now
ebbed, and is unlikely to return for
the foreseeable future. This liquidity
encouraged an illusion of almost
limitless prosperity, which led to all
manner of foolishness – property
mania, early retirement, lavish
public spending, a culture of
entitlement, banking excesses,
corporate over-ambition and so on.

That era is dead. As a society we
must now be more ingenious and
industrious. Job creation must be
stimulated, practical learning
encouraged, productivity increased,
resources preserved and borrowings
repaid. All these initiatives should be
undertaken simultaneously: not an
easy task. When organising a
turnround, almost the only golden
rule is to remove the management
who were in charge when the
company collapsed. In similar vein,
most of the current establishment
should be cleared out, and new
champions appointed – because the
old guard can never admit that their
policies were misguided. Japan failed
to recruit fresh blood to positions of
power, and so stagnated after its
“lost decade” of the 1990s.

Shareholders, the electorate and
individuals in the west should rise
up and demand reform. We need to
become economically fitter if we are
to compete in the 21st century, and
we should learn to do more with
less. This is not simply about
cost-cutting, but about working
smarter, managing more efficiently –
and delivering rather than posturing.

Bureaucracy should be eliminated
and technology embraced to
accelerate the development of
everything from better transport to
new energy sources.

A spirit of enterprise and modern
technology can achieve remarkable
things if accompanied with sufficient
discipline. After all, we are not
starting from scratch – there are
tremendous tangible and intangible
assets to revive: plant, infrastructure,
intellectual property, brands and
networks. But to succeed, such
efforts need a willingness to
experiment, to adopt revolutionary
policies occasionally, and a
self-confidence that is scarce.

Whenever I feel in need of
encouragement over current
circumstances, I turn to Franklin
Delano Roosevelt’s inaugural speech,
delivered in 1933, during the darkest
days of the Great Depression. He
talked about how national recovery
was dependent on the “permanently
important manifestation of the
American spirit of the pioneer” and
the “stern performance of duty”; how
“happiness lies not in the mere
possession of money, it lies in the
joy of achievement, in the thrill of
creative effort”. I endorse his
sentiments. He understood the need
for firm leadership and bold moves,
and the importance of dramatic
steps to reorganise industry and
national life.

lukej@riskcapitalpartners.co.uk
The writer runs Risk Capital Partners,
a private equity firm, and is chairman
of the Royal Society of Arts

When
systems are
obviously
broken,
small steps
don’t work

The business traveller

Lost or stolen – and maybe found

For business travellers, lost
or stolen luggage or
documents can make the
difference between a
successful trip and a waste
of time. How do you deal
with a mislaid laptop or
passport?

Use luggage-tag services
For baggage, use luggage
tags provided by services
such as international
assistance provider CallUma.
“We have relationships with
airports and handlers
worldwide,” says Tony
Partridge, managing director
of CallUma. “If your luggage
gets mislaid and it has one
of our tags on it, they’ll call
us and we’ll call you and get
your bag to you.” He adds
that using tags like this
minimises the risk of identity
theft from plastering your
details all over your luggage.

Back up your technology
With laptops, ensure all your
data is backed up and the
laptop is secure (about 900
are thought to go missing at
Heathrow alone each week);
and do the same for
smartphones and
BlackBerrys too. If you have
a critical presentation, copy it
on to a USB stick and carry
that separately.

Alternatively, use a secure
online back-up service such
as Omneport. For less
intensive use, services such
as Dropbox also offer free
online storage (typically up
to 2GB). If you lose your

machine, you will still be able
to access your files and
make your presentations.

Photocopy key documents
Mr Partridge advises carrying
photocopies of all your
important documents. “It will
help your embassy with
replacements and you may
even be able to travel on
them.” Again, if you are
worried about losing these,
you might want to keep
copies in online storage.

Join an assistance provider
Consider signing up with an
overseas assistance provider
that can offer a 24-hour
helpline with interpreters.
Organisations such as
CallUma and ChinaOneCall
offer prepaid bundles of
translation minutes, allowing
you to report the loss and
get help.

Rhymer Rigby

Luke Johnson
The entrepreneur

The CEOs Bill McDermott and
Jim Hagemann Snabe
The co-CEO model has served SAP very
well in our history, so it certainly made
our appointment that much easier to
get under way and gain traction quickly.
In the current scenario, we share
responsibilities, with one of us focused
on innovation, developing products for
market, and the other complementing
that with a focus on customers. Our
relationship is built upon high trust and
communication – absolute requirements
for co-CEO success. We believe that the
model could be leveraged by companies
in any industry, not just technology
companies, and could certainly help
“extend” leadership in companies that
are operating globally. This is a model
where you not only get 100 per cent of
a CEO’s attention, you are actually
getting 200 per cent.
The writers are joint CEOs of SAP,
the technology company

Judgment call

SAP and MySpace are the latest companies to appoint
two executives to work together as joint chief executives.
Wipro has also been run by joint CEOs for more than a
year. Is this a wise option for a company to take? Is it a
development that only technology companies should
consider? Or could sharing the leadership responsibility
lead to confusion at the top?

Can having two
CEOs work better
than having one?
The problem

The Academic Andrew Campbell
There is wisdom in the phrase “two
heads are better than one”. Many of
the great successes in business are
stories of two or three people working
together. No one person is likely to
possess the combination of skills
needed. When our brains lead us to bad
judgments, the best defence is a
colleague with a different brain whose
agreement is needed. But if the
individuals don’t get on, the result is
worse than one head. Joint CEOs can
be a sensible choice where two people
want to make their “marriage” public.
The risk is that the structure may
outlive the relationship. While we have
good processes for dissolving real
marriages, we have no set ways of
managing a divorce between joint CEOs.
The writer is director of Ashridge
Business School

The PR Robert Phillips
A wise man once told me that if two
people in a partnership agree the whole
time, one of them is superfluous. But
shared leadership can lead to deeper
and more effective management. The
key attributes in a co-joined situation
are trust and respect. Without both of
these, joint leadership is unlikely to
work. Politics between the two must be
non-existent, or mid-term failure is
inevitable. Having dual CEOs demands
a shared ambition for the organisation
over the individual – together with a
balanced work ethic and a clearly
agreed and articulated set of values and
principles. If it all works, a powerful
dynamic can be unleashed. But the
two-into-one equation is more fragile –
and therefore all parties have to work
consistently harder to ensure success.
The writer is CEO of Edelman UK,
the public relations group

‘Our
relationship
is built upon
high trust’

The advice

‘Structure
may outlive
the
relationship’

‘A powerful
dynamic
can be
unleashed’

Edited by
Stefan Stern

The spin doctor of restructuring

Mike Sitrick was never
supposed to work in pub-
lic relations. As a young
man he wanted to be a

journalist and worked briefly as a
reporter when, in 1969, he found him-
self in talks with the Chicago Tribune
about a job paying $125 a week.

He also received an offer worth $160
a week working in PR at the Univer-
sity of Maryland, where he had stud-
ied. “I said to my wife: ‘I love journal-
ism but I’d rather eat,’ ” he recalls.

The companies, celebrities and
other clients that have relied on Mr
Sitrick’s skills since he founded his
own firm in 1989 after working at var-
ious businesses in-house, will be glad
he chose the career he did. From his
headquarters in the heart of Los
Angeles, Sitrick and Company has
carved out a lucrative niche offering
crisis advice for embattled companies
and celebrities who have found them-
selves in the media’s cross-hairs.

Mr Sitrick has a book bursting with
media contacts and is the spin doc-
tor’s spin doctor, helping clients cope
with extreme media scrutiny and
advising them how to tell their side of
the story. He says, however, PR is
about much more than stories in
newspapers. “We ask the client: who
do you want to communicate with? Is
it customers, employees, suppliers?”

His talents are summed up in the
title of his 1998 book Spin: How to
Turn the Power of the Press to your
Advantage. But although most of his
firm’s work is for businesses in trou-
ble, he is probably best known for his
celebrity work. Clients are often con-
troversial – such as Chris Brown, the
singer who was arrested after assault-
ing his pop star girlfriend Rihanna, or
Michael Vick, the NFL quarterback
who briefly became one of America’s
most reviled men for his involvement
in a dog-fighting ring.

“We represent people trying to get

their lives back in order,” says
Mr Sitrick. “I have to believe that
even if they have done something
wrong they are trying to turn their
life around – or that allegations
against them are false.”

The celebrity work generates head-
lines but it is his corporate clients
that generate most of the firm’s reve-
nues – more than 90 per cent, accord-
ing to Mr Sitrick. “I like to say we
range from Thomas H Lee [the private
equity billionaire] to Tommy Lee [the
Mötley Crüe drummer and Pamela
Anderson’s ex-husband].” The com-
pany does not disclose its profits but
in the past 12 months revenues were
about $25m (€18.2m, £16.5m), he says.

His corporate work ranges from
shaping the PR strategy for Exxon
when it was being pummelled by neg-
ative headlines in the aftermath of the
Exxon Valdez oil spill, to advising the
late Roy Disney and Stanley Gold
when he orchestrated their campaign
to remove Michael Eisner as chairman
of Walt Disney in 2003. The campaign
led to 43 per cent of Disney sharehold-
ers withholding their support from
him. Mr Eisner later stepped down
voluntarily.

Mr Sitrick acted for Patricia Dunn,
the former Hewlett-Packard chairman,
who resigned in controversial circum-
stances after a boardroom spying
scandal and put her up for a grilling
on CBS’s hard-hitting 60 Minutes
television programme. “People said
we were crazy,” he says. “Some cli-
ents say to us: we’ll talk, but only to a
softball reporter. But that’s wrong –
you have to go in front of tough but
fair reporters and make your case.” A
California judge later dismissed all
charges against her.

All his business comes by referral –
“We don’t even have a brochure” –
and he tends to employ only former
journalists: his staff have, between
them, won seven Pulitzer Prizes. “I
always felt it was easier to teach a
journalist what PR was than teach a
PR [person] what news was.”

Throughout his career he has
given communications advice to
companies looking to restructure
their finances. “Mike is the guy
who pioneered the business of public
relations in bankruptcies and dis-
tressed situations,” says Greg Milmoe,
a partner with Skadden Arps, the law
firm, who has worked with Mr Sitrick
on several Chapter 11 cases.

“He developed the systems and

the approach to communicate with
employees, vendors, unions, suppliers
– which is common sense if you think
about it. But before he came along
nobody did it.”

Crisis PR advice can be lucrative,
but it was the prospect of new oppor-
tunities in bankruptcies and restruc-
turing that led to Mr Sitrick recently
deciding to sell his firm. He wanted to
expand internationally and opted to
sell to a larger group: Resources Con-
nection, an accountancy and profes-
sional services firm, based in nearby
Orange County.

“We were approached by a number
of other companies and had offers
including some that would have paid
more up front in cash,” he says. But
with 80 offices globally, Resources had
the international platform he was
looking for. He will continue to run
his own unit, while the equity portion
of the sale makes him one of the com-
pany’s largest shareholders.

Resources specialises in corporate

restructuring and worked on piecing
together inter-company accounts at
Enron when the utilities group filed
for bankruptcy protection. But it bol-
stered the services it could offer with
the acquisition of Mr Sitrick’s com-
pany and Brincko Associates, a
restructuring firm also based in Cali-
fornia, for a total of $45m.

Don Murray, founder of Resources,
says Mr Sitrick’s business is ripe for
global expansion: “Everything Mike
does can be exported around the
world.” Mr Sitrick and his team will
be able to refer PR clients to
Resources’ accounting team – and
vice versa, he adds.

For his part, Mr Sitrick now has a
parent company to answer. He denies
the sale means a loss of independence:
he has plenty of incentive to make the
arrangement work because of his
stake in Resources, he says.

He also anticipates opportunities
from a wave of bankruptcy proce-
dures as debt markets continue to
thaw: “As money becomes more avail-
able, companies will use it to fund
restructuring. . . and use Chapter 11
[protection] to do so.”

The combined company can under-
cut the bigger professional services
firms and, he says, his clients in bank-
ruptcy protection have complained
about fees they pay for accountants
from the big firms: Resources can
charge as much as 40 per cent less, he
claims.

But while bankruptcy can be lucra-
tive for PR firms, legal teams and
banking advisers, he gets most satis-
faction when a company is saved, he
says. A notable example last year was
Interstate Bakeries, which owned
well-known US brands such as Twink-
ies snack cakes and Wonderbread.
The group was close to emerging from
years in bankruptcy protection, when
Lehman Brothers collapsed.

Without the financing in place, the
company would have been forced into
liquidation, says Mr Milmoe: “Mike
came up with a strategy of contacting
senators and other public officials.”
They, in turn, put pressure on the
lenders until the financing was
secured. Mr Milmoe says the cam-
paign helped save 29,000 jobs.

“People don’t think of what PR can
do in those terms,” says Mr Sitrick. It
all ties into his broader vision of PR
as a powerful business tool. “If you
don’t tell your story someone else will
tell it for you.”

In his own words
On Mike Sitrick’s celebrity clients
“We’re selective in our representation.
I have to believe that even if the
client has done wrong they are
trying to turn their life around – or
that the allegations against them
are false.”

On his approach to public
relations:
“You have to engage with reporters.
You have to at least find out what
the reporter wants or whether they
have the right facts.

“The cardinal rule in PR that you
can never break is that you must

never lie. All we have is our
credibility and as soon as we

lose that we’re not effective.
We have walked away from
clients because we found out
they lied to us.”

On why he works with
celebrities, as well as

companies:
“The entertainment side of our

practice gives us leverage that no
purely corporate firm can have with

mainstream media . . . because we
are the gatekeepers for some

of the biggest stories.”

More than public relations: ‘We ask the client, Who do you want to communicate with? Is it customers, employees, suppliers?’ , says Mike Sitrick Judit Langh Photography

Entrepreneurship
Mike Sitrick is known
for advising embattled
celebrities, but most of
his work is helping
corporate clients, writes
Matthew Garrahan

‘We
represent
people
trying to
get their
lives back
in order’

Patricia Dunn:
Mike Sitrick put
her up for a
grilling on CBS’s
hard-hitting
‘60 Minutes’
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‘We represent people 
trying to get their lives 
back in order’

The spin doctor of restructuring

M
ike Sitrick was never 
supposed to work in 
public relations. As a 
young man he want-

ed to be a journalist and worked 
briefly as a reporter when, in 
1969, he found himself in talks 
with the Chicago Tribune about 
a job paying $125 a week. 

He also received an offer worth 
$160 a week working in PR at the 
University of Maryland, where he 
had studied. “I said to my wife: 
‘I love journalism but I’d rather 
eat,’ ” he recalls. 

The companies, celebrities 
and other clients that have 
relied on Mr Sitrick’s skills 
since he founded his own firm 
in 1989 after working at vari-
ous businesses in-house, will 
be glad he chose the career he 
did. From his headquarters in 
the heart of Los Angeles, Si-
trick and Company has carved 
out a lucrative niche offering 
crisis advice for embattled 
companies and celebrities who 
have found themselves in the 
media’s cross-hairs. 

Mr Sitrick has a book bursting 
with media contacts and is the 
spin doctor’s spin doctor, help-
ing clients cope with extreme 
media scrutiny and advising 
them how to tell their side of 

the story. He says, however, PR 
is about much more than stories 
in newspapers. “We ask the 
client: who do you want to com-
municate with? Is it customers, 
employees, suppliers?” 

His talents are summed up in 
the title of his 1998 book Spin: 
How to Turn the Power of the 
Press to your Advantage. But  
although most of his firm’s 
work is for businesses in trou-
ble, he is probably best known 
for his celebrity work. Clients 
are often controversial – such 
as Chris Brown, the singer  
who was arrested after as-
saulting his pop star girlfriend 
Rihanna, or Michael Vick, the 
NFL quarterback who briefly 
became one of America’s most 
reviled men for his involvement 
in a dog-fighting ring. 

“We represent people trying to 
get their lives back in order,” says 
Mr Sitrick. “I have to believe that 
even if they have done something 

wrong they are trying to turn 
their life around – or that allega-
tions against them are false.” 

The celebrity work generates 
headlines but it is his corporate 
clients that generate most of 
the firm’s revenues – more than 
90 per cent, according to Mr 
Sitrick. “I like to say we range 
from Thomas H Lee [the private 
equity billionaire] to Tommy 
Lee [the Mötley Crüe drummer 
and Pamela Anderson’s ex-hus-
band].” The company does not 
disclose its profits but in the past 
12 months revenues were about 
$25m (€18.2m, £16.5m), he says. 

His corporate work ranges 
from shaping the PR strategy for 
Exxon when it was being pum-
melled by negative headlines 
in the aftermath of the Exxon 
Valdez oil spill, to advising the 
late Roy Disney and Stanley 
Gold when he orchestrated their 
campaign to remove Michael Ei-
sner as chairman of Walt Disney 
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Business Life

Recovery
demands a
clear-out of
old guard

Ithink the most important word
this decade will be reinvention.
Be it companies, careers,
institutions, public services –

you name it, wholesale renewal is
required. The dislocation from such a
transformation will be uncomfortable
for many, but the outcome will prove
invigorating. And the alternative of
just carrying on as normal will
ultimately prove far more painful.

In fields as diverse as state
education, book publishing, retailing
and financial services, brand new
ways of doing things must be found.
The old models are mostly failing.
Gentle evolution is always nicer than
a radical overhaul, but when systems
are obviously broken, small steps do
not work. So bad schools should be
shut and new ones opened; book
publishing must embrace electronic
media; traditional retailers must
dump most of their physical shops
and go online; and financial service
companies must slash their bloated
costs, reduce their fees and rebuild
the reputation of their profession.

The causes of all this upheaval are
multifarious: the economic downturn,
an ageing population, the digital
revolution, the rise of Asia and
environmental issues – among
others. Some reasons, like the
recession, are shorter term and
temporary; others, like the ascent
of China, are longer term and
permanent. Either way, the
challenges must be addressed, and
realism rather than spin should be
adopted by business and political
leaders – starting immediately.

In recent times, America and much

of Europe have floated upwards on a
sea of debt – personal, corporate and
governmental. The tide has now
ebbed, and is unlikely to return for
the foreseeable future. This liquidity
encouraged an illusion of almost
limitless prosperity, which led to all
manner of foolishness – property
mania, early retirement, lavish
public spending, a culture of
entitlement, banking excesses,
corporate over-ambition and so on.

That era is dead. As a society we
must now be more ingenious and
industrious. Job creation must be
stimulated, practical learning
encouraged, productivity increased,
resources preserved and borrowings
repaid. All these initiatives should be
undertaken simultaneously: not an
easy task. When organising a
turnround, almost the only golden
rule is to remove the management
who were in charge when the
company collapsed. In similar vein,
most of the current establishment
should be cleared out, and new
champions appointed – because the
old guard can never admit that their
policies were misguided. Japan failed
to recruit fresh blood to positions of
power, and so stagnated after its
“lost decade” of the 1990s.

Shareholders, the electorate and
individuals in the west should rise
up and demand reform. We need to
become economically fitter if we are
to compete in the 21st century, and
we should learn to do more with
less. This is not simply about
cost-cutting, but about working
smarter, managing more efficiently –
and delivering rather than posturing.

Bureaucracy should be eliminated
and technology embraced to
accelerate the development of
everything from better transport to
new energy sources.

A spirit of enterprise and modern
technology can achieve remarkable
things if accompanied with sufficient
discipline. After all, we are not
starting from scratch – there are
tremendous tangible and intangible
assets to revive: plant, infrastructure,
intellectual property, brands and
networks. But to succeed, such
efforts need a willingness to
experiment, to adopt revolutionary
policies occasionally, and a
self-confidence that is scarce.

Whenever I feel in need of
encouragement over current
circumstances, I turn to Franklin
Delano Roosevelt’s inaugural speech,
delivered in 1933, during the darkest
days of the Great Depression. He
talked about how national recovery
was dependent on the “permanently
important manifestation of the
American spirit of the pioneer” and
the “stern performance of duty”; how
“happiness lies not in the mere
possession of money, it lies in the
joy of achievement, in the thrill of
creative effort”. I endorse his
sentiments. He understood the need
for firm leadership and bold moves,
and the importance of dramatic
steps to reorganise industry and
national life.

lukej@riskcapitalpartners.co.uk
The writer runs Risk Capital Partners,
a private equity firm, and is chairman
of the Royal Society of Arts

When
systems are
obviously
broken,
small steps
don’t work

The business traveller

Lost or stolen – and maybe found

For business travellers, lost
or stolen luggage or
documents can make the
difference between a
successful trip and a waste
of time. How do you deal
with a mislaid laptop or
passport?

Use luggage-tag services
For baggage, use luggage
tags provided by services
such as international
assistance provider CallUma.
“We have relationships with
airports and handlers
worldwide,” says Tony
Partridge, managing director
of CallUma. “If your luggage
gets mislaid and it has one
of our tags on it, they’ll call
us and we’ll call you and get
your bag to you.” He adds
that using tags like this
minimises the risk of identity
theft from plastering your
details all over your luggage.

Back up your technology
With laptops, ensure all your
data is backed up and the
laptop is secure (about 900
are thought to go missing at
Heathrow alone each week);
and do the same for
smartphones and
BlackBerrys too. If you have
a critical presentation, copy it
on to a USB stick and carry
that separately.

Alternatively, use a secure
online back-up service such
as Omneport. For less
intensive use, services such
as Dropbox also offer free
online storage (typically up
to 2GB). If you lose your

machine, you will still be able
to access your files and
make your presentations.

Photocopy key documents
Mr Partridge advises carrying
photocopies of all your
important documents. “It will
help your embassy with
replacements and you may
even be able to travel on
them.” Again, if you are
worried about losing these,
you might want to keep
copies in online storage.

Join an assistance provider
Consider signing up with an
overseas assistance provider
that can offer a 24-hour
helpline with interpreters.
Organisations such as
CallUma and ChinaOneCall
offer prepaid bundles of
translation minutes, allowing
you to report the loss and
get help.

Rhymer Rigby

Luke Johnson
The entrepreneur

The CEOs Bill McDermott and
Jim Hagemann Snabe
The co-CEO model has served SAP very
well in our history, so it certainly made
our appointment that much easier to
get under way and gain traction quickly.
In the current scenario, we share
responsibilities, with one of us focused
on innovation, developing products for
market, and the other complementing
that with a focus on customers. Our
relationship is built upon high trust and
communication – absolute requirements
for co-CEO success. We believe that the
model could be leveraged by companies
in any industry, not just technology
companies, and could certainly help
“extend” leadership in companies that
are operating globally. This is a model
where you not only get 100 per cent of
a CEO’s attention, you are actually
getting 200 per cent.
The writers are joint CEOs of SAP,
the technology company

Judgment call

SAP and MySpace are the latest companies to appoint
two executives to work together as joint chief executives.
Wipro has also been run by joint CEOs for more than a
year. Is this a wise option for a company to take? Is it a
development that only technology companies should
consider? Or could sharing the leadership responsibility
lead to confusion at the top?

Can having two
CEOs work better
than having one?
The problem

The Academic Andrew Campbell
There is wisdom in the phrase “two
heads are better than one”. Many of
the great successes in business are
stories of two or three people working
together. No one person is likely to
possess the combination of skills
needed. When our brains lead us to bad
judgments, the best defence is a
colleague with a different brain whose
agreement is needed. But if the
individuals don’t get on, the result is
worse than one head. Joint CEOs can
be a sensible choice where two people
want to make their “marriage” public.
The risk is that the structure may
outlive the relationship. While we have
good processes for dissolving real
marriages, we have no set ways of
managing a divorce between joint CEOs.
The writer is director of Ashridge
Business School

The PR Robert Phillips
A wise man once told me that if two
people in a partnership agree the whole
time, one of them is superfluous. But
shared leadership can lead to deeper
and more effective management. The
key attributes in a co-joined situation
are trust and respect. Without both of
these, joint leadership is unlikely to
work. Politics between the two must be
non-existent, or mid-term failure is
inevitable. Having dual CEOs demands
a shared ambition for the organisation
over the individual – together with a
balanced work ethic and a clearly
agreed and articulated set of values and
principles. If it all works, a powerful
dynamic can be unleashed. But the
two-into-one equation is more fragile –
and therefore all parties have to work
consistently harder to ensure success.
The writer is CEO of Edelman UK,
the public relations group

‘Our
relationship
is built upon
high trust’

The advice

‘Structure
may outlive
the
relationship’

‘A powerful
dynamic
can be
unleashed’

Edited by
Stefan Stern

The spin doctor of restructuring

Mike Sitrick was never
supposed to work in pub-
lic relations. As a young
man he wanted to be a

journalist and worked briefly as a
reporter when, in 1969, he found him-
self in talks with the Chicago Tribune
about a job paying $125 a week.

He also received an offer worth $160
a week working in PR at the Univer-
sity of Maryland, where he had stud-
ied. “I said to my wife: ‘I love journal-
ism but I’d rather eat,’ ” he recalls.

The companies, celebrities and
other clients that have relied on Mr
Sitrick’s skills since he founded his
own firm in 1989 after working at var-
ious businesses in-house, will be glad
he chose the career he did. From his
headquarters in the heart of Los
Angeles, Sitrick and Company has
carved out a lucrative niche offering
crisis advice for embattled companies
and celebrities who have found them-
selves in the media’s cross-hairs.

Mr Sitrick has a book bursting with
media contacts and is the spin doc-
tor’s spin doctor, helping clients cope
with extreme media scrutiny and
advising them how to tell their side of
the story. He says, however, PR is
about much more than stories in
newspapers. “We ask the client: who
do you want to communicate with? Is
it customers, employees, suppliers?”

His talents are summed up in the
title of his 1998 book Spin: How to
Turn the Power of the Press to your
Advantage. But although most of his
firm’s work is for businesses in trou-
ble, he is probably best known for his
celebrity work. Clients are often con-
troversial – such as Chris Brown, the
singer who was arrested after assault-
ing his pop star girlfriend Rihanna, or
Michael Vick, the NFL quarterback
who briefly became one of America’s
most reviled men for his involvement
in a dog-fighting ring.

“We represent people trying to get

their lives back in order,” says
Mr Sitrick. “I have to believe that
even if they have done something
wrong they are trying to turn their
life around – or that allegations
against them are false.”

The celebrity work generates head-
lines but it is his corporate clients
that generate most of the firm’s reve-
nues – more than 90 per cent, accord-
ing to Mr Sitrick. “I like to say we
range from Thomas H Lee [the private
equity billionaire] to Tommy Lee [the
Mötley Crüe drummer and Pamela
Anderson’s ex-husband].” The com-
pany does not disclose its profits but
in the past 12 months revenues were
about $25m (€18.2m, £16.5m), he says.

His corporate work ranges from
shaping the PR strategy for Exxon
when it was being pummelled by neg-
ative headlines in the aftermath of the
Exxon Valdez oil spill, to advising the
late Roy Disney and Stanley Gold
when he orchestrated their campaign
to remove Michael Eisner as chairman
of Walt Disney in 2003. The campaign
led to 43 per cent of Disney sharehold-
ers withholding their support from
him. Mr Eisner later stepped down
voluntarily.

Mr Sitrick acted for Patricia Dunn,
the former Hewlett-Packard chairman,
who resigned in controversial circum-
stances after a boardroom spying
scandal and put her up for a grilling
on CBS’s hard-hitting 60 Minutes
television programme. “People said
we were crazy,” he says. “Some cli-
ents say to us: we’ll talk, but only to a
softball reporter. But that’s wrong –
you have to go in front of tough but
fair reporters and make your case.” A
California judge later dismissed all
charges against her.

All his business comes by referral –
“We don’t even have a brochure” –
and he tends to employ only former
journalists: his staff have, between
them, won seven Pulitzer Prizes. “I
always felt it was easier to teach a
journalist what PR was than teach a
PR [person] what news was.”

Throughout his career he has
given communications advice to
companies looking to restructure
their finances. “Mike is the guy
who pioneered the business of public
relations in bankruptcies and dis-
tressed situations,” says Greg Milmoe,
a partner with Skadden Arps, the law
firm, who has worked with Mr Sitrick
on several Chapter 11 cases.

“He developed the systems and

the approach to communicate with
employees, vendors, unions, suppliers
– which is common sense if you think
about it. But before he came along
nobody did it.”

Crisis PR advice can be lucrative,
but it was the prospect of new oppor-
tunities in bankruptcies and restruc-
turing that led to Mr Sitrick recently
deciding to sell his firm. He wanted to
expand internationally and opted to
sell to a larger group: Resources Con-
nection, an accountancy and profes-
sional services firm, based in nearby
Orange County.

“We were approached by a number
of other companies and had offers
including some that would have paid
more up front in cash,” he says. But
with 80 offices globally, Resources had
the international platform he was
looking for. He will continue to run
his own unit, while the equity portion
of the sale makes him one of the com-
pany’s largest shareholders.

Resources specialises in corporate

restructuring and worked on piecing
together inter-company accounts at
Enron when the utilities group filed
for bankruptcy protection. But it bol-
stered the services it could offer with
the acquisition of Mr Sitrick’s com-
pany and Brincko Associates, a
restructuring firm also based in Cali-
fornia, for a total of $45m.

Don Murray, founder of Resources,
says Mr Sitrick’s business is ripe for
global expansion: “Everything Mike
does can be exported around the
world.” Mr Sitrick and his team will
be able to refer PR clients to
Resources’ accounting team – and
vice versa, he adds.

For his part, Mr Sitrick now has a
parent company to answer. He denies
the sale means a loss of independence:
he has plenty of incentive to make the
arrangement work because of his
stake in Resources, he says.

He also anticipates opportunities
from a wave of bankruptcy proce-
dures as debt markets continue to
thaw: “As money becomes more avail-
able, companies will use it to fund
restructuring. . . and use Chapter 11
[protection] to do so.”

The combined company can under-
cut the bigger professional services
firms and, he says, his clients in bank-
ruptcy protection have complained
about fees they pay for accountants
from the big firms: Resources can
charge as much as 40 per cent less, he
claims.

But while bankruptcy can be lucra-
tive for PR firms, legal teams and
banking advisers, he gets most satis-
faction when a company is saved, he
says. A notable example last year was
Interstate Bakeries, which owned
well-known US brands such as Twink-
ies snack cakes and Wonderbread.
The group was close to emerging from
years in bankruptcy protection, when
Lehman Brothers collapsed.

Without the financing in place, the
company would have been forced into
liquidation, says Mr Milmoe: “Mike
came up with a strategy of contacting
senators and other public officials.”
They, in turn, put pressure on the
lenders until the financing was
secured. Mr Milmoe says the cam-
paign helped save 29,000 jobs.

“People don’t think of what PR can
do in those terms,” says Mr Sitrick. It
all ties into his broader vision of PR
as a powerful business tool. “If you
don’t tell your story someone else will
tell it for you.”

In his own words
On Mike Sitrick’s celebrity clients
“We’re selective in our representation.
I have to believe that even if the
client has done wrong they are
trying to turn their life around – or
that the allegations against them
are false.”

On his approach to public
relations:
“You have to engage with reporters.
You have to at least find out what
the reporter wants or whether they
have the right facts.

“The cardinal rule in PR that you
can never break is that you must

never lie. All we have is our
credibility and as soon as we

lose that we’re not effective.
We have walked away from
clients because we found out
they lied to us.”

On why he works with
celebrities, as well as

companies:
“The entertainment side of our

practice gives us leverage that no
purely corporate firm can have with

mainstream media . . . because we
are the gatekeepers for some

of the biggest stories.”

More than public relations: ‘We ask the client, Who do you want to communicate with? Is it customers, employees, suppliers?’ , says Mike Sitrick Judit Langh Photography

Entrepreneurship
Mike Sitrick is known
for advising embattled
celebrities, but most of
his work is helping
corporate clients, writes
Matthew Garrahan

‘We
represent
people
trying to
get their
lives back
in order’

Patricia Dunn:
Mike Sitrick put
her up for a
grilling on CBS’s
hard-hitting
‘60 Minutes’
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in 2003. The campaign led to 43 
per cent of Disney shareholders 
withholding their support from 
him. Mr Eisner later stepped 
down voluntarily. 

Mr Sitrick acted for Patricia 
Dunn, the former Hewlett-Pack-
ard chairman, who resigned in 
controversial circumstances after 
a boardroom spying scandal and 
put her up for a grilling on CBS’s 
hard-hitting 60 Minutes television 
programme. “People said we were 
crazy,” he says. “Some clients 
say to us: we’ll talk, but only to 
a softball reporter. But that’s 
wrong – you have to go in front 
of tough but fair reporters and 
make your case.” A California 
judge later dismissed all charges 
against her. 

All his business comes by 
referral – “We don’t even have a 
brochure” – and he tends to em-
ploy only former journalists: his 
staff have, between them, won 
seven Pulitzer Prizes. “I always 
felt it was easier to teach a jour-
nalist what PR was than teach a 
PR [person] what news was.” 

Throughout his career he has 
given communications advice to 
companies looking to restructure 
their finances. “Mike is the guy 
who pioneered the business of 
public relations in bankruptcies 
and distressed situations,” says 
Greg Milmoe, a partner with 
Skadden Arps, the law firm, who 
has worked with Mr Sitrick on 
several Chapter 11 cases. 

“He developed the systems and 
the approach to communicate 
with employees, vendors, unions, 
suppliers – which is common sense 
if you think about it. But before he 
came along nobody did it.” 

Crisis PR advice can be lucra-
tive, but it was the prospect of 
new opportunities in bankrupt-
cies and restructuring that led 
to Mr Sitrick recently deciding 
to sell his firm. He wanted to ex-
pand internationally and opted to 
sell to a larger group: Resources 
Connection, an accountancy and 
professional services firm, based 
in nearby Orange County. 

“We were approached by a 
number of other companies and 
had offers including some that 
would have paid more up front 
in cash,” he says. But with 80 
offices globally, Resources had 
the international platform he 
was looking for. He will continue 
to run his own unit, while the 
equity portion of the sale makes 
him one of the company’s largest 
shareholders. 

Resources specialises in 
corporate restructuring and 
worked on piecing together 
inter-company 
accounts at 
Enron when 
the utilities 
group filed for 
b a n k r u p t c y 
protection. But 
it bolstered 
the services it 
could offer with 
the acquisition 
of Mr Sitrick’s 
c o m p a n y 
and Brincko 
Associates, 
a restruc-
turing firm 
also based in 
C a l i f o r n i a , 
for a total  
of $45m. 

Don Murray, founder of 
Resources, says Mr Sitrick’s busi-
ness is ripe for global expansion: 
“Everything Mike does can be 
exported around the world.” Mr 
Sitrick and his team will be able 
to refer PR clients to Resources’ 
accounting team – and vice 
versa, he adds. 

For his part, Mr Sitrick now 
has a parent company to answer. 
He denies the sale means a loss 
of independence: he has plenty 
of incentive to make the arrange-
ment work because of his stake 
in Resources, he says. 

He also anticipates opportuni-
ties from a wave of bankruptcy 

procedures as debt markets con-
tinue to thaw: “As money becomes 
more available, companies will 
use it to fund restructuring. . . 
and use Chapter 11 [protection] 
to do so.” 

The  combined company can 
undercut the bigger professional 
services firms and, he says, his 
clients in bankruptcy protec-
tion have complained about fees 
they pay for accountants from 
the big firms: Resources can 
charge as much as 40 per cent 
less, he claims. 

But while bankruptcy can 
be lucrative for PR firms, legal 
teams and banking advisers, 
he gets most satisfaction when 
a company is saved, he says. A 
notable example last year was 
Interstate Bakeries, which 
owned well-known US brands 
such as Twinkies snack cakes 
and Wonderbread. The group 
was close to emerging from 
years in bankruptcy protec-
tion, when Lehman Brothers 
collapsed. 

Without the financing in 
place, the company would 
have been forced into liquida-
tion, says Mr Milmoe: “Mike 
came up with a strategy of 
contacting senators and other 
public officials.” They, in turn, 
put pressure on the lenders un-
til the financing was secured. 
Mr Milmoe says the campaign 
helped save 29,000 jobs. 

“People don’t think of what 
PR can do in those terms,” says 
Mr Sitrick. It all ties into his 
broader vision of PR as a power-
ful business tool. “If you don’t 
tell your story someone else will 
tell it for you.”


