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here is no doubt the success of a business entity
depends on, among other things, the degree of
comprehension of the economic, social and political
context in which it operates. Businesses are increasingly
vulnerable to fluctuations of surrounding factors; The liquid
society in which we live forces us to constantly interact with
external aspects that condition us, and the volatility of the
current environment makes the ability to anticipate these
changes, as well as the impact it could have on businesses and
the future of commercial entities, vitally important.
The environment may also be volatile in times of significant
economic growth, but, thanks to a wider range of business
opportunities, it is easier to achieve a good result that minimizes
external negative impacts. However, this does not happen during
times of readjustment in the economic cycle, nor in times of
recession or weak recovery—the phase we currently find ourselves
in. INE’s recent data regarding the first quarter of the year has not
been promising. Although national PIB has grown 0.8 percent in
comparison to the same period in 2015, Portugal received the second
worst result in the euro area (after Greece), and the goals set by the
government—the executive branch predicts a 1.8 percent growth in
the 2016 state budget—are becoming increasingly difficult to attain.
A business’s strategic ability does not rely solely on understanding
the country’s difficult macroeconomics, but also on the ability to
overcome an environment of uncertainty. Thus, closely following
political and legislative activity can be a determining factor in
overcoming the obstacles such a situation can bring about, later
generating improved business results.

That is to say, one of the often-neglected factors that most influence
corporate action is the political and legislative sphere. It is nothing
new decisions discussed and taken in this area have the ability
to directly influence a company’s activities, or even affect sector
operations. However, the majority of these decisions remain off
company radars both during their entry phase and their debate in
Parliament, typically closing almost every window of opportunity
for commercial entities to proactively participate in the debate—
even when it affects them. If there is a way to anticipate risk, then a
chance to react opens up. At this point, the entity goes from taking a
passive role to actively intervening to defend its legitimate interests.
Only a small part of political activity—close to 10 percent—reaches
the general public, often through sovereign bodies that are not
even publicly known. Given this reality, the importance of political
intelligence in the world of commercial entities is evident. This
stems from the construction of a competitive window built from
information on the dynamics of the political sphere that provides
the ability to anticipate changes and the various situations that
may emerge. There are already many companies and organizations
that have enabled this strategic tool to improve risk management
and seize opportunities that come their way. It allows companies
to increase their level of knowledge regarding the political, social
and economic sphere in which they operate, helping them move
towards more informed decision making processes and reducing
their margins of error. Political and economic intelligence as a
business tool is not new, but it increasingly distinguishes the
commercial entities that actively participate in the environment in
which they operate from those that limit themselves to persisting in
their consequences.

Barcelona • Bogota • Buenos Aires • Havana • Lima • Lisbon • Madrid • Mexico City • Miami • New York City • Panama City • Quito • Rio de Janeiro • Sao Paulo
Santiago • Santo Domingo • Washington, DC

Tiago Vidal is Managing Director at LLORENTE & CUENCA Portugal. For the past 16 years he has been communications

manager of Sonae Sierra, leading corporate communications firm in the 14 markets in which it operates. His professional
experience also includes the management of Public Relations of the Colombo Shopping Centre and lecturer of the “Public
Relations and Advanced Crisis Management” course at the ICSC. Carlos holds a degree in Communication Science, specializing
in Marketing and Public Relations; a postgraduate degree in Management (Universidade Nova, Lisbon); and he has completed
two courses in Corporate Finance Management (London Business School) and International Marketing (INSEAD).

tvidal@llorenteycuenca.com

Carlos Ruiz is Director at the Corporate and Financial Communications Area in LLORENTE & CUENCA Spain. Specialising in

public affairs and institutional communication, Carlos joined the firm in 2007 and has since developed various political, cultural
and crisis communications projects (Ministry of Environmental Affairs, Iberdrola, SGAE, Grupo Siro, L’Oréal) and public affairs
projects (Altadis, Peugeot, Ecoembes). Between 2011 and 2013, he was part of our team in Panama and advised clients such as the
Ministry of Foreign Relations of Panama, Telefónica and Gas Natural. He was Director of operations by LLORENTE & CUENCA
in Lisbon (Imago-LLORENTE & CUENCA) and a member of the company’s Steering Committee for the Iberian Peninsula since
July 2013. Carlos holds a Bachelor of Humanities and Journalism from Universidad Carlos III de Madrid, and a post-graduate degree in Election
Campaign Management from ICADE. He is also a specialist in Peaceful International Conflict Resolution from the Spanish National Distance
Education University (UNED).

cruiz@llorenteycuenca.com

amo
Developing Ideas by LLORENTE & CUENCA is a hub
for ideas, analysis and trends. It is a product of the
changing macroeconomic and social environment we
live in, in which communication keeps moving forward
at a fast pace.
Developing Ideas is a combination of global
partnerships and knowledge exchange that identifies,
defines and communicates new information paradigms
from an independent perspective. Developing Ideas
is a constant flow of ideas, foreseeing new times for
information and management.
Because reality is neither black nor white,
Developing Ideas exists.
www.developing-ideas.com
www.uno-magazine.com

AMO is the leading global network of strategic and
financial communications consultancies, with over
940 professional consultants and offices in more than
20 countries.
The network brings together local market leaders with
unrivalled knowledge of financial markets and crossborder transactions in the key financial centers of
Europe, Asia and the Americas.
Providing sophisticated communications counsel for
M&A and capital market transactions, media relations,
investor relations and corporate crises, our member firms
have established relationships with many S&P 500, FTSE
100, DAX 30, SMI, CAC 40 and IBEX 35 companies.
www.amo-global.com

