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A man walks up o two) bricklayers and. asks each ofithemiwhat they arei doing, One:

bricklayer says) ©

an'tyou see, I'm laying bricks.” The other one says, *

an'tyou see, 'm

building a cathedral” Same activity, different consciousness. One is successfilly doing his

task the other is achieving and pursuing significance. — Doy Seidman, Ethics Professional

Keith Darcy, executive director of the Ethics and
Compliance Officer Association (ECOA), was a
recent guest of PLDT. During his visit, he had a
chance to address our board of directors and
officers and share his thoughts about the current
financial crisis, its causes and effects, and the way
out of it. In his comments he spoke about restoring
trust through the right corporate culture

He did say that a large part of achieving that desired
state rests on the ability of a company to align its
culture with a brand promise,

What is a brand pramise?

Darcy says it is the “expectation that stakeholders
have that a company will deliver the same (gaod)
experience, time and time and time again” He
cited a couple of US companies that were respected
for their ahility to deliver on their brand promise
FedEx and Southwest Airlines.

FedEx’s brand promise, he says, is that it will
definitely deliver the package you send on the
following day. An anecdote in the company tells of
an employee who, in the face of a blizzard that
grounded FedEx’s planes, drove through a risky
mountain pass to make good his company’s
promise to deliver packages on time

Sauthwest, on the other hand, promises on-time
flights to its passengers. Everyane in the company
cantributes to the effort to keep their flights on
schedule sa that even the pilat and co-pilat help aut
in off-loading passenger luggage.

Of course, as the FedEx and Southwest stories
show, kesping a brand promise requires
everyone’s cantribution. Darcy’s words are echoed
by anather ethics expert Dov Seidman who says
that, “Companies that get it right have employees
who understand that what they do is keep a
promise... You're a promise-keeper not If you kept
your last promise, but if you kept 500 in a row.
Companies that get this right are going to
institutionalize promise-keeping as a habit of
excellence.”

The brand promise then demands that we all see
what aur individual cantributions amount ta. We
build a brand promise by doing our daily tasks to
the best of our abilities. We do this when we
understand that behind every line we connect,
every problem we resolve, every customer we
delight, every report, mesting, and task, there is a
special significance; these are not just bricks, but
part of a cathedral that we are building,

That's why we are nat really just in he

telecommunications industry, rather, we are in the
business of changing lives.

“We are what we repeatedly do;

Excellence! s not a singular act, but
a habit.” - Aristotle
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