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EDITOR'S NOTE

GLOBAL^ PR: 
is it MVTH

or REALITTV?

The world is getting smaller, and 
improved communication is doing 
the shrinking. Communication both 
in a technical sense — telephones, 
the fax machine, computers talking 
to one another over thousands of 
miles — and also in the more impor-
tant sense of people understanding 
each other, is growing more and 
more sophisticated every day, and 
public relations professionals are 
both the agents and the beneficiaries 
of some of the changes taking place.

PR has become a truly interna-
tional business, for while the means 
of communication may change from 
one market to the next (the VNR, 
for example, increasingly popular in 
the U.S., is still in its infancy in 
Europe) the message companies 
need to communicate is generally 
i^c same the world over. With so 
!:uny people receiving their mes-
sages froth so many sources (consid-
er the U.S. circulation of The 
Econoonist or die European edition of 
The Wal! Street Journal) it has to be.

This is particularly true of 
Investor information and corporate 

communications, but increasingly 
ue also when it comes to product.

TATiile tlier.: remains some debate 
s to liow companies should structure 

their international public relations 
efforts (see page 9) there is none as to 
whether they should have them, and 
the PR business is set to continue its 
phenomenal international growth for 
several years to come.

Pau! A Holmes 
Editor

SPECIAL REPORT
INTERNATIONAL PR

9 INTERNATIONAL PR ROUND TABLE
Seven industry leaders discuss their apporach to inter-
national public relations. Why it matters, why it will 
increase in importance, and how to do it right.

16 JAPAN JOINS IN
The Japanese have always been great marketers, but 
their corporate PR has left something to be desired, 
until recently. Now Japanese companies are getting a 
sense of community.

19 AN UNCOMMON MARKET
As more important American companies move into 
Europe, the so-called Common Market provides PR 
pros with an unparalleled opportunity to make them-
selves important to their employers.

DEPARTMENTS

5 THE MONTH IN REVIEW • The oil industry takes 
another spill; medical marketers speak out; and Hill & 
K?iowlton restructures to face the '90s.

22

24

ISSUE TRACK • The drfense industry has a reputation
for ignoring public opinion, but imminent cuts in
defense spending are forcing PR professionals at the big 
drfense contractors to reevaluate their approaches.

CASEBOOK •

Editor and Publisher
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Art Director 
Alan Ball

Bayer Aspirin took over a tiny West
Virginia town and tried to turn it on to healthy Irving. 
The company claims success, but not everyone is con-
vinced.

Chief Finanrial Officer
n. ft. Ingraham
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26 CORPORATE PROFILE • The Sensor was more 
than just a razor. For one thing, it took 20 patents to 
get it made. For another, it turned into the product 
that saved Gillette.

29 IN THE NEWS • A critical monthly look at media
mumblings about PR.

30 NEWSBRIEFS • The news. In brief.
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