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Global Public Relations on the Global Stage: 

The London 2012 Olympics  

By Caitlin Weiss 
Associate Manager, Center for Global Public 

Relations 

 Public Relations has always been a 
part of the Olympics. The International 
Olympic Committee reaches out to billions of 
viewers throughout the world, which can 
become a daunting task. This year, the 
London Olympics relies even more on global 
public relations because social media are 
added to the list of media that need to be 
monitored. Applications have been created for 
smart phones; different hash tags have been 
introduced for Twitter; and new websites were 
made. In keeping up with the pressures of 
hosting the Olympics, the stress of social 
media made it even harder. 

 Although the IOC may have planned 

for whatever could possibly happen, no one 

could probably have been prepared for the 

social media craze. Some restrictions had to 

be made, especially on Twitter. The Olympic 

Committee had restricted advertising and 

branding. Rule 40 states that athletes, 

trainers, coaches and officials cannot use their 

names, pictures or sports performances for 

advertising during the Olympic Games. This 

rule had sent some people into an uproar. 

Many athletes have posted tweets about 

wanting to change the rule, believing that Rule 

40 makes it difficult to earn sponsorships—

which for many is their main source of income.  
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But that wasn’t the only problem that social 
media had caused. Other problems on 
Twitter have included racial tweets that have 
disqualified two Olympians from the games, 
and one fan was arrested for his life-
threatening tweets to an Olympic diver. Even 
Dr. Dre, a music star from the United States, 
had angered the IOC by sending his brand of 
headphones to Olympians, who then tweeted 
about it. A fine line exists between breaking 
the rules and just barely abiding by them. 
Many will be trying to change Rule 40 for the 
next Olympics. The IOC definitely has its 
work cut out for itself. 
 
 The real question is how will public 
relations address the rise of social media, not 
only in its day-to-day life, but in events as big 
and as global as the Olympics? No matter 
how prepared a public relations practitioner 
may be, there can always be a curveball—
especially with internationally based events 
and global businesses. So many cultures and 
values must be kept in mind when planning 
an event as large as the Olympics. 
Practitioners will want to be able to reach all 
of their publics quickly, but without causing 
chaos. Public relations professionals must 
constantly adapt to new audiences and 
situations. They must keep in mind the 
technologically advanced world in which we 
now live. Practitioners must keep up with 
trends while putting their publics first, even if 
these are billions of people during the 
Olympics. 
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Caitlin Weiss 

Associate 

Manager, 

Center for 

Global Public 

Relations 

Caitlin is a 

Communication Major pursuing the Epley 

Undergraduate Certificate in International 

Public Relations with Minors in 

Journalism and Music.  

She is president of UNC Charlotte's 

Women’s Club Soccer Team for the 

2012-2013 school year. Caitlin is also 

incoming secretary of UNC Charlotte’s 

PRSSA Chapter.  

After she is graduated in May, Caitlin 

hopes to find an international job that will 

let her travel the world.  

Irene Tang 

Manager, 

Global Public 

Relations 

Resources and 

Services Unit 

and 

Development 

Officer 

Irene Tang is a 

New Jersey native who moved to Charlotte in 

2008. She is a senior at UNC Charlotte, 

studying Public Relations minoring in Spanish, 

while also pursuing the Epley Undergraduate 

Certificate in International Public Relations.  

Irene is incoming treasurer for UNC Charlotte’s 

PRSSA Chapter, an alumnae sister of the Chi 

Omega Fraternity and a former UNC Charlotte 

cheerleader.  

Irene  spent summer 2011 in Costa Rica 

studying the Spanish language and culture. 

She also studied international public relations 

this summer in London, England.  

Irene is eager to learn, build and contribute 

public relations and marketing techniques in a 

professional job and looks forward to being 

challenged by the real world after graduation in 

December.  
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Jaclyn Harris 

Associ-
ate 
Man-
ager, 
Center 
for 
Global 
Public 
Rela-

tions 

Jaclyn Harris, a senior at UNC Char-
lotte, is a Communication Studies 
major with a concentration in Interna-
tional Public Relations and a minor in 

Journalism.  

During the Summer 2010 semester, 
she studied journalism in London, 
England, at the University of West-
minster. She is the Vice President of 
the Women's Club Soccer Team and 

is a member of PRSSA.  

After graduation, she hopes to pur-
sue her master's degree in Commu-
nication and find a job in human re-

sources. 



 

Executive Director’s remarks: A word from Dr. Dean Kruckeberg 

Dr. Dean Kruckeberg, APR, 

Fellow PRSA 

Professor, 

Department of 

Communication 

Studies, and 

Executive 

Director, Center 

for Global 

Public Relations  

 Summers in the Center for 

Global Public Relations go amazingly 

fast, and summer 2012 has proven to 

be no exception!  The two graduate 

assistants who had been the Center’s 

manager and the manager of its Global 

Public Relations Resources and 

Services unit the past two years were 

graduated spring 2012.  Other 

experienced staff members were not on 

campus this summer, and the two 

scholars-in-residence from South Korea 

and the People’s Republic of China also 

had returned home.  Three 

undergraduate students (you can read 

about them on page 2) were carefully 

chosen to be the Center’s summer staff, 

one of whom performed her 

responsibilities electronically for four 

weeks while attending the London 

International Public Relations Seminar. 

The Center has evolved into a 

complex organizational unit that 

provides a wide range of services, and 

staff positions in the Center require a 

high level of knowledge, skills and 

abilities (as well as a great deal of 

responsibility), for which new staff have 

to ramp up extremely quickly.  Over the 

years, the Center’s staff has assembled 

operational manuals and other on-site 

and electronic resources for staff 

orientation, but new staff nevertheless 

have tremendous amount to learn in just 

a matter of days to keep the Center’s 

day-to-day operations seamless. 

The new staff was up to the task, 
and the Center for Global Public 
Relations has had an amazingly 
productive summer—both in providing its 
usual services to its stakeholders and in 
planning for busy fall and spring 
semesters.  In addition to providing the 
Center’s usual range of information and 
other resources in its blogs and on the 
Center’s social media sites, staff this 
summer also planned next year’s 
International Public Relations Teaching 
Colloquium April 25 and the Global 
Research Conference April 26, as well 
as the Center’s fall and spring advisory 
board meetings Oct. 18 and April 25.   

 
The staff has also planned a 

range of other service initiatives and 
strategic partnerships for the 2012/2013 
academic year—including ways to better 
serve those in the UNC Charlotte 
community.  The Center’s Global Public 
Relations Resources and Services Unit 
also had its first client this summer, a 
German-based transnational corporation 
for which I made a training presentation 
in a workshop for that corporation’s 
North, Central and South American 
public relations staff. 

 

Staff also prepared for the 

Center’s new scholars-in-residence.  In 

fall 2012, the Center will welcome:   Dr. 

Gregoria Arum Yudarwati of the 

University of Atma Jaya Yogyakarta, 

Indonesia, who will arrive in August; and 

UK’s Mr. Richard Linning, FIPRA FCIPR,  

immediate past president of the 
International Public Relations 
Association, who will arrive in October.  
Each will perform research related to 
global public relations, and both will be 
tremendous resources to help the 
Center to perform its mission. 

 
The Global Research 

Conference April 26 will focus on 
global issues related to sustainability 
and the role of public relations in 
sustainability.  The catalyst to this 
theme was the ―Sense & Sustainability 
Summit‖ in Charlotte to which I was 
invited June 21.  This was a roundtable 
discussion of about 25 senior 
communicators and sustainability 
advocates who explored sustainability 
and Corporate Social Responsibility 
communication.  The concept of 
sustainability, of course, is a critical 
global issue that the Global Research 
Conference April 26 can address quite 
well through the range of scholars and 
practitioners that it attracts worldwide, 
and the Center’s staff thought this 
would be an excellent topic for next 
year’s Global Research Conference. 

 

Watch for details about the 

Global Research Conference April 26 

and the International Public Relations 

Teaching Colloquium April 25 in future 

issues of the Blue Book as well as on 

the Center’s website and in the social 

media. 
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Scholar in Spotlight 

By Jaclyn Harris 
Associate Manager, Center for Global 

Public Relations 

Dr. Gregoria Arum Yudarwati arriving 
at CGPR 

 
     The Center for Global Public 
Relations will be welcoming Dr. 
Gregoria Arum Yudarwati as its first fall 
2012 Scholar-in-Residence. Dr. 
Yudarwati, a lecturer at the University of 
Atma Jaya Yogyakarta in Indonesia, will 
be researching public relations and 
corporate social responsibility.  She 
hopes to be able to share her 
knowledge about these topics with UNC 
Charlotte students and faculty through 
the opportunities at the Center.  

Dr. Gregoria Arum Yudarwati 

 Dr. Yudarwati says that she ―aims to 
understand how local contexts, such as 
political and social structures, level of ac-
tivism, culture and the role of corporations 
at local and national levels, shape the en-
actment of corporate social responsibility 
and public relations.‖ 
 
     She earned her bachelor's degree in 
Communication from Gadjah Mada Uni-
versity and her master’s degree in market-
ing from the University of Canberra in 
Australia. Dr. Yudarwati recently earned 
her Ph.D. degree at the School of Media 
and Communications at the Royal Mel-
bourne Institute of Technology.  She is 
taking time from her current firm, Kiroyan 
Partners, located in Jakarta, Indonesia, 
for this Scholar-in-Residence opportunity. 
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London Seminar in International Public Relations 

By Irene Tang 
Manager, Global Public Relations Re-

sources and Services Unit and Develop-

ment Officer 

Cross-cultural relations are valu-
able, and the need for public relations will 
continue to increase in today’s evolving 
world. This summer, I had the opportunity 
to attend the 2012 London Seminar in In-
ternational Public Relations offered by 
UNC Charlotte to study public relations in 
an international setting.  
 

 For three and a half weeks, I joined 
18 students from universities across the 
United States and explored the vibrant city 
of London, took weekend trips, enjoyed life 
at Regent’s College and gained a greater 

understanding of 
international 
public relations. 
This seminar 
was an eye-
opening and re-
freshing experi-
ence to witness 
the importance 
of public rela-
tions across bor-
ders. 

 From my experience abroad, I believe 
that for public relations practitioners to be suc-
cessful in an international setting, they must 
(continue to) develop a strong understanding of 
the many social, political, economical and cul-
tural differences that complicate and can affect 
communication around the world. Great brands 
are built upon effective communication be-
tween an organization and its relative constitu-
encies; channels of communication will change 
as technologies advance but relationships and 
meaningful dialogue are imperative, no matter 
which medium is used. 
 
 Site visits during the 2012 London 
Seminar in International Public Relations in-
cluded Ketchum Pleon, Macmillan Cancer 
Care, The London Times, The US Embassy 
and Freud Communications. Notable speakers 
included Crispin Manners of Kaizo Communi-
cations and Joe Hanley of IBM’s European 
headquarters. 
 
 My definition of public relations was 
strengthened and broadened because of my 
experience from the London Seminar in Inter-
national Public Relations. Please visit the stu-
dent-produced website,  http://
unccprlondon2012.wix.com/printheuk2012, for 
more information. 

Save the Date: 

April 26, 2013 
 
The Center for Global 
Public Relations will 
host its Third Annual 
Global Research Con-
ference April 26, 2013. 
 
Scholars from around 
the world will be pre-
senting papers and dis-
cussing international 
issues and advances in 
public relations.  
 
Come out on April 26, 
2013 for a closer look of 
global public relations; 
this is an event you will 
not want to miss! 
 
Make sure to continue 
following the Center for 
Global Public Relations 
on its social networks 
for more information.  

http://unccprlondon2012.wix.com/printheuk2012
http://unccprlondon2012.wix.com/printheuk2012


 

 

By Richard Leeman 
Professor, Department of 
Communication Studies, UNC 
Charlotte  
      
 In June 2012, I traveled to 
Xiamen, China, to teach a 
course in Rhetoric in the Speech 
Communication Department of 
Xiamen University.  Just as does 
UNC Charlotte, Xiamen 
University prides itself on being 
innovative.  Communication 
Studies in China predominantly studies media, advertising 
and journalism, but speech communication at Xiamen 
proposes to be the vanguard Chinese program for broadly 
studying human communication, including public relations.  
Our department hopes to collaborate with Xiamen in that 
quest. 
 
 I can hardly claim to be a world traveler, but here 
are a few observations that I hope are worthwhile: 
 
 Travelling and working in China is rather easy.  I 
encountered none of the delays that I had been warned 
about during my airline travel.  I did not need to do any 
currency exchange prior to travelling. The ATM honored my 
credit union card and charged me a lower fee--$1.38-- than I 
would have paid at a "guest" ATM machine back home.  
Many signs and menus are bilingual, with English listed 
alongside the Mandarin.  Even at the traditional fishing 
village of Gulangyu Island, where no cars or bicycles are 
allowed, the police station was clearly labeled--POLICE. 
 
The Chinese economy continues to boom 

 
 Xiamen is a port town and a tourist destination, and 
it was doing plenty of both while I was there.  Shipping traffic 
in the harbor was brisk.  Timber and the ubiquitous 
containers comprised the bulk of the freight that I saw.  The 
crowds of tourists--and the volume of tourism advertising on 
Chinese TV--speak to the rise in their discretionary income.  
The cars that I saw came from every country imaginable, 
and almost all were very new.  The name for old cars seems 
to be "taxi." 
  

The Chinese are prepared to embrace the new 

 As I prepared for my class, the received wisdom 
was that Chinese students have been trained to expect that 
answers are either right or wrong.  I was worried, because 
Rhetoric is the study of nuance and ambiguity, where the 
answer is usually "maybe," or, "it depends."  My 35 students  

4 
5 

What I learned from My Travels to Xiamen, China 

enthusiastically embraced the uncertainties and complexities 

about communication that we explored.  Further, their English 

was very good, as was their appreciation for the global possi-

bilities offered by the world's rapidly changing technology.  

These are students who are ready for the 21st century and 

everything it has to offer. 

Business in China is still built upon personal relation-

ships 

 Although I was not working in a corporate setting, it 

was clear that my 

Xiamen counter-

parts, just as do 

Americans, un-

derstand that 

there is a sub-

stantial business 

side to higher 

education. It was 

also clear that collaborating must begin with a strong founda-

tion of "getting to know you." It is a pleasant way of conducting 

business, but it does require patience.  If public relations is 

indeed the practice of building relationships, China will provide 

rich terrain for the profession. 

 If I had committed any intercultural faux pas while 

abroad, my Chinese friends were kind enough not to point 

them out.  I know I came close on several occasions, but re-

membered just in time the sage advice given to Debra Winger 

in Cannery Row: when in doubt about the etiquette, move half 

a beat slower than those around you, and do what they do. 



 

 That’s a lot for a book to cover, but this text does it 
well, adding a much-needed source for scholars and 
practitioners interested in deepening their understanding of 
M&A’s in international contexts.  Throughout its13 chapters, 
there is emphasis on the value and importance of 
understanding and applying fundamental principles of 
intercultural communication.  Ławniczak stresses that ―…
most M&A’s fall through because of poor strategy, poor 
implementation and/or poor communication 
strategy‖ (p.xvi).  His book provides ample evidence of that 
through a series of well-presented case studies, research 
reports and essays. 
 
 Anne-Marie Søderberg begins by acknowledging 
that cultural differences in international M&A’s can be 
obstacles to successful integration, but they ―may also be a 
source of value creation and learning if cultural diversity is 
acknowledged and managed professionally‖ (p.4).  She 
draws upon Weick’s theory of sense-making through story 
telling as one framework that offers a process for M&A’s to 
aid employees in accommodating attendant change.  She 
also suggests framing as a potential guiding theory.  
Importantly, she stresses that communication in the context 
of M&A’s must be thought of not merely as communication 
from top management to middle management and other 
employees but rather as a dialogue with those affected by 
the merger or acquisition.  She also emphasizes that 
communication encompasses more than words alone but 
also includes actions ―that carry symbolic 
significance‖ (p.11).  Søderberg uses the case of Nordea, a 
financial institution formed by companies in four countries, 
to illustrate the dynamics of an intercultural M&A.  Through 
qualitative research, she highlights the missteps taken by 
management along the way, always with the best 
intentions, but often without a full understanding and 
analysis of the intercultural communication dynamics.   
 
 Peter Szyszka examines M&A’s from the 
perspective of trust.  This is an essay in which he looks at 
M&A’s not merely as economic change but as ―deep 
encroachments within the communication structures and 
the relationship networks‖ (p.28).  He stresses the change 
in the communication process within a new economic 
context and cites changes in expectations, objectives and 
experiences.  He says the process of sense-making in this 
context is a necessary precursor to the re-establishment of 
trust.  Szynzka provides a table depicting four categories of 
organizational change and each category’s attendant 
change issue and consequential communication problem.  
He draws upon the German tradition of system theory 
associated with Niklas Luhmann – highly valuable in 
considering PR approaches to M&A’s.  
 

By Alan R. Freitag, Ph.D., 

APR, Fellow PRSA  
Professor, Department of Communi-
cation Studies, UNC Charlotte 
 
 Toni Muzi Falconi rightly as-
serts in his forward to this book that 
mergers and acquisitions (M&A) are 
planned and executed when financial 
conditions are assessed to be favor-
able, but managers generally neglect 
to account for cultural variances be-
tween and among the organizations 
involved.  The result is often failure 
to realize the successful melding of 
the new, combined organization.  He says cultural differences 
must be analyzed and considered as part of the planning proc-
ess, not treated as an afterthought, when problems appear.  This 
new and important text edited by Dr. Ryszard Ławniczak of the 
Poznań University of Economics in Poland proposes a systematic 
―organizational cultural analysis‖ as part of the M&A process.  
Published in Poland but in English (now also available in Polish), 
this book adds another volume to the small but growing library of 
texts for which scholars and practitioners should have a special 
shelf designated for global and international public relations.   
 
 The book flows from the university’s hosting of its 2010 
PR conference that focused on an ―econo-centric‖ perspective on 
PR.  It also addresses the PR impact stemming from the phe-
nomenon of ―reverse globalization‖ – the process by which 
emerging economies are engaging in direct foreign investment in 
developed economies, a process that shakes up traditional flows 
of technology, innovation and influence.  The book also takes on 

the unfortunate convention in some 
national settings that internal com-
munication, so critical during organ-
izational change, belongs to HR, 
and external communication be-
longs to PR.  This convention is 
countered, as Falconi points out in 
his introduction, by the Stockholm 
Accords, especially in regard to the 
need for a ―coherent, coordinated‖ 
approach to communication with all 
constituencies, internal and exter-
nal, that is ―aligned with [the organi-
zation’s] mission, vision, values, 
actions and behaviors.‖ 
 

Book Review: 

Challenges for Communication Management and Public Relations In 

International Mergers and Acquisitions 
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Edited by Ryszard Ławniczak 
Publisher: Contact, Poznań, Poland 
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 David McKie and Christopher Galloway argue 
that M&A failures generally stem from inattention to the 
―soft‖ assets of ―values, emotion and individual 
intuition‖ (p.48).  More attention is paid to the hard assets 
more easily listed on the balance sheet but which are 
increasingly less important than intellectual property, 
brand equity and trust.  PR should exert considerable 
influence in the M&A process, the authors maintain, 
because of PR’s record of successfully managing 
uncertainty and PR’s recent expansion into ―reputation 
risk‖ (p.50).  The authors argue persuasively that PR can  
make positive contributions to three of the six dimension 
of M&A’s potential failures identified by Brumer.  They 
use the case of Rio Tinto mining to illustrate their 
premise. 
 
 An outstanding contribution to the text is provide 
by Monika Bogdał who examines the power sector in 
Poland, the subject of her doctoral dissertation at the 
Poznań University of Economics.  The Polish power 
sector faces the likelihood of significant change in the 
years ahead as the goal of achieving a homogenous 
European energy market continues.  This will create 
increasing organizational problems such as 
overemployment, higher operating costs and lack of 
investment capital to address production capacity.  This 
chapter deftly places these issues in the context of the 
current neoliberal government policies and the current 
economic difficulties.  Bogdał provides all the background 
the reader needs to fully understand these important 
developments in Poland, an increasingly consequential 
economic and political presence in Europe.  Importantly 
for the PR perspective, Bogdał provides analysis of the 
public perception in Poland of the potential M&A 
processes likely to characterize the energy sector there, 
influenced as that public perception is by such factors as 
the traditional Polish aversion to privatization, for 
example.  She supports her argument by solid 
quantitative data and analysis.  She concludes with broad 
recommendations for communication strategies to guide 
energy sector leaders through the anticipated transition; 
they would do well to attend to those recommendations. 
 
 Martine Cardel Gertsen and Anne-Marie 
Søderberg offer a case study of Carlsberg’s ―winning 
behaviors‖ strategy.  They analyze the merits of a 
strategic concept founded on behaviors rather than 
values, and they examine how the concept was 
communicated through the organization.  The Danish 
brewery, founded in 1847, has undergone many 
significant changes, especially since its international 
emergence beginning roughly 50 years ago, including 
friendly and hostile M&A’s.  The authors provide a 
thorough analysis of the internal campaign conducted by 
Carlsberg’s HR division, a campaign that involved 
companies in Malaysia, Russia, China, India, Vietnam, 
Poland and elsewhere. 
 

 Owen Kulemeka looks at another beverage firm merger, 
Inbev and Anheuser-Busch, and in particular the role of social 
media in the M&A process.  The case involves the merger of a 
U.S. company with another based in Brazil and Belgium.  The 
author places the case within the context of crisis communication 
theory. 
 
 Krzysztof Gołata and Barbara Ogiejko look at merger-
related communication challenges involving the Daewoo Motor 
Company (South Korea) takeover of the Polish Factory for 
Passenger Automobiles in Warsaw.  The authors include ample 
background on both companies so the reader fully grasps the 
merger in proper context.  This is a particularly well organized 
chapter addressing the PR activities associated with the merger, 
which, like Bogdał’s analysis of the energy sector in Poland, 
involves the delicate process of privatization in a former 
Communist economy. 
 
 Internal communication strategies are the focus of Alain 
Caussieu’s chapter examining the past decade of M&A’s involving 
Sanofi-Aventis.  The chapter features an outstanding literature 
review that offers readers a clear framework for the subsequent 
research report and analysis.  The chapter would benefit, though, 
from more background on this pharmaceutical company 
headquartered in France as many readers may not be familiar with 
it (I had to search on line to learn more about it).  Caussieu looks 
at both individual and organizational resilience as a factor in 
M&A’s. 
 
 Piotr Kociołek writes from the perspective of an 
outplacement and career coaching firm in his very practical 
approach to strategic communication planning for the M&A 
process.  He acknowledges that M&A’s inevitably involve 
personnel changes and provides advice on managing the 
communication approach associated with that aspect. 
 
 Ryszard Ławniczak and Katarzyna Blanke-Ławniczak 
discuss ―reverse globalization‖ as an emerging and long-term 
trend and predict this will be an increasingly evident phenomenon.  
The authors use convincing market data to illustrate the trend and 
cite three main groups driving it: BRIC countries, Middle-East 
economies and countries such as those in Central and Eastern 
Europe.  The chapter provides many supporting examples and 
outlines the communication challenges and implications 
associated with reverse globalization, looking especially at 
channels and messages. 
 
 Krzysztof Gołata returns to present an interesting case 
study of a private entrepreneur from a post-Communist country 
(Poland) and his effort to establish a level of international trust 
within the context of the economic downturn and a cultural 
atmosphere of general distrust of business.  Gołata examines the 
concept of ―image‖ and its correlation with ―trust.‖  He says it’s ―…a 
good example confirming the rule that it is easier for a public 
persona to build up an international image and trust than to regain 
it in his/her own country‖ (p.249).   
 

Continued on page 9 



 

The other reason is related to the conceptualization 
of public relations as a publicity activity that is focused 
on media relations. In countries such as Denmark, 
public relations is often considered a supporting 
activity of marketing, and, public relations 
practitioners, when not doing media relations, prefer to 
use other terms to describe and define their 
profession. One would argue that the names we give 
to activities define the identity of those activities. 
Despite the position that one might have on whether 
or not the public relations profession needs to re-
consider its name, international practitioners should 
be aware of the local understanding of the term ―public 
relations,‖ because this might have an impact on the 
way that international practitioners are perceived by 
local publics and consequently might impact their 
credibility and expectations of their professionalism. 
 
 Despite these differences, there is more and 
more coordination among European scholars to 
develop equipollent educational programs, also as a 
consequence of the Bologna Accords.  The Bologna 
Accords comprise a number of agreements among 
European countries designed to ensure comparability 
in the standards and quality of higher education 
qualifications. The Bologna Accords were signed in 
1999 and lead to a process of increasing integration in 
higher education throughout Europe, which translates 
into specific mobility programs that are financed by the 
European Union, such as Erasmus programs in which 
students can spend a semester or two in an university 
abroad and professors and teachers can be hosted by 
other universities and teach classes for a short term 
(http://ec.europa.eu/education/lifelong-learning-

programme/erasmus_en.htm). 

 In terms of public relations education, most of 
the undergraduate and graduate programs were 
established in the early 1980s, and, depending on  
university traditions and the extent of influence of 
American scholarship in the country’s professional 
development, public relations education has evolved 
very differently throughout Europe. In some countries, 
these programs are affiliated with the faculty of arts 
and often have originated from journalism or applied 
linguistic schools of thoughts, but in many others 
public relations programs they are part of the faculty of 
social sciences, together, for example, with 
economics, political science and psychology. 
Interestingly, there is a new trend in European public 
relations education in certain countries, where 
strategic communication, communication 
management or corporate communication programs 
(i.e., public relations programs) are affiliated to 
business schools. For example, in Denmark and 
Norway, corporate communication programs are part 
of business schools, and these offers different 

strategic communication/public relations courses.  

By Chiara Valentini  
Associate Professor, Aarhus University, Denmark, Center global affili-
ate and former Scholar-in-Residence  
 

As the title provoca-
tively indicates, the idea of 
European public relations as 
―the European approach‖ to 
public relations is rather a 
myth. What is commonly 
known as European public 
relations is actually a collec-
tion of national public rela-
tions practices, expertise 
and bodies of knowledge. It 
is, in fact, important to re-
member that the continent 
―Europe‖ comprises 47 inde-
pendent states, of which 27 
are part of the European Un-
ion. Some of these states, 
such as the Vatican City and the Principality of Liechtenstein, are 
quite small and often are culturally very close to that of their neighbor-
ing countries. Nonetheless, each country has its own traditions, cul-
ture and language and legal system. Public relations activities are 
highly embedded in organizational and societal cultures as well as on 
those specific national features. This, indeed, means that European 
public relations practices are not as unified as one may think and that 
one must be aware that what is feasible and applicable in the UK, for 
example, may not be so in France or Germany. Generalizations of 
public relations in Europe are, thus, difficult to make. 

 
 Despite the great influence of American public relations 
scholarship, Europeans have developed their own approaches and 
practices that are highly embedded in their specific political, legal, 
economic, social and cultural environments. As some recent studies 
on the history of public relations show (http://
microsites.bournemouth.ac.uk/historyofpr/proceedings/), in Europe 
the practice is very old; indeed, it is possible to identify the Greek and 
Roman’s emperors and senators’ oral communication activities as the 
first examples of public relations activities (http://
www.prismjournal.org/global_pr.html). Again, this reveals that Euro-
pean public relations can have a lot to offer in terms of practices, but 
a common body of knowledge is not yet defined. 
 
 An international practitioner may be surprised to discover 
that, in many European countries, the word ―public relations‖ is rarely 
used to define the profession and oftentimes practitioners opt to use 
other terms, such as communication manager, event manager, media 
relations manager, crisis communication manager, public communi-
cation officer, etc., to describe their expertise. There are two main 
reasons for this. One reason is the bad reputation that public relations 
has had among many groups of people in society. Public relations is 
often referred to as propaganda and manipulation, and this idea is 
deep-rooted in the minds of publics in certain societies. Because of 
this, many public relations practitioners today avoid using public rela-
tions to define what they are doing for organizations to prevent the 
creation of false prejudices in the minds of their publics.  

The Myth of European Public Relations 
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The rationale for this choice is related to the core scope of the 
public relations profession of being a management function that 
seeks to be part of the senior management to help organizations 
to achieve their goals. According to this perspective, public 
relations education needs to focus on three main fields of 
expertise: management, organization and strategic 
communication, and such expertise finds its roots in business 
schools. 
 
 At the professional level, public relations practices are still 
quite fragmented and country-specific. Historically, it is possible to 
indicate the foundation of CERP, the European Confederation of 
Public Relations, as the first initiative aimed at coordinating 
national public relations associations (http://en.wikipedia.org/wiki/
CERP_%E2%80%
93_European_Confederation_of_Public_Relations). CERP was 
founded in the mid-1950s and was a Pan-European organization 
representing the national public relations and communication 
associations of Europe, aiming at the recognition of public 
relations as a profession. It played a great role in the 
institutionalization of public relations by contributing to the 
coordination of activities of the national associations to reach 
agreement on professional principles, ethics and practice. In 2010, 
CERP was incorporated into the Global Alliance for Public 
Relations and Communication Management, which is the largest 
confederation of the world's major public relations and 
communication management associations and institutions, 
representing 160,000 practitioners and academics around the 

world (http://www.globalalliancepr.org/website/page/about-ga). 

 CERP’s legacy is still alive. In the past 20 years, another 
association, EUPRERA, European Public Relations Education and 
Research Association, emerged as spin-off from CERP. The 
CERP community, in fact, realized that the recognition and 
institutionalization of the profession was possible only through a 
stronger focus on the qualification of European public relations 
practitioners and on research. From the mid-1980s, different 
conferences and summits on teaching public relations and on the 
development of specific skills and competencies were held. 
EUPRERA officially was established in 1999, and since then it has 
been focusing on stimulating and promoting innovative knowledge 
and practices of public relations education and research in Europe 
(http://www.euprera.org/?p=7). Each year, a EUPRERA Congress 
is organized, and this has become the venue for discussing and 
sharing most of the new European public relations research. In 
sum, both CERP and EUPRERA have played and are playing 
relevant roles in the development of European public relations, 
especially because of their coordination roles in creating synergies 
between national associations and education programs throughout 
Europe. 
 
 To conclude, the road toward a common and shared 
European public relations approach remains long, and, despite the 
efforts to build a common body of knowledge in European public 
relations, it is important to remember that today it is hardly 
possible to talk about a European public relations perspective. 
Country-specific knowledge is thus necessary when embarking on 
international public relations activities in Europe. 

Book Review: 

Challenges for Communication 

Management and Public 

Relations In International Mergers 

and Acquisitions 
Continued from page 7 

 

 Kinga Podroza and Waldemar Rydzak continue 
the theme of gaining trust by describing the case of a 
Polish multinational acquiring German gas/petrol 
stations.  The chapter includes an excellent explanation 
of the German consumer’s attitude regarding fuel 
stations as well as German attitudes toward Poland 
prior to Poland’s entry into the EU.  A lack of adequate 
resources led to considerable difficulties in the years 
following the merger, driving further changes that might 
have been avoided with better planning and support, 
the authors say, and their arguments are convincing. 
 
 The text concludes with a chapter by Jacek 
Trębecki, Agnieszka Rymsza and Konrad Bugiera that 
looks at the threat of ethnocentrism as a barrier to 
successful intercultural M&A’s.  The chapter uses 
intercultural communication as its context and argues 
that surmounting technological barriers to global 
interchange does not equate to surmounting cultural 
barriers.  There is an excellent explication and 
summary of the development of intercultural 
communication theory.  The chapter’s focus is a 
detailed description of Poland-based multinational IT 
company Comarch, a rich example of how a small 
company, established in Poland in 1991, has quickly 
grown into an extensive, publicly traded multinational 
operating in more than a dozen countries and rubbing 
shoulders with IBM, Sun Microsystems, Intel, Cisco, 
Microsoft, HP and more.  The point is that a firm 
understanding of intercultural communication can 
contribute to rapid growth and expansion when access 
to global markets is essential to that growth. 
 
 This is a timely and well-positioned book that 
will point the way for organizational leaders anticipating 
M&A’s (or sometimes being surprised by them!).  I will 
most certainly incorporate this book into my 
International PR courses.  It is generous in its 
introduction of new and intriguing theoretical vectors for 
PR practice and scholarship.  Like any text of this 
nature, it is most reflective of its nation of origin, but it 
nevertheless offers ample international settings to be 
more broadly representative and universally applicable.  
Moreover, it’s a very good read – accessible and well-
written, easily suitable for students, practitioners and 
scholars.  It’s another important contribution to the 
discipline from the Poznań University of Economics. 
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