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Language of PR 

It is important to be able to translate the magical words that the 
photographer  used  when  meeting  Vladimir  Putin.  On  the 
structural level they said more than what they said on the content 
level. This case shows us how learning the language of advanced 
PR (powerful relations) is essential.

http://bit.ly/1rZHcU1

Mini article
This is an example of meaningful collaboration not only for the 
given  collaborators  but  also  for  the  consumers.  Uber  and 
Foursquare team up to make it easier to find your destination.

http://on.mash.to/1Z6tdGB

Apps 

Magnus 

We are witnessing more of the 
shazaamization effect on 
various industries as the access 
to information is becoming 
easier and the radical 
transparency rises.  

http://read.bi/1WsOzQv 

Books 

The 4th Industrial Revolution 
by Prof. Klaus Schwab 

Crowdsourcing ideas, insights 
and wisdom from the WEF's 
global network of business, 
government, civil society and 
youth leaders, this book looks 
deeply at the future that is 
unfolding today. 

http://amzn.to/27XxdPE

INSIGHTS 
Brand Strategy | Public Relations | Digital & Social Media
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PR & Legendaryness 

The ancient Shamanic tradition of storytelling has been here with 
us  for  thousands  of  years.  It  may  have  slightly  changed  its 
appearance  in  some  ways  but  its  essence  is  the  same  as  it 
originally was in the very beginning. This article reminds us that, 
as always, we are better off integrating storytelling to PR strategy.

http://entm.ag/27oEnvP

Hidden Value 

Today, Blue Ocean Strategy is 
in a very synergistic and 
dynamic relationship with 
Ubernomics. Here is an 
interesting read about how 
companies like Uber and 
Airbnb are showing the way to 
a new, collaborative economy. 

  

http://bit.ly/1SvdNra 

Polman’s Tweet 

Companies without purpose 
have no purpose, and the 
customer knows it. 
Opportunities are clear. 
According to Big Innovation 
Centre, Britain’s businesses 
could unlock 130 billion GBP 
by having a clear corporate 
purpose. 

http://bit.ly/20Q1Uki 

Media Effects 

Dr. Leonid Matsih, prominent philosopher and 
theologian, once told an interesting story that is 
more relevant today as ever. The civilized man 
asks the savage man ‘what is 2 + 2?’ and the savage 
man asks, with a confused face, ‘two fish or two 
horses? Two of what + two of what? Can you be 
more specific?’ The findings of this new study 
serve as another wake-up call to how digital media 
may be damaging our ability to make room for  
abstract thought. 

http://bit.ly/1T6A9Vp 
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