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➔ W hat  do you believe are the 3 m ost  im portan t  
p rio rit ie s  fo r t h e  IP RN, a s  a n  o rg a n iza t io n ?   

➔ W h a t  3 w o rd s co m e  to  m in d  w h e n  yo u  th in k 
a b o u t  w h a t  t h e  IP RN p ro vid e s  fo r m e m b e rs?  

➔ Use  t h re e  w o rd s t o  d e sc rib e  t h e  o ve ra ll IP RN 
Bra n d  (t h is  ca n  b e  a sp ira t io n a l) 

➔ Bra n d s sh o u ld  w o rk w ith  a n  IP RN m e m b e r 
a g e n cy b e ca u se .... 

➔ Yo u 're  a t  a  co ckt a il p a rt y a n d  so m e o n e  a sks yo u  
w h a t  IP RN d o e s. De sc rib e  th e  o rg a n iza t io n  in  a  
s in g le  se n t e n ce . 

➔W h a t  a re  th e  t o p  3 u n iq u e  a sse t s  th a t  IP RN 
o ffe rs /h a s?  

➔W h o  d o  yo u  b e lie ve  IP RN’s id e a l m e m b e r is?  

➔ If t h e  IP RN co u ld  b e  kn o w n  fo r ONE th in g ,  
w h a t  w o u ld  it  b e ?  

➔Ra n k in  o rd e r o f p rio rit y 

➔ Is  t h e re  a n yth in g  e lse  t h a t  yo u  w o u ld  like  t o   
n o t e  w h e n  t h in kin g  a b o u t  t h e  p o sit io n in g   
o f t h e  IP RN?  (Op t io n a l) 

Guiding Questions 



Survey Responses 



➔ Sharing  know ledge sharing  references and clien t  
e xp e rie n ce s sh a rin g  g lo b a l p r d e ve lo p m e n t  

➔ Exp a n d  m e m b e rs  in  Ch in a /Asia /Ja p a n . Bu ild  
In t e rn a t io n a l re p u t a t io n . P ro m o te  m e m b e r 
co lla b o ra t io n . 

➔ Sh a rin g  kn o w le d g e  a n d  b e st  p ra c t ice s  Bu sin e ss  
re fe rra ls  b e tw e e n  a g e n cy’s  Bid d in g  
in t e rn a t io n a l/g lo b a l a cco u n t s . 

➔ A.- Cra t e  va lu e  fro m  th e  m e m b e rs a n d  t o  t h e  
m e m b e rs  B.- He lp  t o  d e ve lo p  b u sin e ss  C.- In c re a se  
e xp o su re  t o  t h e  m a rke t : n e tw o rk a n d  a g e n c ie s  

➔ Bu sin e ss  sh a rin g , n e tw o rkin g , kn o w le d g e  sh a rin g  

➔ In t e rn a t io n a l sp re a d , o w n e r-m a n a g e d  a g e n c ie s , 
d ive rse  c lie n t  b ra n ch e s  

➔ Sh a re  b e st  p ra c t ice s  s t im u la t e  n e w  b u sin e ss  o p e n  
n e w  w a ys t o  P R 

➔ Co lla b o ra t ive  g lo b a l p ro je c t s  sh a re d  a c ro ss  
m e m b e r a g e n c ie s . Kn o w le d g e  a n d  in fo rm a t io n  
sh a rin g  a c ro ss  a g e n c ie s  o f la t e s t  t re n d s, 
t e ch n o lo g y a n d  t h e  fu tu re  o f P R a n d  
co m m u n ica t io n s. Gro w in g  t h e  n e tw o rk a c ro ss  t h e  
w o rld  w ith  s t ro n g  an d  a c t ive  m e m b e rs . 

➔ Ne w  Me m b e rs  / n e w  g e o g ra p h ie s  2. P u b lic it y o f 
t h e  n e tw o rk 3. Bu sin e ss . 

➔ Ga in in g  b u sin e ss  a c ro ss  t h e  n e tw o rk 
co m p re h e n sive  co u n t ry c o ve ra g e  h o ld in g  d o w n  
ce n t ra l co st s . 

         

What do you believe are the 3 most important 
priorities for the IPRN, as an organization? 



➔ Increase num ber of m em bers, increase 
Kn o w le d g e , b rin g  n e w  b u sin e ss  t o  m e m b e rs . 

➔ To  sh a re  c lie n t s , t o  sh a re  e xp e rie n ce , t o  in vo lve  
e ve ryo n e   

➔ To  g ive  a cce ss  t o  c lie n t s  t o  a  g lo b a l n e tw o rk 
w ith  lo ca l p ro fe ssio n a ls  To  m a ke  g lo b a l P R 
p ro je c t s  a ffo rd a b le  a n d  a cce ssib le  t o  c lie n t s  To  
a d d  t o  t h e  ca p a b ilit ie s  o f in d ivid u a l a g e n c ie s 

➔ Brin g  in  n e w  b u sin e ss  t o  it s  p a rtn e rs . Sh a re  
kn o w le d g e /b e n ch m a rkin g . Mo t iva t e  n e tw o rkin g  

➔ b u sin e ss  g e n e ra t io n  a n d  e xch a n g e   

➔ Do  yo u  m e a n  a re  o r sh o u ld  b e ?  Are : Din in g  a n d  
w in in g , t o u rism , so c ia l in t e ra c t io n  Sh o u ld  b e : 
In t e rn a t io n a l b u sin e ss , Re p u ta t io n  a s  
in t e rn a t io n a l n e tw o rk, Th o u g h t  le a d e rsh ip  in  
Co m s 

         

(Cont inued) 

➔ Get  aw areness st rive for qualit y exchange 
expert ise 

➔ Know ledge / Collaborat ion  / In ternat ionalizat ion  

➔ Grow  the netw ork. Share best  p ract ices. Prom ote 
the agencies w ith in  the netw ork / d rive visib ilit y 

➔ Com m unicat ion  support  for other m em bers. 
Reg ional/local in form at ion  and know ledge. 
Differences/changes in  com m unicat ion  m ethods, 
count ry to count ry. 

➔ Geograph ical representat ion  Com m unicat ion  
Bet ter in ternal organ izat ion  

➔ Grow th , sustainab ilit y in  it  w orks, custom er 
orien tat ion  



Know -h o w /kn o w le d g e  t ra n sfe r  

Go o d /Re lia b le  co n n e c t io n s 
w o rld w id e  

In t e rn a t io n a l b u sin e ss  g ro w th   

In t e rn a t io n a l re a ch  

Lo ca l m a rke t  e xp e rt ise  

W o rld w id e  Exp e rt ise  

Glo b a l re p re se n t a t io n  

Ne tw o rkin g  In t e rn a t io n a lly  

Su p p o rt  

Co lla b o ra t io n   

Tru st  

Co m m u n ity 

Le a rn in g   

Re se a rch  

Op p o rtu n it y 

Ne w  Bu sin e ss  

Co m m u n ica t io n   

Be st  P ra c t ice s  

In t e rcu lt u ra l Exch a n g e  

P ro fe ssio n a l n e tw o rk 

Co lla b o ra t io n  

Co st  

P e o p le  w ith  p a ssio n  o f P R 

St im u la t in g  
 
To u rism  w ith  lo ca l g u id e s  
 
Re p u ta t io n  
 
Fle xib ilit y 
 
Ra p id it y 
 
Nice  t a lkin g  w ith  e ld e r a g e n cy 
o w n e rs  
 
Glo b a l p o sit io n in g  in  n e w  
b u sin e ss  p it ch e s  (a b ilit y t o  sa y w e  
a re  a  m e m b e r o f a n  in t e rn a t io n a l 
n e tw o rk) 

What 3 words come to mind when you think about 
what the IPRN provides for members? 



 
 
 

➔ Form idab le, Global Indust ry Leaders 
➔St rong  Professional Business Com m unity 
➔Global Med ium -sized businesses (posit ive) 
➔Good netw ork for business 
➔ Leadersh ip , Innovat ion , Collaborat ion  
➔Global Diverse Relat ionsh ip  driven 
➔ Independent , ow ner-m ot ivated com panies 
➔Global com m unicat ion  support  
➔Outdated Experien t  In ternat ional 
➔Global, expert ise, custom er orien tated 
➔ Independent , good service, flexib le 
➔Unlim ited  Tru th fu l Com m unicat ion  

 

➔ Largest  Proven Qualified  
➔Creat ive, innovat ive, dow n to earth  
➔Cooperat ion , in teg rat ion , borderless 
➔Global, Independant , In ternat ional 
➔Old, Slow , Stab le  
➔Global, p roact ive, t rustw orthy 
➔Netw ork, business, benchm arking  
➔ In ternat ional approach, being  independants 
➔ Lead ing  in ternat ional PR netw ork Lead ing  the 

d ig ital t ransform at ion  in  Com s Thought  leader in  
Com s 

➔w e are all in  the netw ork to rap id ly get  qualitat ive 
business out  to experienced partners 

Use three words to describe the overall IPRN Brand. 
(Th is  ca n  b e  a sp ira t ion a l.) 



 
 
 

➔ the in ternat ional netw ork helps com panies in  
their in ternat ional expansion 

➔Global reach Expert ise in  local m arkets around 
the w orld  Experienced leaders 

➔Bring  the m ost  know ledge and best  p ract ices 
from  independent  agencies around the w orld  

➔ is g lobal ... long  experience in  d ifferent  indust ries 
... potent ial support  in  m any m arkets 

➔ The m em ber has access to g lobal 
com m unicat ions know ledge as w ell as a netw ork 
of g lobal agencies that  share a value system , w ork 
eth ic and standard  of service. 

➔ cred ib ilit y of the agency as it s a part  of the 
netw ork 

➔ Local know ledge - p rofessional resu lt s led  
ach ievem ents  

➔ professional and reputab le agencies located 
across the w orld  provid ing  g lobal com m unicat ions 

➔ they have a g lobal netw ork that  can support  
them  in  the processes of in ternat ionalizat ion . 

➔ they can use the huge know ledge and experience 
of the netw ork beh ind it . 

➔ good rat io betw een price and value of service 
➔ no m at ter how  sm all or large a brand is, the 

peop le beh ind IPRN know  w hat  it  takes to m ake 
the voice of the brand heard  in ternat ionally. 

➔ t rust  local know -how  independent  PR bout iques 

Brands should work with an IPRN member  
agency because… 



➔ They see synergy and com m on standards and 
d e sire s  t o  sh a re  e xp e rie n ce  (t h a t  is  n o t  t h e  s it  n o w ) 

➔W e  ca n  t a p  in to  t h e  IP RN n e tw o rk fo r re g io n a l 
su p p o rt  fro m  t ru st e d  a g e n c ie s . [Fo r m e , t h e  
ke yw o rd  is  "ca n " - h a vin g  t h e  n e tw o rk h e lp s  m e  in  
n e w  b u sin e ss , b u t  w e  o ft e n  d o n 't  n e e d  t o  le ve ra g e  
t h e  n e tw o rk. P ro sp e c t s  ju st  w a n t  t o  kn o w  it 's  
a va ila b le   
if n e e d e d .] 

➔w e  a re  fa s t  w e  a re  re lia b le  w e  h a ve  e xp e rt ise  

➔W e  a re  m o re  e ffic ie n t , fle xib le , a g ile  a n d  co st  
e ffe c t ive  

➔w e  a ssu re d  in t e g rit y, e xp e rie n ce  a n d  
p ro fe ssio n a lism . W e  a re  a b le  t o  co o rd in a t e  o r 
m a n a g e  a  g ro u p  o f a g e n c ie s  fro m  d iffe re n t  
co u n t rie s , la n g u a g e s a n d  cu lt u re s , t h u s a d d in g  
va lu e  to  t h e  p ro je c t . 

➔At  t h e  m o m e n t  t h e re  is  o b vio u sly lit t le  re a so n  t o  
d o  t h a t . Oth e rw ise  t h e  m e m b e r a g e n c ie s  w o u ld  
b e a t  t h e  m a rke t . 

➔w e  a re  fle xib le , in d e p e n d e n t ,  

➔Qu a lit y g u a ra n t e e . Be st  p ra c t ice  re fe rra l. W W  
p re se n ce  

➔ Th e y kn o w  th e ir m a rke t s  Ha ve  a cce ss  t o  lo ca l 
p ro fe ssio n a ls  w h o  kn o w  th e ir lo ca l m a rke t s  a n d  
la n g u a g e s Th e y a re  h u g e ly co lla b o ra t ive  



➔Gives m y agency, local expert ise around the w orld  
➔ Th e  IP RN is  a  g lo b a l n e tw o rk o f o w n e r-le a d  

a g e n c ie s  t h a t  sh a re  kn o w le d g e  a n d  skills  a n d  
co lla b o ra t e  o n  g lo b a l s t ra t e g ie s  a n d  
im p le m e n ta t io n . 

➔ IP RN is  a  n e tw o rk o f P R a g e n c ie s  g lo b a lly 
➔ In t e rn a t io n a l co n n e c t io n s w ith  o w n e r le d  a n d  

m o t iva t e d  a g e n c ie s   
➔A g lo b a l n e tw o rk o f p ro fe ssio n a l a n d  re p u t a b le  

co m m u n ica t io n  a g e n c ie s , w o rkin g  w ith  B2C a n d  
B2B b ra n d s a n d  p ro vid in g  P R a n d  m a rke t in g  
se rvice s . 
 

 

 

➔ It  is one of the largest  in ternat ional netw orks of 
independent  com m unicat ion  agencies. 

➔ IPRN is a w orldw ide netw ork of PR agencies, 
w h ich  accom pany their clien ts w ith  enorm ous 
know ledge and experience in  successfu lly 
ach ieving  the join t ly developed goals. 

➔w e are a g reat  com m unity w ith  agencies w ho are 
very engaged and custom er orien ted. 

➔w e are independent  netw ork that  p rovides to 
custom er all over the w orld  h igh  resu ltas in  
com m unicat ion  field  

➔ IPRN supports in  find ing  the righ t  w ay and 
agency to com m unicate in ternat ionally.  

You’re at a cocktail party and someone asks you 
what IPRN does. Describe the organization in a 
single sentence. 



➔ IPRN is an  in ternat ional PR netw ork that  
co n n e c t s  P R lo ca l a n d  in d e p e n d e n t  a g e n c ie s  t o  
sh a re  kn o w -h o w , b e st  p ra c t ice s  a n d  p o t e n t ia l n e w  
b iz o p p o rtu n it ie s  

➔ IP RN p ro vid e  lo ca l kn o w le d g e  a n d  g lo b a l re a ch  
fo r a ll o u r c lie n t s  w h o  d e m a n d  se le c t ive  m a rke t  P R 
p ro g ra m m e s. 

➔Give s a  ch a n ce  t o  kn o w  m o re  a b o u t  m a rke t in g  
a n d  p r b u sin e ss  a c ro ss  t h e  g lo b e   

➔ It  is  an  in d e p e n d e n t  n e tw o rk o f P R p ro fe ssio n a ls  
a c ro ss  t h e  g lo b e  t h a t  co lla b o ra t e  t o g e th e r t o  m a ke  
g lo b a l p r a ffo rd a b le  a n d  co m m e rc ia lly su cce ssfu l 

➔ To p  g lo b a l in d e p e n d e n t  P R a g e n cy n e tw o rk 
co m m u n ica t io n  co n su lt a n cy  

➔ It  is  a  n e tw o rk o f in d e p e n d e n t  a g e n c ie s  a n d  g ive s  
o u r cu sto m e rs  a cce ss  t o  o th e r m a rke t s . 

➔ w e  a re  a ll in  t h e  n e tw o rk t o  ra p id ly g e t  q u a lit a t ive  
b u sin e ss  o u t  t o  e xp e rie n ce d  p a rtn e rs ... n o t  t o  g e t  
b u sin e ss  in  

➔ A g lo b a l o rg a n iza t io n  o f P R in d e p e n d e n t  e xp e rt  
e n t re p re n e u rs re su lt s  a n d  kn o w le d g e  o rie n t e d  

➔ Co n n e c t s  in d e p e n d e n t  a g e n c ie s  t h ro u g h  a  g lo b a l 
n e tw o rk, e n a b lin g  u s  t o  se rve  c lie n t s  t h a t  m a y 
re q u ire  co m m u n ica t io n  su p p o rt  in  lo ca l m a rke t s . 



➔ An engaged ow ner t hat  act ively p it ches for b rands and 
c lie n t s  t h a t  ca n  g a in  va lu e  fro m  t h e  IP RN a n d  w h o  u se s  
t h e  IP RN a s  a  m a rke t in g  t o o l fo r t h e ir o w n  a g e n cy. 

➔ a g e n cy h a n d lin g  g lo b a l b ra n d s  w it h  d iffe re n t  
g e o g ra p h ie s   

➔ I e xp e c t  yo u  m e a n  'w h o m '?   
➔ An  a g e n cy w a n t in g  t o  g ive  w o rk t o  o t h e r m e m b e rs  a s  

o p p o se d  t o  e xp e c t in g  t o  re ce ive  w o rk An  a g e n cy 
p re p a re d  t o  b e  a c t ive ly in vo lve d  a n d  h e lp  p ro m o t e  t h e  
n e t w o rk 

➔ Th e  o n e  t h a t  g ive s  kn o w le d g e  t o  t h e  n e t w o rk a n d  h a s  a  
m e d iu m  / lo n g -t e rm  p e rsp e c t ive  in  t h e  re la t io n sh ip  w it h  
t h e  o rg a n iza t io n . 

➔ Do n 't  u n d e rs t a n d  t h e  q u e s t io n . 
➔ m a n a g e r o w n e d  re lia b le  e xp e rt  n o t  fo cu se d  t o  g e t  

b u s in e ss  in  fro m  t h e  n e t w o rk 
➔ A m id d le  s ize  P R t o p  a g e n cy in  h is  co u n t ry o f o rig in . 

Exa m p le s  in  IP RN: JP A He a lt h  (in  t h e  USA), JP  KOM (in  
Ge rm a n y), Ce n t ra l (in  P o rt u g a l), Eve rco m  (in  Sp a in ), 
Ne xu s  a n d  McOn ie  (in  t h e  UK), P R P a rt n e r (Ru ss ia ), e t c . 

➔ m id  s ize  a g e n cy (20 -30  p e o p le ), h ig h  re p u t a b le  o n  t h e  
p a rt icu la r m a rke t , p ro a c t ive   

➔ IP RN´ s  id e a l m e m b e r is  a n  o w n e r-m a n a g e d  a g e n cy 
w it h  a  sm a ll t e a m , w h e re  co n su lt a t io n  b y t h e  o w n e rs  a re  
s t ill p ra c t ice d . 

➔ A co lla b o ra t ive  a g e n cy t h a t  w a n t s  t o  b e  a  p a rt  o f a  
g lo b a l o rg a n isa t io n , w h ich  h a s  s t a ff t h a t  a re  w illin g  t o  
sh a re  id e a s  co lla b o ra t e  t o g e t h e r a n d  d e live r g re a t  w o rk 

➔ A m e d iu m -size  lo ca l P R co m p a n y w it h  in t e rn a t io n a l 
b u s in e ss  

➔ A le a d in g  co m s a g e n cy in  t h e  re g io n a l m a rke t . A le a d e r 
in  d ig it a l co m m s. A t h o u g h t  le a d e r w it h  n o ve l p o in t  o f 
vie w s in  t h e  m a rke t . W it h  a  fo cu s  o n  h e a lt h ca re , co rp , 
b 2b  a n d  t e ch  co m s 

➔ s t ill n e e d  t o  u n d e rs t a n d  m o re  a n d  kn o w  m o re  t h e  
a g e n c ie s   

➔ An  sp e c ia lis t  m u lt ise c t o r a g e n cy. 

➔ P ro a c t ive  a n d  w illin g  t o  g e t  n e w  c lie n t s  

➔ In d e p e n d e n t  firm s w it h  >8 , <10 0  e m p lo ye e s  

Who do you believe IPRN’s ideal member is? 



➔ In ternat ional com m unicat ions com m unit y  
➔ Glo b a l, h ig h ly skille d  co lla b o ra t io n  
➔ Ne t w o rk 
➔ In t e rn a t io n a l in d e p e n d e n t  a g e n c ie s  
➔ In t e rn a t io n a l co m m u n ica t io n s  w it h  p ro fe ss io n a l 

a g e n c ie s  
➔ Be  t h e  la rg e s t  n e t w o rk o f in d e p e n d e n t  a g e n c ie s . 
➔ A b rig h t  fu t u re  fo r t h e  c lie n t s  a n d  it s  m e m b e rs . 
➔ Lo n g  d is t a n ce  a g e n cy n e t w o rk 
➔ Sm a rt , e xp e rie n ce d  le a d e rs  in  m u lt ip le  m a rke t s  
➔ Be st  in d e p e n d e n t  P u b lic  Re la t io n s  n e t w o rk w it h  

s t ro n g  ca p a b ilit ie s  t o  re a ch  g lo b a lly  
➔ g lo b a l n e t w o rk o f P R a g e n c ie s  

➔ Fo r it s  c re a t ivit y in  co m m u n ica t io n  
➔ Lo ca l kn o w le d g e , g lo b a l re a ch . 
➔ In t e rn a t io n a l ca m p a ig n s  ru n  su cce ssfu lly 

w it h in  t h e  b u d g e t   
➔ Co lla b o ra t io n  a c ro ss  g lo b a l b o u n d a rie s   
➔ Bu sin e ss  o p p o rt u n it ie s  g e n e ra t io n  
➔ Th o u g h t  le a d e rsh ip  in  d ig it a l t ra n sfo rm a t io n  
➔ Re lia b le  
➔ Effe c t ive  in t e rn a t io n a l co lla b o ra t io n  
➔ Co lla b o ra t io n  
➔ co o p e ra t io n  a n d  t ru s t  

If the IPRN could be known for ONE thing,  
what would it be? 



➔ IPRN is a in teg rate by m id  size agencies, dynam ic 
a n d  m a n a g e  b y t h e  o w n e rs .  

➔ in d e p e n d e n t  e xp e rt ise  d rive n  b y t h e  o w n e r 
m a n a g e rs  

➔ IP RN sh o u ld  h a ve  m o re  e ffe c t ive  a n d  m o re  
m o d e rn  co m m u n ica t io n . 

➔ Ow n e rs  a re  d e e p  in vo lve d  in  p ro je c t s  = d ifficu lt  
p ro je c t s , h ig h  va lu e  o f e xp e rt ise / re co m m e n d a t io n  
fo r e xe cu t ive s  

➔ m o re  ca lls  a n d  w a ys  t o  co n n e c t  re m o t e ly a n d  
sh a re  d u rin g  t h e  ye a r  

➔ It  is  a n  o rg a n isa t io n  t h a t  frie n d ly co lla b o ra t ive , 
in d e p e n d e n t  a n d  e n e rg ise d . It  is  su p p o rt e d  b y 
b u sin e ss  le a d e rs  a n d  le d  fro m  t h e  t o p . 

➔ Fo r su re , IP RN is  la ckin g  a  re le va n t  p u rp o se  - o r t o  p u t  
it  in  m o d e rn  b u sin e ss  la n g u a g e : a  Ma ssive  
Tra n sfo rm a t ive  P u rp o se  fo r a  d is ru p t ive  b u sin e ss  
e n viro n m e n t . 

➔ w ill t ry t o  g e t  c lie n t 's  vie w s 

➔ Hig h ly skille d  P R a n d  Co m m u n ica t io n  Ag e n c ie s  / Gre a t  
in t e rn a t io n a l e xp e rt ise  / Re lia b le  a n d  e xp e rie n ce  p e o p le  / 
Exce p t io n a l a c t ivit ie s  / Co lla b o ra t io n  Sp irit  

➔ Re in fo rc in g  m y co m m e n t  in  q u e s t io n  4 , t h a t  t h e  
n e t w o rk is  m o st  h e lp fu l w h e n  co m p e t in g  a g a in s t  
n e t w o rk firm s fo r n e w  b u sin e ss . Brin g  p a rt  o f IP RN h e lp s  
re a ssu re  p ro sp e c t s  t h a t  w e  ca n  d o  lo ca l m a rke t  w o rk, if 
n e e d e d . 

Is there anything else that you would like to note when 
thinking about the positioning of the IPRN? (op t ional) 



Tak eaw ays 



 
 
 

Global 
Rep resen t at ion  

 
(Lo ca l Ma rke t  Exp e rt ise , 

In t e rn a t io n a l Re a ch , 
Co m m u n ity) 

 
 
 
 
 

Opport un it y 
 

(Acce ss  t o  Lo ca l Ma rke t s , 
Ne w  Bu sin e ss , Su p p o rt ,  

Co n n e c t io n s W ith  Oth e rs) 

1 3 

 
 
 

Best  
Pract ices  

 
(Kn o w le d g e  Sh a rin g , 

Ne tw o rkin g , kn o w -h o w ) 

 

2 

The value IPRN offers its’ ideal member agency. 



The IPRN brand in 3 words. 

2 
Form idab le 

 
Flexib le 

Independant  
St rong  

Innovat ive  
Collaborat ion  

Mot ivated  
Driven 

3 
Proven  

 
Oldest  

Custom er Orien tated  
Qualified  
Expert ise 

1 
Global 

 
Large 

In ternat ional 
Diverse 

Borderless  
 

 



Best  Pract ices, Globally 
(Global In ternat ional Com m unity, In ternat ional Independent  
Agencies, The Largest  Netw ork, Long  Distance Agency Netw ork, 
Local Know ledge, Global Reach, Thought  Leadersh ip , Collaborat ion , 
Trust )   

If the IPRN could be known for ONE thing,  
what would it be? 



The IPRN is a g lobal netw ork of ow ner-le a d  
a g e n c ie s  t h a t  sh a re  e xp e rt ise  a n d  co lla b o ra t e  
o n  g lo b a l P R st ra t e g ie s  a n d  im p le m e n ta t io n . 

IPRN one-liner. 



Ow ner Managed  
A m id  s ize d  a g e n cy (20 + e m p lo ye e s) 
A le a d in g  a g e n cy kn o w n  fo r b e st  p ra c t ice s  
A co lla b o ra t ive  a g e n cy 

Ideal member. 



Messag ing  Fram ew ork  



Act  faster, st rateg ize bet ter, and create g lobal PR cam paigns 

Th e  IP RN is  a  g lo b a l n e t w o rk o f o w n e r-le a d  
a g e n c ie s  t h a t  sh a re  e xp e rt ise  a n d  co lla b o ra t e  o n  

g lo b a l 
P R s t ra t e g ie s  a n d  im p le m e n t a t io n  

Be st  P ra c t ice s  Glo b a l Re p re se n t a t io n  

Kn o w le d g e  Sh a rin g  Lo ca l Ma rke t  Exp e rt ise  Tru st e d  Re la t io n sh ip s  Glo b a l Re se a rch  

In t e rn a t io n a l P R Ne t w o rk  
Glob a l P R/Com m s Ag e n cy Ne t w ork  

4 7 
Ag e n c ie s  

30  
co u n t rie s  

P ro je c t  o f t h e  Ye a r — 
o ffic ia l IP RN a w a rd s  

Op p o rt u n it y 

Ow n e r-Ma n a g e d  
Ag e n c ie s   

Core  
Com p a n y 
Asse t s 

Use   
Ca se s 

Un iq u e   
Ch a ra c t e rist ic s 

Bu sin e ss  
Im p a c t  

Use  fo r... 

De sc rip t ion  
o f w h a t ’s 
o ffe re d  
(Ele va to r 
P it ch ) 

25 Ye a r Tra ck Re co rd   
(s in ce  1995) 

In t e rn a t io n a l 
Exp a n sio n  

Glo b a l In t e g ra t e d  
P R Ca m p a ig n s  

Bu ild in g  
Cre d ib ilit y  

Tra in in g  St a ff in  
Be st  P ra c t ice s   



➔ Messag ing  and  Posit ion ing  Fram ew ork 
t o  b e  se n t  t o  a ll m e m b e rs  fo r fe e d b a ck 

➔ Ch a n n e l V Me d ia  t o  cre a t e  in sp ira t io n  
d e ck a n d  in it ia l w ire fra m e s fo r w e b sit e  
d e sig n  

➔ Ch a n n e l V Me d ia  t o  h a n d  o ff w e b sit e  
d e sig n  t o  Bin sfe ld  

Next Steps. 



Thank  You  
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