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Government relations

Employee relations

Community relations

Association relations

[X]-1 Three Forces of Hyper—globalization
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The three forces of hyper-globalization

Economic force:
) Expansive growth in global trade, and cross-border economic
integration

Human communication via the Internet force:

® Instant nature of global communication via social media and the
Internet are changing norms of human communication, blurring
sociocultural barriers

Technological disruptive force:
® New innovations in technology driven by IoT. big data. and AT are

bringing massive economic and rapid social change. leading to the
coming world of Singularity

[X]-2 Three Forces of Hyper—globalization

DED, N ASALRREESED b OIIEROREER
BOa"—AL LIZbDIZE EE b0, fR2ie il

BEbol N0z a=lr—yva UFRERA V&2 —
o FOBIZIT X0 RERIC AL L, EER, wE, =
UV a— & —Tp EOHEANEHNT L D BB R DR
BINTNDZLITERT D EZE26NTVD.

3. WAELHEBNTYyYy-YyL—vavX
(PR) #3:

(1) BEEINTELPRCISTYvY - 1JL—32XK)
JAFDOLEBY BARONT Y v« JLb— g XD
BT, ZORFIZI945FE DI X 5 6Ho (5 FHEL
RICHDZENTE D, WL, INERBEICE D 7Y
v o U b—ya U ANIRE LR SN RG2S &
HON, KENL LTINS NRT Y v s Y L—va
> RDMEF R T D T B ARRIZR AR SN,
NRTZY w7« JL— 32X (PR ITHBEGCGHQIZLY
HAITHREI T SHUT2D3, 19202 7 T v v R ks
FINPEHE SN, GHOAMAGE L7z = & THPIZES A A A B
NENE CREFRAEBS 5T v 7 - Jb—T3
VADMEHR e HASALORNORBE SN T LE -, *
T KPR ERE 3 E OPREB DNIRGHEED 72D DTk
ELTNT YT NFEEL 72D EIR - IS ERRE S
A SN RN TE Y |

PRIZ, Ekx 7eRERRE & o< D05 OfFH~
ok A&ERDL, @V HREE &L big, REDST
TABEEE] L, BHY - BAERROT-OO R/ L
—ari T =RV AU (BURMERESD) AT
LY.

2 FSOREER

2liZe S — VUL RERT HBIE, ZRIE £S5
B H3EEREE T, TRGEME U7V, BIHEEAE U
20 R TE SR THPICEIE SN2V L D IZH
SETIRL, SFo T DM, aIa=r— a7k
HEHAADZ L, FHFLEDLITHEH - TN X
PIZEET 5. ZOXOIBGRICL—rardy .
YRIAY N THHNNTY v e Y L—ra R e
—LVE VR ABZEITL TN TR L 25 TL 5.

INFETREREICBTD REER) L LT,

A TE) & TER O4OBFET TS
0, JTa—sYLE VR AR FIZBWT, ERITIND
WINZEEDOREERE LT (XT Y s - JL—ig
VAR BEFTND (K-3) .

HARMCIE, el TA) ZEXm vy 7 R—
ZRED, WO — B R e EOMEE D DT DT T
YTV TEITHZET ) BREE RS, [Be)
CLWIHFERZA L _AK— - JL—3 52X (Investor

’



Relations) DF VW IREWH L TEETESE LV LEIC
PRT 5. MER 1L, A ¥ —%y MettEoFRT
MHEEEFFOZ LI Lo TiFHROTtEE KL< L, H5
NDITHEROBP I DAREMEDO B MERZZH L T, £
LTS52HD 7w 7« JLb—a X 1TEDOF
ETRRROASDIFRAZEEE BT, 2 olifwAad 2 FE
Thb.

£/

FAl
—ER (Employee Relations) : ;f gzﬁﬁffiﬁz?[}ifé
HERLORFRIL—IVX = EEOEE =
DR THEERE
B PR

4ODRERR(N-E/-&-1§

]) OEREBRIELIZ5Z THE .

SHICHBMICHEESERAR
DIFO—HRERESED

I&#
SRy RICHEITHEREEPR
ARAZa =7 —av( L DiER
DEMER

[
—IR (Investor Relations):
HEER-KELBEELCES
REPREORMBEDN R
R

-3 PRIF TA) T/ &) MEH Z2HET

D55 5 DREEEIR

T s Y L—g o B A RGER DT
DITHIEVEZ A LT D Z 2D B 2SRTREIZR Y,
[RIFRF AR B R E B b 5 2 & T 157D |
DORREE BRSO Z LTS, ERNM T/ r— e
PR AEHITL TN BT, A — R EBRICRSETE
LT w7 e b g 2 RITIRET & S 2 T
RFEELNZD.

() BOEEETV

EHE, InFETT Vs - JL—v a3 X (PR
TR\ THOEI R O DA% 13 U D BURFIRS,

A7 EHRIAV Y BF ORI L CEE L G X %
SERa VT g IO AR AR L T 2
I LImEERMIEEN 2B L C, 2T ) v s (AT —
JIRNE—=) LOMDY L— gDy e XA
b (BAFRBURMEDMERS - B8R) a7 &35/7 U v
7 e )= g VRITONT,  HE AR A R
BECHESCHMZZENKT D, Haf#l) cXxbhiz
PGt a S 2= — g & THEMEE] 23—
2ELTEY b—va X (BREE) 1E8)) ThodeE
#L, THCEEET L] LHRLTWS (K4) 7.

Substantial

X

Reactive

Proactive

Superficial

X4 Self-Correction’ s Four Areas

ZIVE CTENTORBYEHE BRI 20 < Db FENT
T&EED, HETDVESOBEREREOERT, X2
INB3IDOX—U—RERRETH TV v - UL
—a X (PR) ORFEIZEDHDTHD EWV->ThHil
STIERV. EFRIFINAN— e T a—NT =g D
FLWEREELTD BX, F2IT10E KL OMAZ
WCDOWC2HMTIEL i Z L, IRETHEV TR
B — FEDRDHNTEY, M, 5w, BOEEL
HELIE AT Y w7« U b—3 g 0 XOREZ LIZiEst
JRTEZRN,

4. TO—/NILAMBERDT-ODEE

H=EE, TV v r - YLb— a3 A (PR) DOHEY
F L L THERD b BARDOHE I ZHMEE 72 DTN B Rk
BN, DEV D L—yari vy T vk P AL MELE
KL TWD. 2L, [EFs s TORttE & 55D
HBo TV 20IE, Z<DAEARAR b O, T
AN s INTF v —REEREELODY, B—arT IR
ke IVF ¥ —2FITHOTEZ L HEEL RS,

WEAARIC L - THEBROMEE, 222 L,
ra—r R EAEZRLS ZEoTE D NEHEERA
MBI Ths. EHITYV v - JL—a A0
W%, SHEBENLO [EFRHE) 2k, TAX
— A TIHAEEZ TRV ZEE2HZ, a2 A
HETIT—ELE 7Y w7 - U lb—v g AHH)
TwEE, WME, BOEEOM A SE 5 Z & T,
oML LT, N1 5 M OBERROEEM 22 T
VSR

FroA = Ta—RY P — g L OFTREEN
UM b 2 S M o flfiE@l 4 B b HIER SR D — B
& LTHRARIC Y 2T F T ICB | E N TWNT 5 X 9,
rAECEEET V) (K5 OFREEREHEL TV 5.

Two-way communications
Feedback

Subject

Stakeholder/

Organization Targeted Public

Action & Communi ication

Environment (Internal/External)
Indicating Status of General Public
and all Phenomena

[X|-5 Self-Correction Model of Public Relations

LR, fIE 7Y v 7 L—varX] (HA
FEEmAL - BE20R20154F) O HRERERD LI OB G HAE
VRV, FETHTICHNE U SEEELE A3 I, K



7 R DRoutledge (77 FLvY) LY HRKSHTH
2.

FEIRT Y v -V L—Ta X (PR) OHMFE
& L TIERN S BARDOHEBE L7 DI NFBIHRESHRE
71, DFEV IV L—ariyT XA NEEEZ
TW5.

AARDEE S OO E & L RfRAE AT Z L 72 < JED
BoTW DI, BRRL7ZESIZZ< DERAR S
ONA AT T AN ANF Y —IRKENOLHELT, =
—aATITAN INTF ¥y —HIIOFDHT L EEL
5.

MMBERTIE, 2004FICRRRHRT T/ e — it
IZBT DR D Y — 2 —F k% BB HE 4> TU
K, HEBRFRTRE, EEREEKT, MEHRRTPER
FRETRT Y w7 U =g CRHEEOEAEKY,
fRF~HBILR LTS, SR IRz U TR
B, PHEE, &L TUNARTO T#E (297) HE)
DB MATIEE Vo - EOAEFELERE AT D37
w7 e Y b—Ya VAHEEAT Y 27 N lpE S
TW5%.

5 #bHbYIc

NT Y w7 ) b—va r AT —REERESOF
THAENINDFETHS. MMELIT AED AL L7220
AT, Ta sl e b Rz FIZE2A TN .
H B E s — ARICE 2 7-BHERIZ LD 10T,
FEER N BERH SNTAEEIX S IT0H CEETIE R, AR

FaaENTWD R TH IR Clask 2 2 TR 2%
L, 1ESM R 2 B 2B Ko TN 5.

INFECEEOMAIZIE SO TR EH S Axizl
ST, EEPH AT Y v 7 - J1L— 32X (PR)
DRI TS DA 3=« T — Y B
—a VERICHSR T 872 T T v R AR— Al AeiuR
EHE ST 5.

SE R

MHAZEE: TV IV L—a X" | HARER
*t, 2006

RIHZEE: “NA NN~ T BT —RY =3 D

FTEETWVRIZAEZHRS 2, ATIREIL®R 6 H 7,
pp.16-17,2018.

[3] Bhagwati, J. N., “In Defense of Globalization”, Oxford Uni-
versity Press, 2004.

[4] Subramanian, A. & Kessler, M.,“The Hyperglobalization of
Trade and Its Future”, Peterson Institute of International
Economics, 2013.

[5] Inoue, T.,“ Public Relations in Hyper-globalization: Essen-
tial Relationship Management-A Japan Perspective”,
Routledge, p. 12, 2018.

[6] B LT “PROBXFHFEHV I | HFELL p19,1951.
MHPzLE: “RTVw7 - VlL—varXBITDHH

CEIEET /L (SCM) ([ZBT 2% — B CAEIEITENC
BT DERDEL L RHIRGE , R HRFZRFEBREA
i E F T RHE L2003 3C, 2008.

(81 Hz k& ¢ TRAEM) Lixkic)?” , PHP #fF%E
7, pp.207-210, 2009.

[9] 24552 (3 i) , http://item.jd.com/12281330.html

PUBLIC RELATIONS IN HYPER-GLOBALIZATION
RELATIONSHIP MANAGEMENT TO ACHIEVE YOUR GOAL

Takashi INOUE

Here at the start of the 21st Century we are surrounded by forces that are transforming us and our-
society into something significantly different from that of the past. The Internet has rapidly devel-oped
and become an integral part of our day, especially in our participation with others around us and through-
out the world through all the many social networks (SNSs) of this new digital age. How we communicate
with others determines much about us as human beings, and social media has changed that. In the past
journalists gave us a view of the world, but today we also are bombarded by fake news. Globalization of
business has gone beyond just an unprecedented levels of interna-tional trade to a world of a highly inte-
grated global supply and manufacturing chain. New technolo-gies are evolving from the Internet, big da-
ta, and Al (Artificial Intelligence) that are bringing very rap-id and disruptive change. The world has al-
ways been one of various stakeholders, with different views and goals, some of which are competing and
conflicting. That remains true, but in this new age stakeholders are now globalized. For Japan to meet the
challenge of this new environment it needs to learn the skill of communicating to these global stakehold-
ers by switching from its familiar use of high-context communication to low context, and to more widely
use the power of public relations, which is the most effective and efficient means to survive and thrive in

this new world of hyper-globalization.



