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Loss ofpower leaves Americans 
angry, not apathetic, 9/2 

Partnership For Drug-Free 
America uses language of 
target audience, 9/9 

People want to participate in 
policy setting, 9/23 . 

Environmental issue leads corps . 
to establish formal environ­
mental policies, specific 
committees, 10/28 

but methods differ, 10/14 
"Suggestion box" tops lists of 

feedback methods, 10/14 
Cutting edge developments, 

theories & innovations in pr 
today, 10/14 

Issue anticipation methods, 
10/14 

Risk comn programs or crisis 
response plans? 10/14 

Employees perception of CEOs' 
understanding & apprecia­
tion ofpr's role, 10/14 

Professional society member­
ships of respondents, 10/14 

Median salaries by age & 
gender, 10/21 

steps to take. 9/16 
Prof'l society memberships of 

survey respondents, 10/14 

TRENDS 
Baby boomers don't read 

newspapers, pub'ns, 8/26 
Ethics codes help balance com­

.peting interests, 11/11 
"Outlook '92" forecasts trends & 

latent issues, 12/9 

UTILITIES 
Saskatehewanutility involves 

customers & stakCbo1ders in 
energyoptionsprgm. 8/19 


