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Revising textbooks every three years brings authors to the reality of holding down
two jobs—one for the university and one for the publisher. With limited “life” of an
edition, on the surface it would seem that there’s not much to change for each revi-
sion. However, as each edition is scheduled to be sent to the publisher, there’s a last
minute flurry—trying to squeeze in new developments and deciding what to remove
in order to put in something new.

The real problem is that the field of public relations is changing and changing
swiftly. Mapping the growth and development of public relations practice and edu-
cation around the world is something we’ve been doing both academically and phys-
ically, and we all have rather ragged passports to prove it. You'll see more interna-
tional emphasis in this edition than in the previous one, although, like earlier
editions, the international aspects are integrated throughout the book. One reviewer
suggested we write an international chapter, but trying to confine all that is going on
globally and capture it in one chapter didn’t seem to make sense—globalism is af-
fecting everything about public relations from its definition to public understanding
of what PR is and does.

We also focus on international aspects in the materials we've chosen for Info-
Trac® College Edition, a new feature that Wadsworth is offering to amplify informa-
tion about a particular area of interest (additional information is available on Info-
Trac® that we wanted to incorporate into the text but didn’t have room for). This
on-line library offers a wealth of materials and is available 24 hours a day and up-
dated daily. And it gives us a chance to keep adding to the book’s knowledge base as
we discover new articles or changes in the field.

The fact that InfoTrac College Edition can be offered shows the degree to which
cyberspace has had an impact not only on the academy, but on everything we do—
particularly this is true in pubic relations. The facility of getting information to pub-
lics certainly has improved dramatically with the Internet. Organizations have Web
sites to communicate with any public who wants to log on, and Intranets that are se-
cured for use only by special publics, each as members or employees. The digital
world has changed the form and scope of all communications.

The positive aspects of this new world are as overwhelming to communicators
as a truckload of candy is to a three-year-old. But there is a downside. The Internet
has no editors, and anyone can put up a Web site. Organizations are having to com-
bat rumors spread in chat sessions and deal with mock Web sites that imitate an or-
ganization and attack it, often viciously. Misinformation abounds. While crisis man-
agers like to say each crisis offers an opportunity, some now could do with fewer
opportunities. Managing public relations is a good bit more complex than before.




PREFACE

B Perspectives

Our responsibility in This Is PR, 7th Edition, is to offer information that will be use-
ful to the experienced practitioner as well as to the new student just learning about
the field. We are objective in discussing communication theories and paradigms be-
cause we frankly don’t believe there is a perfect fit for all situations. Our approach is
comprehensive and provides a toolbox of useful information and examples to illus-
trate key points. There is a Glossary at the end of the text, which helps to clarify
terms and is useful as a study aid.

Traditions for This Is PR include easy readability and gender-neutral language. In
an effort to be sensitive in the use of language, we eliminated expressions peculiar to
the USA because we’ve used this book all over the world and know that some of our
readers—students, teachers and practitioners alike—live outside the USA.

As in previous editions, Part One sets forth some of the basic information about
public relations practice, gives a brief summary of its development and indicates
some trends that might predict the future.

This time Part Two begins with a chapter on publics because we don’t think you
can begin to think about public relations without that critical element. It then
moves into a discussion of the two types of public relations research—one for plan-
ning and the other for monitoring and evaluating.

Part Three discusses theories that are the underpinnings of public relations
practice, and then explores the ethical and legal environment for public relations
practice.

Part Four takes you into the strategies and tactics used in public relations prac-
tice. Here you'll find chapters on management, communication channels, tactics,
campaigns, cases and crises. The tactics, campaigns, cases and crises are just illustra-
tions to round out your understanding of the total picture of public relations prac-
tice. There are books devoted to these topics, so perhaps this exposure will invite
you to learn more.

As with earlier editions, we are also providing an Instructor’s Manual. This use-
ful instructor’s manual comes replete with detailed chapter outlines, objectives and
testing questions in a variety of formats.

B Contributors and Critics

A word of advice to those who have never written a book: Don’t try to do it without
lots of friends. We are indebted to many for contributing ideas, examples and sug-
gestions for changes. Especially good advice comes from students who are trying to
learn from the text and teachers who are trying to teach from it. Those are informal
reviewers. But, we also want to thank our formal reviewers for this seventh edition:
William Briggs, San Jose State University; O. Patricia Cambridge, Ohio University;
Melissa Motschall, Eastern Michigan University; John E. Guiniven, University of
South Carolina; Bill Dean, Texas Tech University; Ann Marie Major, Pennsylvania
State University; and Cynthia E. Clark, Boston University. And those for the sixth
edition were Pam Creedon, Ohio State University; Timothy Coombs, Illinois State
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University; Kathy Fitzpatrick, Southern Methodist University; and Gayle Pohl,
University of Northern lowa.

In the process of completing this book, we got a new editor, Karen Austin,
and the Wadsworth Communication team got a new executive editor, Deirdre
Cavanaugh. Fortunately for us, former editorial assistant Matthew Lamm, a wonder-
fully responsive helper, was a familiar voice on the phone; and assistant editor Ryan
Vesely also provided continuity. We want to express our gratitude, too, for the pro-
duction of the book to Julie Kranhold and thoughtful copyeditor Madeleine Clarke.
And thanks finally to our research assistant Dalia Hamed.

DN, JVT, DK
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THE REALITIES
OF PUBLIC RELATTIONS

Public relations practitioners should demonstrate a systematic approach leading to

measurable results.
KIRSTEN BERTH AND GORAN SJOBERG,
FROM QUALITY IN PUBLIC RELATIONS, ISSUED BY IPRA, CERP, ICO.

The public relations field, in all its variety, inventiveness, flamboyance and solemn
pretentiousness, can perhaps best be approached, at the outset, by an examination of

a representative sampling of its hardiest practitioners.
IRWIN ROSS, THE IMAGE MERCHANTS

Things start as promotions and when it goes beyond expectations and well beyond reason

and into the realm of semi-belief, you might term it “hype.”
HOWARD RUBENSTEIN, NEW YORK CITY PROMOTER QUOTED IN USA TODAY (AUGUST 31, 1993)

he mail box was full—the electronic mail box, that is, when the public rela-

tions practitioner found the correct connection for her laptop and plugged it

into the wall socket in Caracas, Venezuela. A case study that was due at a
London journal was getting some finishing touches by a colleague in Frankfurt, Ger-
many. The entire project was in the e-mail bag to be read and dispatched electroni-
cally to the journal. An anticipated crisis brewing in Belgium needed attention,
according to the on-site staff person who wanted her to call so they could discuss the
strategy.

The other messages involved meetings in Caracas, relays via the home office
from other worldwide clients, and a personal message from home. Prioritizing the
responses was the first choice she had to make, and the major decision every public
relations practitioner must make, because there is literally something to do every
minute—no “down” time and very little personal “space.”



PART ONE / ROLES, ORIGINS AND TRENDS AFFECTING THE FUTURE

Diversity of tasks and high pressure are part of
the public relations environment. Furthermore, for
individuals who are comfortable only in one cul-
ture, a career in public relations is less and less a re-
alistic option—if, indeed, it ever was. And, while
some people like to do only one thing at a time,
that never has been the case in public relations. It
is even less so now that businesses are reducing
staffs and having much of their work, including
public relations jobs, performed outside.

As the scenario illustrates, technology has
changed the way we communicate. It’s no longer
necessary to be “on site” to handle an assignment.
Business cards carry phone and fax numbers and
e-mail addresses, as well as physical location
addresses. The practice of public relations has
emerged in recent years as a global phenomenon.
The consistency of the practice, despite differences
in the social, economic and political climates in
various parts of the world, can be traced to the
growing body of knowledge about and the general
acceptance of what public relations is. The creator
of public relations’ international code of ethics,
Lucien Matrat, offers these thoughts:

Public relations, in the sense that we use the term,
forms part of the strategy of management. Its func-
tion is twofold: to respond to the expectations of those
whose behayiour, judgements and opinions can influ-
ence the operation and development of an enterprise,
and in turn to motivate them. . . . .

Establishing public relations policies means, first
and foremost, harmonizing the interests of an enter-
prise with the interests of those on whom its growth
depends.

The next step is putting these policies into prac-
tice. This means developing a communication
policy which can establish and maintain a rela-
tionship of mutual confidence with a firm’s multi-
ple publics.! [Emphasis ours.]

. \YHAT IS PUBLIC RELATIONS?

The public relations practitioner serves as an inter-
mediary between the organization that he or she
represents and all of that organization’s publics.

Consequently, the PR practitioner has responsibil-
ities both to the institution and to its various pub-
lics. He or she distributes information that enables
the institution’s publics to understand its policies.

Public relations involves research into all au-
diences: receiving information from them, advis-
ing management of their attitudes and responses,
helping to set policies that demonstrate responsi-
ble attention to them and constantly evaluating
the effectiveness of all PR programs. This inclusive
role embraces all activities connected with ascer-
taining and influencing the opinions of a group of
people. But that is just the communications aspect.
As a management function, public relations involves
responsibility and responsiveness in policy and infor-
mation to the best interests of the organization and its
publics.

The complexity of PR’s role prompted the
Public Relations Society of America (PRSA) to
define fourteen activities generally associated with
public relations: (1) publicity, (2) communication,
(3) public affairs, (4) issues management, (5) gov-
ernment relations, (6) financial public relations,
(7) community relations, (8) industry relations,
(9) minority relations, (10) advertising, (11) press
agentry, (12) promotion, (13) media relations,
(14) propaganda. PRSA’s definitions of these activ-
ities are listed in the Glossary.

Another organization produced a consensus
definition of PR much earlier than PRSA did. The
First World Assembly of Public Relations Associa-
tions, held in Mexico City in August 1978, defined
the practice of public relations as “the art and so-
cial science of analyzing trends, predicting their
consequences, counseling organizational leaders,
and implementing planned programs of action
which will serve both the organization and the
public interest.”

Yet another definition of public relations as
“reputation management” has gained currency.
The British Institute of Public Relations (IPR) of-
fers this:

Public relations is about reputation—the result of
what you do, what you say and what others say
about you. Public Relations Practice is the discipline
which looks after reputation with the aim of earning



CHAPTER 1 / THEREALITIES OF PUBLIC RELATIONS

understanding and support, and influencing opinion
and behaviour.*

As a practical matter, good public relations in-
volves confronting a problem openly and honestly
and then solving it. In the long run, the best PR is
evidence of an active social conscience.

ORGANIZATIONAL
ROLE & FUNCTION:
=——= 10 BASIC PRINCIPLES

As the definitions suggest, the result must be the
real behavior of the organization and perceptions
of that behavior by its publics. Therefore, among
the various titles now being used for the role of the
public relations function are communications
management (or sometimes communications stan-
dards management), reputation management and
relationship management. In delineating these,
Fraser Likely, Canadian Public Relations Society,
Inc., says all are managerial roles.”

We can describe the function and role of pub-
lic relations practice by stating ten basic principles:

1. Public relations deals with reality, not false
fronts: Conscientiously planned programs that put
the public interest in the forefront are the basis of
sound public relations policy. (Translation: PR deals
with facts, not fiction.)

2. Public relations is a service-oriented profession
in which public interest, not personal reward,
should be the primary consideration. (PR is a pub-
lic, not personal, service.)

3. Since the public relations practitioner must go
to the public to seek support for programs and poli-
cies, public interest is the central criterion by
which he or she should select these programs and
policies. (PR practitioners must have the guts to
say no to a client or to refuse a deceptive program.)

4. Because the public relations practitioner reaches
many publics through mass media, which are the

*PR News, October 10, 1994, p. 3.

public channels of communication, the integrity of
these channels must be preserved. (PR practition-
ers should never lie to the news media, either out-
right or by implication.)

5. Because PR practitioners are in the middle be-
tween an organization and its publics, they must be
effective communicators—conveying information
back and forth until understanding is reached.
(The PR practitioner probably was the original
ombudsman/woman.)

6. To expedite two-way communication and to be
responsible communicators, public relations prac-
titioners must use scientific public opinion re-
search extensively. (PR cannot afford to be a
guessing game.)

7. To understand what their publics are saying and
to reach them effectively, public relations practi-
tioners must employ the social sciences—psychol-
ogy, sociology, social psychology, public opinion,
communications study and semantics. (Intuition is
not enough.)

8. Because a lot of people do PR research, the PR
person must adapt the work of other, related dis-
ciplines, including learning theory and other
psychology theories, sociology, political science,
economics and history. (The PR field requires mul-
tidisciplinary applications.)

9. Public relations practitioners are obligated to
explain problems to the public before these prob-
lems become crises. (PR practitioners should alert
and advise, so people won't be taken by surprise.)

10. A public relations practitioner should be mea-
sured by only one standard: ethical performance.
(A PR practitioner is only as good as the reputa-
tion he or she deserves.)

PR AND RELATED ACTIVITIES

Public relations involves many activities. People’s
participation in the activities of public relations
and their subsequent assertion that, therefore, they
are “in public relations” often cause confusion
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in others’ understanding of what public relations
is. The activities of PR practice include: press agen-
try, promotion, publicity, public affairs, research
(primary and secondary), graphics, advertising,
marketing and merchandising support. But public
relations is something greater than just this collec-
tion of activities.

Changes in the environment for public rela-
tions can shift the emphasis from one activity to
another over time. Recently, advances in technol-
ogy—such as significant differences in the way the
news media operate—have driven many of these
shifts. Another result of these advances has been
increased globalization, affecting both internal and
external communication and significantly altering
the way crises are handled. All crises now get
global attention which creates considerable ur-
gency for appropriate organizational responses that
are destined to be weighed in the world court of
public opinion.

B Dress Agentry

Because PR’s origins are associated with press agen-
try, many people think that press agentry and
public relations are the same. But press agentry
involves planning activities or staging events—
sometimes just stunts—that will attract attention to
a person, institution, idea or product. There is cer-
tainly nothing wrong with attracting crowds and
giving people something to see or talk about, pro-
vided that no deception is involved. Today’s press
agents are polished pros who steer clear of fraud
and puffery, unless it is done strictly in fun and is
clearly recognizable as such.

Il Promotion

A hazy line separates yesterday’s press agentry from
today’s promotion. Although promotion incor-
porates special events that could be called press
agentry, it goes beyond that into opinion making.
Promotion attempts to garner support and endorse-
ment for a person, product, institution or idea. Pro-
motional campaigns depend for their effectiveness
on the efficient use of various PR tools, and in

many cases more is not better (see Chapter 4 on
publics and public opinion). Examples of promo-
tion are the various fund-raising drives conducted
by churches, charities, health-care groups and con-
servation interests. Among the most successful
promoters in the country are the American Red
Cross, American Cancer Society and United Way.
Promotion, fund raising and all the attendant drum
beating constitute one variety of PR activities that
may be incorporated into an overall public rela-
tions program. What makes promotion activities
worthwhile is the merit of the cause. The legiti-
macy of the cause is also important from a purely
pragmatic viewpoint: It won’t receive media cover-
age if it isn’t legitimate news and if it can’t main-
tain public support.

B DPublicity

Because publicity is used to call attention to the
special events or the activities surrounding a pro-
motion, there is confusion about this term. Public
relations is often used as a synonym for publicity, but
the two activities are not the same. Publicity is
strictly a communications function, whereas PR
involves a management function as well. Essen-
tially, publicity means placing information in a news
medium—either in a mass medium (such as televi-
sion, newspapers or the Internet) or in a specialized
medium (such as corporate, association, trade or
industry magazines, newsletters, brochures, includ-
ing quarterly corporate reports or CD-ROMs).

Publicists are writers. Use of the term public re-
lations by institutions to describe publicity jobs is
unfortunate. Publicists perform a vital function—
disseminating information—but they generally do
not help set policy. Only PR counselors, usually at
the executive level, are in a position to effect sub-
stantive management changes.

Publicity isn’t always good news. In a crisis, for
example, it’s often important for the organization
to tell its story before the news media develop it on
their own. In these situations, the publicist is an
inside reporter for internal and external media.

Publicity is not public relations. It is a tool
used by public relations practitioners. Some writers



