T AR PR GBI

HX®

[ e

-\

-"’
£ 5
S




C92
A%

MBA TV BG4

NEXBRLEK

(FXHa-F T H)

The Practice of Public Relations

(SEVENTH EDITION)

HEEFP. EER

/
(Fraser P.Seitel) #

ML W T W W AR 4t
7 5% 5 &F 1 4% [l Br H hR 2 7



5o

Fraser P.Seitel: The Practice of Public Relations - 7th ed.
Copyright ©1998 by Prentice-Hall, Inc.
All rights reserved. For sale in mainland China.

245 5 U B AR e 79 3 5 8 3049 R B o A ) BRARCHLAR ol o8 R A 76 o B K BB I

MR HMEST, REHREFT, FEUEMTRPR. EHRY ZE B b i 4E 038

A BHKWH Prentice Hall By thiz %, TAHAEEFBHE,
’ﬁﬂmﬁ’ Eﬂﬂz‘%o

EHRNEIZS: BF: 01-98-1205
EABERRB (CIP) ¥

DHRRER: KX/ (F) BWH/R (Seitel F.P.) ¥, -~ K . —4L5: KT
Ak i RRAE, 1998.8

(MBA %W & #0b)

ISBN 7-111-06747-9

.2 1.2 O A%XFEHEX N.0912.3

FE R A EBE CIPRBEET (98) 5 22725 8

WM A: BAKR (LREAEAE 28 HEKB 100037)
HITHE: By

HE A BAR

JETT R ITENR BRI - B B L E R AT BT R AT
1998 4F 8 A%E 1 IR5E 1 EIRI

787mm X 1092mm - 1/16+36.75 Ep 3k

EN¥: 00013 000 /3

EM: 57.00 7T

REAS, mAGRRT., #R., B, dRitT%A%



AR iE

EEBRETT — B ILRIE I SR, P EIEATAT
FRARBRILG 5P lb &4 1A% SRR SR . R
Rt & 5SS E IR EERRNEL T 5EBKEA
—AKER.

AT RELLIRE Rgeah#E 2] (FEERR LR E B
. HEFFE, LIk e A — et 57 35 4 R 2
HSI3E T —#— A RAILTTE A, AR TXE (it
RLTHEERSCEY . Hr Bk B 3539 24 24 8 El br_b S bl T
FAC R I Bedt, KERSr ZIREITERMR, HRILIETJLAR.
fEZHERAAMGBE. ZHnEF. WnHBEE AP EdR,
ERAHE, (0] Sg EN AR R ST

AT g5 B IMBAZCEIR (I —ESERAIMBA R S b,
gk SIHERFLEFR . MEREHBEH LA MEIFEE
IR «Ebr@AMBAERLY 5 (EBREAMBAZGS
BCEEREAGD INBzhE, i, W OmPEANRKY: L
EHELEBRPLT, HFEWRIAE MBALWRERHEAY A5,
CEBBEFAMBAZEGAY 5 THTARIMBARBLOLIRIE, WA
E (MBALR I MBOHMY B8 TMBAZ A AR Tk J5 1
IR FOAEIRE, BAR R LT FERREFFEN



GHETEOTIIEEAARB T EEVESARRE. &
ENBIRTI Y, BELFY. RIS 548, &M
. M5 5E&EMEE. St iES. BsSEREETX
7. 6024 AT

T RFFIFEERIRA SRR, X EMNASRLAIE SRR Y
TEUHARAT . XA AT LR S0 ER) B 33 i i e Yo SN R AR B
RIAOHE S, LAELLIRERER S Ak FEE RSO, I
TEE — B RIR B L 07 B RS A SR BB R sh 2.

BT 1EERCRH S . BUERRAARE, HBh kg
AR AL, TEIRE T RIRMEZE LS, BEIEH
LR R LE, X LA B T AR HARAS ZE N5 10
HAY. WATHBMFEXE (HHFSHFEEOEY fIHAR,
RE AR h EIAIMBAZ KV . HEzh A E AOSGE T il
Rz 7.

HUBE Tl YRRt
19984E8 H



)

Il

MaT, FREIEA T EIRE 5T 9)5E (R BB B B R
B ACLEZE, X4 IRE T B E AR FTRIPLIEA
S5Pkik. 449RH, SR A40004 4 TR BB A= I E
HMAASFAHIAZTRKFEFEI. — KPR TEH SLR
BREMEBAN B ELS ANFEZIR, ERFESIFFRIET
BEERA 0. AanfAlsh i TREEE R (MBA) TiH,
S EFFFE SR FEH - TS TSR & RN
TREEWt, BREE TR T T B ALaI56 8T
BER B 3L [61 2% tE SW IRy ] .

fEix B, MBARBUHHR AWK BEIATT Z—. i85
TE19844ERIYE R, 7EMEKRERIF R SFBHIEYT, &
KRFFFFIIRAS . EHIRKREF. REENIERFELL R AL
RAFEFRFFIR BRAIBEA 1A B R FERIE R ZIN U
RTEHEHSFEY. Sit%. FEPULRTHEELRAES
MBAREE. TEI19854FEH K, INEKRXIEIZNLH T 554
IMIMBAIRFE. 2B, FIFEAEHIET#HILEMBARRKES
it T EREIREESSH A B RAIX B, i A8
X BEIR R Z BIINTEEE R, A TMBABLLIR 5i&EEREL
Btk £ 5SaEMX B SRR E M Hb, Rk



Vi

B g R EIRIZCEERNETEFFR L S5SBWAMESHR T NER
KIIIX B 1988441, IIFUINE KFEEH IRKFEHELBEU
)5, A BEXMBARIRBIEIHET TH. e, BER
F 35 El A v B LM 51 R FE PR SICCHFDNE B EBHE
FFRETRAMRAT S, XXAMBAIRR ZEPNEREAE TE
YIS watk s . AT EiFHh T FEEIMBABH IIFTEIR, 4
AE6H, MNP EE SR EKREIAER T REEZELE
HESEBE, S TEZINEFEDH) “SREEEFIRES-

WAL ER LEEHEET., E2KRtL. EaiLtE5¥84E
TEHIPEER T, SRR SCHME. IRBFRIBIRFEER
HACCHRFEE, aEE4B R 53, {B7E
MBARIZH |-, EEIBERITSORITE B, FHIEA
2E FHEHFBEEL A4 (The American Assembly of Collegiate
School of Business, AACSB) BrA&RIARI3004 B & B2,
3 AR, IRBRIHEIHEAH ST RS TSRS
SEE,. A APEN. XEZFANEEREKLHBAE O
RSB {Edr, fEULEFIRTE2ER S 0¥ B, THrHbim ey
Peik, RN B SR RbRERE DI ES Ak,
R HEBEIERE REBEEE AL . Flan, B oEpEaebe
HABMREbHR H, iZBepufEdrd “fommilbroscis”, EFELem
HIE B3y (general managers), #§H “TRAIEX RIS F
NAEANMAISE AR T8 _ |, BIFEfhfI2n{a 32 HH 5 g g R]
. TRAE R EE T R FNCR BNV T3h_ B HE N E OKRIRZNA . [RIRT,
IS A R ERFE S,  LUE T X oG5 A anfal 76
S b b AT B 54010, Mimdt—2b 2 R S5k
Mt 5HiE.” FREHE TEBrPEE AR Edr <2
HAMAITE”, “Arlki2aeiRss >, /Y “1EASHETE
SRS S, BRS EE TPe M & B e B 5
REfERE R R S E ERS LSRR 3R KR E
. MOl A ER Gl A A T &4 05 |
Ay ORI, Rk, XIERBRIIAEL.” {asaFi
InFIFR ML K B EBERI R SLAE, MR F I E A
MAEEPR SEVRES E, B RE R BASERETT,
R GIFTRIE PSS .

W AR ER, XEFRAERYREHETFTERERNEAE
A EREIR: — 2SR AR 2R AR
A BRI, WiHAR R #henvig 38 5 b2 B T Fe.
b1 RS mAIMBA, miAREFILIEAIMBA, #Eidt



Vi

SRt Ry Tk i, fEZ B LR A4k sl
fhH R b s BRUA BRI 2 m B E, WA RIREER TAVE
BN, TRLCZIERFE AR AR AE
N BRI, Ho5 R A MV FngH 4R RS SR LV B RN
. WiPERFEEIRR FXFPAER . =R T A ZIAIRIEL
. EEBHEERBSBESRAEXFEIEBAR anfazsFl
b . PEAE R FERIEE IS SEBE . IBR2ULnM R, Bk
THIRRBPE LU B A SRR e % .. Hik, &4
EEAEBE AR IR LA B AR RIRIARIS E 5

S BB EEEMBARBR IR TR B RE “FEH R KL
EREE 55 e D, TR & F A A TIRIE M e s E R B RURE D .7
WHHARR FEEMBARFR IR THRV BB “TafRFAIRGE
BITHIANIR, TSIV iTRISLEY. B LSRE, LA
Be BEIRAE A B B3 P ST AL RE . R, “MBAIGH
W BB R — Rl LAZS By A ST RO, XA, A K%
RS e IR E Zemi iR LR E B R T g
BB D B Zanip e % . WilEE A BEMBARBRIRITAA
B X H KA TSR E RS IEERZE T
et BADX — S SCfE B . BHEELIE R 2BEMBALRER
BRI EE R LA IR P AR B H R IELIRE T
AT AR BEE S BRI LR S B AR ERRESUR .~

Bz, XS iRitMBAIRERR, B4k, ZENR
FHEETRERMIESIEL . Kk, BBZEEERER AR
FRIAEE. Bilan, EHebbik g #Betk HsRIAIXBEAL T4 295X
A-aiirbs, AR ESREPR. SRIFNHY), HEIFHEY
FAEBESEEPRR T AT T/E. Bk, %Z¥P5RE
PREIR T B M 55 5 &SR IRBEA T E. Ffk,
Z BB B RTIERRERE A, anTPE R BB TR R E B
HERZRIRE, MmE OB EEENIE L miE HE 538 4 Res
WE LAt . B, BEFAZRGHECIT IR,
TR IL SRR ATy, ke . GiSdEa. BIFT.
LB Al 5B RF R 2R -

TERBIRITTONA L, KEEEYERE A CriE o,
ZIREGER 5> i .LIRE 5 ERE. RENAE LHAR
—, & B /DARE., FEFEIBLOLIRZAT. FAEEME
ST BEALS TN RE . # 55 VA 8 LA R Fe A= S 55 47 J7 vk
FRE. FEZO0R B, BFERER LR T 5. 4l
BB it M5, WIHEHE. SEEE. HERT



Vil

Are NSRS, AREBSEHRLL R o LR IR . 244K,
WA G ZMEFRPREEFEEIM AR EAZOIR .. TEEE
BRFE L, BRGSO MESEEEsh, S¥EBREAS LIRE T Hilk, 4n
R 25172 (Managerial Economics). £it (Accounting).
55453 (Financial Management). Filir (Taxation). 5
Fl2¥ (Management Science). 15.B &% (Information
Systems ). WiHEH (Marketing). ZHEL T4
( Organization Behavior). A & #E%&H (Human Resource
Management). EPBRRiSS (Intermational Business ). /gRB&EE
¥ (Strategic Management)>J, Bz 2\ 3L 457 H (Public Management)
. B HESRARIMEEEEEEIRBIRTT. 2R T
Vit A B B A AR B R NE R RIS TG IRLASE, RS
LS TEEMNBER TES M, SLhEEBIRITTE RE K
Pe(Self Managed Track) 545 {#itk (Management Track).,
B IRE RS R AP A ZW S ERRS T Y. M55 b
FHEE. FEEK. PlkkRASADRFEEHR. SEEHE
FEMHIHEHFICERNT TR RS R R TR
AHPIE R T /e, WIRTLAER: A BB, WA
BRCHESNWARIEE A R, WRTAREE RS, FiXxA
Bithrh, HNAsorBbe, HIMRBEEHE 5% i (Strategic
Management and Consulting ). ¥/ &4 -5 XS FF % (Product
and Venture Development). 1Z 8B#i A 5428 # (Information
Technology and Business Transformation). =&l T.Fg(Financial
Engineering). M55 % ¥ (Financial Management)JJ, }% #il3% 5
izfF(Manufacturing and Operations). XFHiEIHITakfEHHARE
HEERFRHIHESR, UK TIHMIEE, HESE&BEETRIL
FURAIE R, ERAREES G TP ERBIEA TR
RSB ME.

RE THEHEHEUBEHT A kUL, BAEIRAMERZ
o FERPBIRIFE, 2E IIHERULEHFIESZTASH
E T EODIRIIEF R . it BEREIE, MBARBLLIRM
B ELpbH R FFErdER. M8, ERE LR AE
—H 5. BEMBABFRIRA KRR, —UeheBERESE
HE BN QARG b, 32538 A BRI X IR 8
IrEFM, WEIFIRTIHFE, DEREFRHEEASE
ERIEIEBAA . kA RBETHRH THFESR, &
PAHEL MEARB AR LTI T IH . 53X AT
HIEHIHE HH T E AR, i B okt o2 i i s



X

oK. BT RER YA LEEEEE PR ARERZ .

TR T B H L7 RIRY R R UL B AR P ERFR IR
it, EFEARXKZTEEEERRNRRY T, PR T
Rkt T B SCRRAY KMBAEIE S 304y, b S A
BHZER, HEZEMBAR T EY: ERIETE. HEXEN
b, MAVELEFETALRIELTTY . s EE 54,
FHEY:. M3 S5&ME M. &S, i EHLA RS
AESE 7 DT NLRYZESCRR b,  HASE X =N 4% B PR B BT T
RRVEE T EFHEB) . Fit, AETF¥SMBARAFIL
FIEERA B . WFSEA AR T LUR S R Fihb ¥ 311
RISt ERAH =k,

AR, EFEIIWETERBERSSGK, TFEINER
HFENERSILKZE. EaEAERLE, PHHFMARGER
Kk E5BIC, HILH -FIER B4, Wi EE N Bk,
HILHMTERYIZ 5] B 4E, MR H A E S b 5 e85 5 ek
RIS, Fitzgglick, FEZIRS F—HEPZR S5RIK
e, HEWEEBR . IEaA ABRUE, I RA
EREN, — R SBRVIEE, RMALA T, SRESER
MIF5%. S, Py, B RENSCL, =
FEARMMRIKROEERES S Sk, MllE, A%RAFT,
ENEACORERNXE, HHEBRIMREKENWERRSS
Jiid. BERIEER|IEY DA, MR UN D] —L T/
- BE. NIFFZEisAEIR 5k, PIFRERS, W 5451
H E—UMRFRERBEESHE. 4K, RIONMFIHEES
FHEIE SRR, BRATEAHEMGMESPEMNTEEYS
FHE, et EEOE B SCER, UIARRTHDER Y2, MAXRIE
E “DATRAE. HRAK. #&# . Bl—x7.

25‘\;—'— W\Q .

FERARK F £ F IR
FEAARXFIBRETRZFREREK
SEMBAKFHIHFERALSER
1998 % ¥ T A



Foreword

THERE WAS A TIME WHEN PUBLIC RELATIONS WAS LOOKED UPON by many organizations as
a relatively innocuous way of keeping employees informed about what was going on,
and getting the boss’s picture in the paper on suitably celebratory occasions.

But in our current complex social, economic, and political environment, where rep-
utations are at stake every day, public relations is increasingly being recognized as a
management function fully as important in its way as finance or production or market-
ing in carrying out an organization’s basic strategy.

In this seventh edition of his widely used textbook, The Practice of Public Relations,
Fraser Seitel shows how public relations can play a vital role in any organization,
whether business, government, education, health care or whatever. He does this not only
through easy-to-follow instructional chapters but also through dramatic case studies of
recent headline events, ranging from the tragic ValuJet crash to Texaco’s racial problems,
and from the military’s sexual harassment flap to the Swiss banks’ controversy over the
assets of Holocaust victims. In keeping with the growing impact of new technology, this
latest edition contains an illuminating chapter on “Public Relations and the Net.”

As a practitioner, | worked with Seitel for several years and came to appreciate his
penetrating intelligence, impressive mastery of the tools of communications and persua-
sion, and remarkable skill in applying these to the management of difficult situations.

As a professor, I used the Seitel text in my own university classes and saw first-
hand how students were challenged by the material to think through tough problems
and develop effective action plans for dealing with them.

For students preparing for a career in public relations as well as for others who
want to gain a more practical knowledge of the intricacies of this exciting field, I know
of no better guide than Seitel’s seventh edition of The Practice of Public Relations.

Joseph T. Niglan,
Ph.D., APR Beéliow
For annegt Dis shed Visiting Professor, University of
and fo aculty n versity of South Carolina, Uni
nd Fiag e

[IQ

Ba

XXI



Preface

THE PRACTICE OF PUBLIC RELATIONS will never be replaced by a computer.

It's too personal, too nuancy, too relationship-oriented. Building relationships, in
fact—with the media, the government, employees, neighbors, consumers and myriad
other publics—lies at the essence of public relations work. At base, public relations is
an intensely personal, brutally practical, entirely human profession. The successful
practitioner of public relations must combine three essential characteristics—knowl-
edge, experience, and judgment. Every day, the public relations professional must deal
with different situations, demanding diferent solutions.

This book has two purposes: (1) to introduce readers to effective public relations
and (2) to prepare students and professionals to deal with the situations and arrive at
the solutions that distinguish the practice.

At the heart of public relations practice are real-life experiences—cases—that alter
the communications landscape and redefine how we assess and handle communications
challenges. The contemporary cases that dominate public relations discussion are the
same ones that dominate the news of the day.

Texaco. Whitewater. Denny’s. ValuJet. TWA. The tobacco industry and its war
with the government. Pepsi-Cola and its syringe scare. General Motors and NBC’s ex-
ploding trucks. Kathie Lee Gifford. O. J. Simpson. Susan Smith. JonBenet Ramsey.
Dick Morris. Notorious B.I.G. Marv Albert. Beavis and Butt-Head. All play a part in
public relations lore and learning.

That’s what this book is all about. The Practice of Public Relations, 7th edition, is
different from other introductory texts in the field. Its premise is that public relations is
a thoroughly engaging, constantly changing, thoroughly fascinating field. Although
other texts may steer clear of the cases, the “how to” counsel, and the public relations
conundrums that force students to think, this book confronts them all. It is, if you’ll
forgive the gernacular, an “in-your-face” textbook for an “in-your-face™ pebfession.
Part Orig deals with the philosophical underpinnings of public relations practice,
incl@gipg the' | h, comgfuni-
cation§ @i, pu \ ations @pplica-
LLions o inc ’ rern imun

e 1 yublic relatic K y AN e discip

cations_,

XX



XXIV prerFace

integrated marketing communications. Part Three discusses the primary constituents
with which the field deals, including multicultural communities. Part Four dissects im-
portant, emerging trends, including crisis management and the law.

The 40 case studies included here confront the reader with the most prominent and
perplexing public relations problems—Intel and its pentium chip snafu, Exxon and the
Gulf of Valdez, Dow Corning and silicone breast implants, Jack-in-the-Box and conta-
minated burgers, AOL and its customer rebate policy and many more.

Beyond this, a number of unique elements set this book apart:

o An entire chapter is devoted to public relations and the Net, including discussions
about the World Wide Web, Internet, Intranet, and the other relevant elements of cy-
berspace.

o The prominence of ethics in the practice of public relations is highlighted with “A
Question of Ethics” mini case in every chapter.

e “The Rest of the Story” features complement the text with provocative examples of
what’s right and what’s wrong about public relations practice.

e Chapter Summaries and Discussion Starter Questions highlight the key messages de-
livered in each chapter.

e Updated Suggested Readings, nourishing Appendices, and “Top-of-the-Shelf” book
reviews supplement the text with the field’s most current literature.

® “Voice of Experience” interviews air the views of the field’s most prominent profes-
sionals—from President Clinton’s White House press secretary to First Lady Hillary
Clinton’s communications director to the founder of the field’s most technologically
sophisticated agency to the architect of General Motors’ NBC defense to the field’s
most notorious critic to the public relations spokesman for the Pope.

Finally, fittingly, The Practice of Public Relations, 7th edition, is produced in a
full-color format to underscore the liveliness, vitality, and relevance of a field that is

built on the important personal relationships that will dominate the twenty-first cen-
tury.

Fraser P. Seitel
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Fraser P. Seitel is a veteran of close to three decades in the practice of public relations.
In 1992, after serving for a decade as senior vice president and director of public af-
fairs for Chase Manhattan Bank, Mr. Seitel formed Emerald Partners, a management
and communications consultancy, and also became senior counselor at the world’s
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teaching assignments at Fairleigh Dickinson University, Pace University, New York’s
Professional Development Institute, Chicago’s Ragan Communications Workshops,
and Colorado’s Estes Park Institute, Over the course of his career, Mr. Seitel has
taught thousands of public relations professionals.

After studying and examining many texts in public relations, he concluded that
none of them “was exactly right.” Therefore, in 1980, he wrote the first edition of The
Practice of Public Relations “to give students a feel for how exciting this field really
is.” In nearly two decades of use at hundreds of colleges and universities, Mr. Seitel’s
book has introduced generations of students to the excitement, challenge, and unique-
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