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Foreword

he need for clear, simple, and effective communi-

cations—the essence of public relations—has

never been more apparent, or more necessary. The
corporate scandals of the first years of this century, the
devastating impact of the September 11th terrorist
attacks, and the halting manner in which our country’s
political leadership has reacted to crises both foreign and
domestic has placed all of our institutions under
unprecedented stress. As Fraser P. Seitel points out in the
tenth edition of his text, our well-being as stockholders,
customers, employers, and most importantly, citizens,
depends directly on the dissemination of principled
policies by professionals who understand that basic
integrity must take priority over rosy quarterly reports,
and short-term political advantage.

Regaining and maintaining public confidence is an absolute essential as we move
forward. But saying it and doing it are two very different things. For students and even
for professionals who have worked in the field for some time, The Practice of Public
Relations is an excellent place to start. Seitel bridges the gap between theory and prac-
tice in a compelling and vivid way. His use of case studies, interviews, news photos,
and other techniques, as well as his humorous and lucid text, brings the process bril-
liantly to life. His latest edition also includes case studies about individuals such as
Martha Stewart, Donald Trump, and George W. Bush, who have had to deal with the
media and the court of public opinion, and have sometimes done it unsuccessfully.

Leaders in the public, private, and not-for-profit sectors have learned from painful
experience that they should rely on their public relations counselors for cogent advice
on strategy and policy as well as communications. I learned to trust Mr. Seitel’s
instincts and abilities long ago when I was the chairman and chief executive officer of
The Chase Manhattan Bank. I continue to rely on his advice to this day.

For those who are working to restore and enhance the capacity of our institutions
and their leaders to deal honestly and effectively with the public, this book will pro-
vide useful and essential guidance.

—David Rockefeller

David Rockefeller is one of the most influential figures in the history of U.S. business,
finance, and philanthropy, considered by many, “America’s last great business statesman.”
Through four decades, Mr. Rockefeller served as an executive with The Chase Manhattan
Bank, joining as assistant manager in the foreign department in 1946 and retiring in 1981,
after 11 years as chairman and CEO. Over his 90+ years, Mr. Rockefeller has met hun-
dreds of world leaders and traveled around the globe many times. Since his retirement, Mr.
Rockefeller has continued to stay active, with wide-ranging interests and involvement in
the fields of international relations and civic affairs. He is the last remaining child of John
D. Rockefeller, Jr., who hired Ivy Lee in 1914 as the first modern-day public relations
counselor.




Preface

First, thank you for buying the book. (Whatever you do, don't sell it back to the book store!)
Second, permit me a less-than-modest observation: I really /ike this tenth edition of The
Practice of Public Relations. It was a hoot to write. I mean any work of scholarship that can
combine the public relations lessons learned from the likes of Michael Jackson, Martha
Stewart, George W. Bush, Britney Spears, Donald Trump, and Buckethead can't be all bad!

This book is shorter than previous editions and, as a consequence, moves more briskly
through the important theoretical and practical elements that underpin the practice of pub-
lic relations. The book discusses these principles exclusively in the context of twenty-first-
century events and communications technologies.

Public relations has never been a more potent force in society or a more valuable factor
in an organization’s reputation. In the twenty-first century, public relations crises and oppor-
tunities are front page news on a daily basis.

The field remains, at heart, a personal, relationship-oriented practice, demanding expe-
rienced judgment and finely honed interpersonal communications skills. And so, this tenth
edition of The Practice of Public Relations places its emphasis on the principles, processes, and
practices that lead to building positive relationships in a 24/7 communications environment.

Among the highlights of the tenth edition:

Refortified Theoretical Framework

Proper public relations practice must be underpinned by a strong sense of ethics. This edi-
tion focuses on the ethical base that provides the theoretical foundation of effective commu-
nications and public relations.

The book’s introductory chapters place significant attention on how an understanding of
and facility with communications research, theory, and public opinion can be applied to
strategic public relations planning and creation of believable and persuasive messages.

The process of communication to achieve specific goals—informing, motivating, per-
suading, building mutual understanding—is explored in the context of acting ethically.
“Speaking of Ethics” features in each chapter complement introductory theoretical material
and bring to life the daily dilemmas that confront professional public relations practitioners.

New Contemporary Cases

Public relations practice confronts an ever-changing landscape of problems and opportuni-
ties. It is imperative, therefore, that a textbook in the field keep current with the most con-
temporary examples of the good, the bad, and the ugly in public relations work.

This tenth edition does so by chronicling the most important contemporary public rela-
tions cases—from Martha Stewart’s disastrous handling of insider trading charges to Wal-
Mart's public relations offensive to improve its image; from the NBAs valiant attempt to re-
cover from an ugly on-court brawl to the Bush administration’s fumbling attempts to change
the image of America in the Muslim world. These contemporary cases are complemented by
the field’s most historic conundrums—from Tylenol’s poisoned pills to Exxon’s Gulf of Valdez
disaster—as well as hypothetical student cases on issues from sex discrimination to organiza-
tional positioning to Internet sabotage and surveillance.

xxiii



xxiv Preface

Every case is designed to test student application of the theories discussed in solving real-
world challenges.

Bolstered Internet Chapter

As in so many other lines of work, the Internet has become a key tool for public relations
practitioners. This edition, therefore, offers an extensive discussion of evolving Internet
technologies such as blogs, webcasts, podcasts, Wikis, RSS feeds, and the other applications
that are becoming public relations staples.

The tenth edition also discusses how a concentrated communications campaign on the
Web can assist the delivery of one message—as in the case of Michael Jackson—or torpedo
another—as in the case of Dan Rather. The importance of monitoring the Web is also
explored.

Additional New Elements

The strength of this book rests in its application of theory to real-life practice.
In addition to the new, contemporary cases and the expanded Internet discussion,
unique elements added in the tenth edition include:

®  NEW! Voice of Authority interviews with distinguished communicators from
the worlds of management, media, and academe, including two of the most
legendary public relations counselors, Harold Burson and Howard Rubenstein;
cable TV talk show star Rita Cosby; Wal-Mart public relations chief Mona
Williams; Internet communications guru Shel Holtz; and even the public rela-
tions industry’s most notorious critic, John Stauber. There’s also a “non-
interview” with befuddled former White House Press Secretary Scott
McClellan that is revealing in what it doesn’t say.

®  NEW! Speaking of Ethics features, which highlight the ethical challenges
that public relations professionals face on a daily basis—from the Catholic
Church's summer of shame to Sony’s spray painting publicity campaign to a
lapse in judgment by an American Idol judge.

®  NEW! Talking Points features that expose off-line curiosities that make the
practice of public relations such a fascinating art form.

®  NEW! Suggested Readings, encompassing the most comprehensive, post-
2000 bibliography in public relations literature.

B  NEW! Associated Press photos, taken straight from the news wire, add a
real-life feel to this edition that isn't found in any other textbook.

All of these elements add to the excitement of this book. So, too, does the full-color format
that underscores the liveliness, vitality, and relevance of the field.

Teaching and Learning Resources
Faculty Resources

The following resources are available to faculty who adopt the tenth edition of The Practice
of Public Relations for use in their classroom.



Instructor’s Manual (ISBN 0-13-230452-X)

Prepared by the author, the Instructor’s Manual includes brief chapter outlines, suggested
teaching devices to enhance topics discussed, suggested answers for the case studies, the
“Speaking of Ethics” mini-case studies and the “Discussion Starters.” Review Quizzes are
provided for each chapter as are one suggested midterm and one final exam.

Test Item File (ISBN 0-13-230453-8).
Revised and updated for the tenth edition by industry professional and visiting lecturer at
SUNY College at Geneseo, Jerry M. Engel, APR, the Test Item File includes nearly 50 or more
test questions per chapter, including multiple choice, true/false, and short essay. Each ques-
tion is rated high, medium, or low in level of difficulty, and includes a reference to the text
page where correct answers can be found.

TestGen (ISBN 0-13-230457-0)

This computerized package allows instructors to customize, save, and generate classroom
tests. The test program permits instructors to edit, add, or delete questions from the test
banks, create questions with graphics, analyze test results, and organize a database of tests
and student results. This software allows for extensive flexibility and ease of use. It provides
many options for organizing and displaying tests, along with search and sort features. The
software and the test banks can be downloaded from the Instructor’s Resource Center
(www.prenhall.com/seitel).

PowerPoint (Online at www.prenhall.com/seitel)

Completely revised and updated for the tenth edition by Dr. Leslie Turner of Youngstown
University, the PowerPoint files include 20-30 slides per text chapter. The slides complement
the text as well as class lecture by outlining all major concepts. The PowerPoint slides can be
downloaded from the Instructor’s Resource Center (Wwww.prenhall.com/seitel).

Student Resources

Companion Website (www.prenhall.com/seitel)

Significantly expanded for the tenth edition, the Companion Website for The Practice of
Public Relations is a great study tool with chapter objectives, applicable links, and a review
quiz for each chapter.

Unique Perspective

Clearly, The Practice of Public Relations, Tenth Edition, isn't your mother’s PR textbook.

This book is a lot different from other introductory texts in the field. Its premise is that
public relations is a thoroughly-engaging and constantly-changing field. Although other
texts may steer clear of the up-to-date cases, the ethical challenges, the “how to” counsel,
and the public relations conundrums that force students to think, this book confronts them
all.

Itis, if you'll forgive the vernacular, an in-your-face textbook for an in-your-face profes-
sion.

Most important, The Practice of Public Relations, Tenth Edition, is built around the tech-
nical knowledge of theory, history, process and practice, judgmental skills, and personal rela-
tionships that underlie public relations practice and will be so essential in building the trust
and respect of diverse communities in the twenty-first century.

Happy reading, and thanks again for buying the book.

Preface xxv
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The tenth edition of The Practice of Public Relations owes much to a multitude of pro-
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Thank you, all.
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at the University of Miami.
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Robert Cole, Pace University; Janice Sherline Jenny, College of Business, Herkimer
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Sacramento; Lyle J. Barker, Ohio State University; William G. Briggs, San Jose State
University; E. Brody, Memphis State University; John S. Detweiler, University of
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Bowman, Western Michigan University; Thomas H. Bivins, University of Oregon;
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Florida; Bruce Joffe, George Mason University; Larissa Grunig, University of
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Thank you, all.

Finally, as ever, the top management team of Chief Executive Officer, Rosemary
Seitel; Chief Operating Officers, Raina and Adam Gittlin; and Treasurer, David Seitel,
merit special commendation; as does office manager Theo Gittlin, despite his skittish-
ness.

Again, thank you, one and all.

—Fraser P. Seitel
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ly is.” In more than two decades of use at hundreds of colleges and universities, Mr.
Seitel’s book has introduced generations of students to the excitement, challenge, and
uniqueness of the practice of public relations.

xxix



The

Practice.r
Public
Relations




AR
2w

BIE
BaE
B
E
BT
$ 8

BoE
10
LR
12w
13 E
HI4E
#5155

16 E
BT E
18 &
19

%

B 1y TE
H/A%/A\ﬁzﬂé% ................................................................................................ 1
N o Ny - 22
28y AR
(@:‘@' ............................................................................................................ 45
B vt e e e e e e e et r st a e e et aearanas 64
e P 83
D 108
{£?$ ............................................................................................................ 128
D 3 T 148
EB3IEa A
i?ﬁﬁ:j&% ................................................................................................ 173
%%ﬁﬁga&% ............................................................................................. 201
EJ’E‘\;Q% ................................................................................................... 219
%j{{)cﬁ:lzjég\ .......................................................................................... 242
I&m:?(é/% ................................................................................................... 267
{ﬁ%%;&% ................................................................................................ 292
5 ]  2 2  UT 310
FaEsy AT
/A\;é:t_gﬁ_; ................................................................................................... 328
%%%%ﬁﬁ;?& ............................................................................................. 356
Q};li“—;é%\’—ﬁ[ﬂ%‘—lﬁj ....................................................................................... 378
ﬁmﬁéﬁ}_@ ................................................................................................... 400




Brief Contents

Part | Evolution

Chapter 1 What Is Public Relations, Anyway? 1
Chapter 2 The Growth of Public Relations 22

Partli Preparation/Process
Chapter 3 Communication 45

Chapter 4 Public Opinion 64

Chapter 5 Management 83

Chapter 6 Ethics 108

Chapter 7 The Law 128

Chapter 8 Research 148

Partill The Publics

Chapter 9 Print Media Relations 173

Chapter 10 Electronic Media Relations 201
Chapter 11 Employee Relations 219

Chapter 12 Multicultural Community Relations 242
Chapter 13 Government Relations 267

Chapter 14 Consumer Relations 292

Chapter 15 International Relations 310

Part IV Execution

Chapter 16 Public Relations Writing 328

Chapter 17 Integrated Marketing Communications 356
Chapter 18 Public Relations and the Internet 378
Chapter 19 Crisis Management 400

viii



Contents

Part |

Chapter 1

Chapter 2

Foreword xxi
Preface xxijii
Acknowledgments  xxvi
About the Author  xxix

Evolution

What Is Public Relations, Anyway? 1

Prominence of Public Relations 2

Planned Process to Influence Public Opinion 4

Public Relations as Management Interpreter 6

Public Relations as Public Interpreter 7

Speaking of Ethics CommunicatingTerror—in English 8

The Functions of Public Relations 11

The Curse of "Spin™ 12

What Manner of Man or Woman? 13

Talking Points The Scanlon Scandal and the Problem
with Public Relations

Last Word 15

Discussion Starters 16

Top of the Shelf Public Relations: The Complete Guide 16
Case Study The Rise and Fall and Rise of Queen Martha 17
Voice of Authority An Interview with Harold Burson 20
Suggested Readings 21

Notes 21

The Growth of Public Relations 22

Ancient Beginnings 23

Early American Experience 24

Speaking of Ethics The Church’s Spring of Shame 25
Later American Experience 26

Talking Points P.T.Barnum Lives 28

lvy Lee: The Real Father of Modern Public Relations 29
The Growth of Modern Public Relations 31

Public Relations Comes of Age 34

Public Relations Education 36

ix



