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James E. Grunig's Preface

It is my pleasure to introduce this book on event planning by Xie
Jinfeng. Mr. Xie is one of the leading public relations
professionals in China, and this book is rich with the experiences
he has had in planning events throughout his successful career, I
met Mr. Xie during a trip to China in 2000 and when he visited the
University of Maryland a few months later. I was impressed with
the depth of his knowledge in public relations and his skill as a
practitioner. Chinese practitioners will benefit greatly from
learning from him as they read this book.

Public relations practitioners often think of special events as ends
in themselves as creative activities that are not based on research
and are not planned or evaluated. This book is different. It takes a
professional, managerial approach by viewing special events as
public relations activities that must be based on research and that
must be carefully planned. Mr. Xie recognizes that creativity
flows out of planning. He also recognizes that creativity and
planning are best when they result from group activities rather
than from individual thinking and decisions. People are most
creative and make fewer mistakes in planning when they work
together.

Evaluation is a key component in modern public relations. We
must construct criteria for success and apply them to a special
event both in deciding whether the event is feasible before it has
begun and whether it was successful after it was completed. Mr.

James E. Grunig's Preface ‘@




James E. Grunig's Preface

Xie is to be congratulated for including evaluation as a key
component of his approach to event planning.

During my two visits to China, I have been impressed with the
quality of Chinese public relations practitioners and with the
growth in the sophistication of the profession. This book is an
example of that growth. Mr. Xie is a leader of the profession, and
this second edition of his book is a testimonial both to his own
knowledge and the future of public relations in China.

James E. Grunig

Department of Communication
University of Maryland
College Park, Maryland USA
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