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Preface

After all, it was Cutlip and Center, as much as anyone, who gave those of us who strayed
or wandered into the profession from journalism and other professional pursuits, a sense
of substance and legitimacy about practicing our adopted craft.
—Stephen H. Baer

“Cutlip, Center, and Broom” ... [is] the standard against which all basic public relations

textbooks are measured.
—Donald K. Wright

Beginning with the first edition in 1952, Effective Public Relations (EPR) has intro-
duced the theory and principles of public relations, schooled its practitioners, and
served as a reference for those in the calling worldwide. This tenth edition completes
six decades of advancing public relations toward professional status.

Effective Public Relations is the book most frequently used by those preparing
for accreditation exams, most frequently cited in public relations literature, most
widely used worldwide in English, and most translated for study. You are in good
company when you use this book in preparation for an exciting and rewarding
career.

Cutlip and Center

Students and practitioners alike often refer to Effective Public Relations simply as
“Cutlip and Center,” using the original authors’ names instead of the actual title.
Scott M. Cutlip and Allen H. Center created the book that made public relations ed-
ucation an academic area of study on university and college campuses. Many of
their ideas and ambitions in the early editions still serve as beacons leading public
relations education and practice.

EPR is known to this day as “the bible of public relations.” “After all,” as one
long-time counselor and consultant said, “it was Cutlip and Center, as much as any-
one, who gave those of us who strayed or wandered into the profession from jour-
nalism and other professional pursuits, a sense of substance and legitimacy about
practicing our adopted craft.”

Because the body of knowledge in public relations has outgrown the bounds of
a single textbook, no longer can EPR serve as a comprehensive encyclopedia of
public relations. Public relations education and professional practice extend well be-
yond the limits of a single book or course. Yet £PR remains the basic reference for
the field worldwide and it will serve you well in your career. As one reviewer said,
“*Cutlip, Center, and Broom’ ... [is] the standard against which all basic public rela-
tions textbooks are measured.”

This tenth edition has Cutlip’s and Center’s names above the title for the first
time. Their contribution to the field and this work led Pearson and me to honor
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them in this way. Scott Cutlip died in 2000 and Allen Center in 2005, but their influ-
ence and contributions remain intact in Cutlip and Center’s Effective Public Rela-
tions, Tenth Edition. Learn more about Cutlip and Center’s contribution to the field
of public relations in Chapter 4, pages 109 and 110.)

Contents
What will you learn from the tenth edition of EPR?

* You will learn basic concepts necessary to understand what public relations is
and is not, and how it evolved to today’s practice.

* You will learn the values, theory, principles, and management process that guide
the practice.

* You will learn updated information and read key examples to help you under-
stand contemporary public relations practice in a variety of settings.

Each chapter begins with a study guide that outlines specific learning objectives to
help you focus your reading and master the material.
The tenth edition comprises four parts:

¢ Part I (Chapters 1-4)—Concept, Practitioners, Context, and Historical Origins
e Part II (Chapters 5-10)—Foundations

e Part III (Chapters 11-14)—Management Process

e Part IV (Chapters 15-17)—The Practice

In short, the book covers a broad range of public relations theory and practice.
However, EPR does not trivialize public relations by presenting brief, oversimpli-
fied case studies. Rather, EPR gives you a foundation for subsequent courses and
books devoted to developing, implementing, and evaluating programs.

Following is an annotated description of each of the chapters:

Chapter 1, “Introduction to Contemporary Public Relations,” introduces the
concept of contemporary public relations and defines terms often confused with the
practice. Most importantly, the chapter introduces for the first time “core axioms”
that spell out the principles and values central to contemporary practice (Exhibit
1.4, page 26).

Chapter 2, “Practitioners of Public Relations,” presents recent data on employ-
ment, salary, diversity, population demographic changes, and the feminization of the
field. Three new “Day in the Life of ...” exhibits introduce you to what practitioners
do at work in nonprofits, corporate departments, and public relations firms.

Chapter 3, “Organizational Settings,” gives public relations work context by ex-
plaining how organizational settings and other factors affect the role of practitioners
and outlines how public relations often begins and is integrated into organizations.
The chapter also outlines the pluses and minuses of internal departments and outside
counsel, and and presents data on major national and international firms and their
councils.

Chapter 4, “Historical Origins,” describes how the practice evolved, identifies
historical leaders who led the evolution, and traces the origins of current practice.
This edition features Harold Burson, Rachel Carson, Allen Center, Scott Cutlip,
Daniel Edelman, Tim Traverse-Healy, Inez Kaiser, Dr. Martin Luther King Jr.,
Ralph Nader, and Betsy Plank in discussions of recent public relations history.
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Chapter 5, “Professionalism and Ethics,” introduces the professional and ethical
principles that underpin the practice. Chapter exhibits document the development of
public relations internationally, particularly in Australia, Sweden, and China, as well
as with the Global Alliance for Public Relations and Communication Management.

Chapter 6, “Legal Considerations,” summarizes the legal considerations so vital
to public relations practice. Included in this chapter are guidelines for copyright law
and permission requirements, and exhibits explaining the hierarchy of the law and
campaign finance reform. In response to a series of corporate scandals and bank-
ruptcies, the chapter discusses new federal legislation (the Sarbanes—Oxley Act of
2002) and Securities and Exchange Commission and New York Stock Exchange
rules that increase transparency and timeliness, hold top management accountable
for financial reports, and reduce insiders’ power to set their own compensation and
to take unfair advantage when trading stock.

Chapter 7, “Theoretical Underpinnings: Adjustment and Adaptation,” outlines
a theoretical foundation for the practice—systems theory. The chapter distinguishes
between an open system approach and the reactive, closed system approach that all
too often characterizes the practice. The ink-squirting cuttlefish serves as a memo-
rable metaphor for the routine, publicity-dominated practice.

Chapter 8, “Communication and Public Opinion,” presents communication and
public opinion theories and models essential to understanding the function of pub-
lic relations in organizations and society. Within a systems theory framework, the
chapter also focuses on the changes in what people inside and outside the organiza-
tion know, feel, and do that affect organization-public relationships and the public
opinion climate.

Chapter 9, “Internal Relations and Employee Communication,” discusses orga-
nizational culture and the application of systems theory to employee communica-
tion programs. The chapter also covers traditional and new media used in internal
communication.

Chapter 10, “External Media and Media Relations,” discusses the workhorse
medium in public relations—newspapers—and the other traditional and new media
for communicating program messages to external publics. The chapter also covers
new uses of old media and how new media—blogs, e-mail, social media, and so on—
have changed organization-public interaction in the digital virtual world.

Chapter 11, “Step One: Defining Public Relations Problems,” introduces the
benchmark model for applying theory to practice in the “four-step public relations
process.” The model demonstrates the logic of using research to “benchmark” the
beginning of the program by defining problems and setting program goals. (The
model is repeated in Chapter 14 to illustrate the three phases of evaluation and to
close the loop on benchmarking.) Chapter 11 also describes new technology used to
gather data for detecting, exploring, and describing public relations problems.

Chapter 12, “Step Two: Planning and Programming,” builds a rationale for
strategic planning, using many examples to illustrate key concepts. The chapter ex-
pands the traditional four-step public relations process presented in Chapter 11 into
a detailed 10-step strategic planning outline. The steps include how to identify
publics and how to write objectives for each target public, and how to apply working
theory to developing program strategy.

Chapter 13, “Step Three: Taking Action and Communicating,” illustrates major
tactics for implementing program strategy. The chapter emphasizes the necessity of
taking action, particularly corrective action, in addition to communication. Actual
examples from practice illustrate the challenges and barriers to framing and dissem-
inating effective messages.
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Chapter 14, “Step Four: Evaluating the Program,” outlines how to track pro-
gram progress and assess impact. The discussion of the three phases of program
evaluation—preparation, implementation, and impact—includes numerous models
and examples to illustrate and clarify evaluation steps. The chapter also covers prac-
tical research methods used in program evaluation, including a discussion of how to
use content analysis for tracking media placement effectiveness in program imple-
mentation.

Chapter 15, “Business and Industry Public Relations,” outlines the role of pub-
lic relations in corporate social responsibility, corporate philanthropy, and corporate
finance. The chapter reflects the growing interest in corporate governance following
almost two decades of corporate scandals and financial malfeasance exposés. The
discussion also addresses globalization and its impact on the practice in corpora-
tions and global public relations firms.

Chapter 16, “Government and Public Affairs,” covers the role of media and
media relations in governmental public affairs, including the journalist embed pro-
gram implemented during Operation Iraqi Freedom. The chapter discusses public
relations practice in local, regional, and national governments in the United States
and other nations. Additionally, the chapter explains how technology is changing
public relations in government.

Chapter 17, “Nonprofits, Trade Associations, and Nongovernmental Organiza-
tions,” covers public relations practice in a broad range of “Third Sector” and other
not-for-profit organizations. The chapter discusses how tight government budgets
have forced private groups to take on many formerly public tasks, thus creating
greater need for volunteerism and philanthropy, and an expanded role for public re-
lations in securing both. Of particular importance is a discussion of the role of pub-
lic relations in and the impact of global nongovernmental organizations (NGOs).

Contributors

My former students formed a pipeline of new information and examples for the
tenth edition, for which I am grateful and in their debt. Ronald Anderson, Associate
Professor, College of Communication, University of Texas at Austin, suggested
changes in the four-step process chapters, but those contributions are not credited in
the chapters. However, the following former students are identified with their con-
tributions: Erin Barrier, Senior Account Executive, GolinHarris, Los Angeles; Mark
S. Cox, APR, Director of Public Communications, City of Chesapeake, Va.; Greg
Davy, Communications Specialist, Williamsburg-James City County Public Schools,
Williamsburg, Va.; Yelena Durmashkin, Senior Coordinator, Corporate Communi-
cations, Qualcomm, Inc., San Diego; Rachel Kay, Principal, Rachel Kay Public Rela-
tions, San Diego; MaryLee Sachs, Chairman, Hill & Knowlton USA, New York; Jim
MecBride, president of McBride Communications and lecturer, School of Journalism
and Media Studies, San Diego State University; and Lieutenant Commander Wendy
L. Snyder, APR, Public Affairs Officer, U.S. Navy Region Europe, Naples, Italy.

Other colleagues in the practice contributed important new material to the
tenth edition. Bill Furlow, Partner, Furlow Communications, Natchez, Miss.; Tracy
Jones, FPRIA, Managing Director Creative Territory Pty. Ltd., Darwin, Australia;
George Lennon, Director for Public Affairs, National Science Foundation, Arling-
ton, Va.; Debra Lynn Ross, Director, Corporate Communications, Consorta, Inc.,
Schaumburg, I11.; and Susan D. Simmons, Development Associate, Dress for Success
Worldwide, New York.
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Colleagues in the academy once again made significant contributions new to
the tenth edition and are credited in the text. Rochelle L. Ford, Ph.D., APR, Associ-
ate Dean, Research and Academic Affairs, John H. Johnson School of Communica-
tions, Howard University, Washington, D.C.; Martin Kruming, J.D., private practice
lawyer and lecturer, School of Journalism and Media Studies, San Diego State Uni-
versity; Larsike Larsson, Professor, Orebro University, Sweden; Suman Lee, Ph.D.,
Assistant Professor, Greenlee School of Journalism and Communication, Iowa
State University, Ames; Jim Macnamara, Ph.D., FPRIA, Professor, Public Commu-
nication, and Director, Australian Centre for Public Communication, University of
Technology Sydney; Ming Anxiang, Professor, Institute of Journalism & Communi-
cation, Chinese Academy of Social Sciences, Beijing; Juan-Carlos Molleda, Ph.D.,
Associate Professor, College of Journalism and Communications, University of
Florida, Gainesville; Bey-Ling Sha, Ph.D., APR, Associate Professor, School of Jour-
nalism and Media Studies, San Diego State University. In addition, two colleagues
gave me useful feedback and guidance, but their contributions were embedded in
the revision without specific attribution: David Dozier, Ph.D., Professor, and Kenn
Ulrich, APR, PRSA Fellow, Lecturer, School of Journalism and Media Studies, San
Diego State University.

Alas, I cannot list all the former students and colleagues in education and in the
practice who contributed to this edition. They will recognize how their feedback
changed and improved the book. Many responded to my requests for help, while oth-
ers cited in the book contributed through their own publications. I could not have re-
vised the book for the tenth edition without the support, suggestions, and critical
analysis of such friends and colleagues. I thank them all and hope that you will be as
generous with your feedback and suggestions as you study this tenth edition.

Pearson Prentice Hall editors provided able assistance and firm direction in get-
ting the tenth edition produced: Ashley Santora, Product Development Manager,
Business and Economic Publishing, and Clara Bartunek, Project Manager, guided
the process from manuscript to an actual book. Angela Williams Urquhart, Editor-
ial Director, Thistle Hill Publishing Services, LLC, Fort Worth, Texas, made sure that
the words you are reading made sense and were spelled correctly. I appreciated
their help in producing the tenth edition and relieve them of any responsibility for
typos and wording problems created by yours truly.

I'am also grateful for the love and support of my wife, Betty, professor emerita
of nursing at San Diego State University, who taught students how to help families
bring healthy babies into the world. As I worked on this revision, she was teaching
her last semester before retiring. We look forward to more travel and house remod-
eling projects before I start work on the eleventh edition.

I hope this book helps you prepare for the challenging and rewarding calling of
building organization-public relationships in the digital age. Best wishes for success
in that mission.

Glen M. Broom, Ph.D.

Notes

'Stephen H. Baer, Fellow, PRSA, writing in a book review published in Public Relations Re-
view 18, No.4 (Winter 1992): 392.

iDonald K. Wright, “Review of Public Relations Literature: Basic Textbooks,” Public Rela-
tions Review 22, no. 4 (Winter 1996): 380.
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Student Supplements

Companion Website ;

This text’s Companion Website at www.pearsonhighered.com/broom contains valu-
able resources for students including access to an online Study Guide.

CourseSmart eTextbooks Online

Developed for students looking to save money on required or recommended text-
books, CourseSmart eTextbooks Online saves students money compared to the
suggested list price of the print text. Students simply select their eText by title or
author and purchase immediate access to the content for the duration of the
course using any major credit card. With a CourseSmart eText, students can search
for specific keywords or page numbers, make notes online, print out reading as-
signments that incorporate lecture notes, and bookmark important passages for
later review. For more information, or to purchase a CourseSmart eTextbook, visit
www.coursesmart.com.
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