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Foreword

One of the most important trends in recent years has been
the integration of public relations into the marketing mix.
No longer do corporations view it as a separate, narrow-
objective tactic, a tactic that is isolated from other market-
ing activities. Today, most marketers understand that pub-
lic relations must be linked with other marketing
disciplines. They recognize that the planning and imple-
mentation of a public relations program must harmonize
with overall marketing objectives.

That recognition is what makes this new edition of the
Public Relations Handbook so important. Authors Robert L.
Dilenschneider and Dan J. Forrestal appreciate market-
ing’s role in public relations. They explore the myriad ways
public relations can be used as a marketing tool. Writing
from both agency and client perspectives, the authors pro-
vide practical information, illustrated by case histories.

Public relations has multiple marketing applications.
Corporations can use it for everything from issue manage-
ment to strategic planning to image enhancement. They
can coordinate PR efforts with promotions and advertising
to improve trade relations. Or they can launch financial re-
lations programs that can support initial public offerings,
orchestrate security analyst meetings, and communicate
sensitive merger and acquisition information.

Public relations, like all marketing disciplines, has be-
come a field of specialists. Just as the old advertising gener-
alist had given way to specialists in direct-response adver-
tising, business-to-business advertising, and the like, public
relations now breaks down into many areas of expertise.

You'll find public relations agencies that focus on special
events. Others bill themselves as financial PR strategists.
Within corporations, you’ll find communications’ employ
ees who are responsible only for internal newsletters, bro-
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chures, and magazines; others are media relations experts.
This increasing specialization facilitates interaction be-
tween public relations and other disciplines, which respond
positively to this new breed of specialists. A corporate mar-
keting director, for instance, welcomes the PR professional
who understands trade relations; that marketing director
feels comfortable including the public relations person in
planning as well as in implementation.

In this book, the gamut of specialized PR activities are
covered. An especially timely section concentrates on
health-care public relations. More so than ever before, hos-
pitals, HMOs, and other health-care organizations are ag-
gressively marketing their services. Within this marketing
mix, PR has become a key component. What that compo-
nent entails is discussed as it relates to this field.

In the 1980s and beyond, corporate communication and
PR agency executives must understand their marketing
roles. It is no longer enough for them to be great release
writers or to establish terrific media contacts. Today and in
the future, they must understand how their skills dovetail
with those of other marketing professionals. How can they
best work with a market research department or firm? How
can they contribute to the sales department’s efforts to
open up new channels of distribution? How can they maxi-
mize the impact of the ad agency’s new campaign?

There is a strategy here that didn’t exist—or at least, was
not common—a decade ago. Public relations professionals
must be prepared to deal with a staggering variety of peo-
ple, issues, and subjects.

This excellent book contains information to help prepare
the public relations practitioner to meet the challenge.

—GEORGE Lazarus
Marketing News Columnist
Chicago Tribune
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Introduction

Only eight years have elapsed since The Dartnell Corpo-
ration published its Second Edition of the Public Relations
Handbook. However, the appearance of this Third Edition
is by no means premature. Much new material has been as-
sembled by the authors, Robert L. Dilenschneider, presi-
dent and chief executive officer of Hill and Knowlton, and
Dan J. Forrestal, public relations consultant of Forrestal &
Associates who formerly was director of public relations for
Monsanto Corporation. Much of it relates not merely to
small details that needed updating but to the sweeping
changes that have come over the theory and practice of
public relations. This industry (or business) is still not far
out of its formative years, and only in the past decade has it
grappled with some fundamental issues in its own develop-
ment.

Meanwhile, its growth has been rapidly accelerating as a
consequence of the “information revolution.” Everywhere
people have been challenged by the need to know, as they
have confronted options and choices had they never had or
even heard about before—exotic new investment forms,
gaudy new consumer products such as home computers and
videocassette recorders. To be a conscientious citizen today
one has had to master at least the rudiments of such mat-
ters as the technology of the space shuttle, the safety factor
in nuclear power plants, and gyrations of the dollar in inter-
national money markets. Whoever it was that said, “knowl-
edge is power,” could have added, “and you can’t survive
without it.” Ironically, a major Wall Street scandal of the
1980s involved trading in inside information.

Vast stores of data accumulated in computer memories
and have been spewing forth from machines that seem to
operate at the speed of light. Corporations now had contin-
uing relations with a number of different “publics”: their
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stockholders, investment banks, consumers of their prod-
ucts, suppliers of raw materials, the communities they were
established in, government regulators, and environmental-
ists and other concerned groups. The penalty for neglecting
any of them could mean corporate death.

Eliminating the technical barriers to the ever-rising vol-
ume of information exchange has not been a particularly
serious problem. The innovating hardware of telecommuni-
cations has pretty much kept up with the demand. On the
human side, however, there were large obstacles yet to be
cleared away. On the surface, the right to know seemed ab-
solute and indisputable, but when you got down to details,
difficulties loomed. It wasn’t just the mania, endemic in
Washington, for classifying everything “top secret.” In pri-
vate business and nonprofit organizations as well, there
wasn’t much enthusiasm for disclosing delicate matters.
Accordingly, the powers-that-be holed up in their fortresses
behind their moral certainties, and a junior public relations
person was assigned to keep the wolves at bay.

The picture has changed remarkably fast. The Freedom
of Information Act has lived up to its grand name by prying
open the federal archives, and officialdom has suddenly be-
come very available and quite talkative. The President’s
cabinet members clamor to be interviewed on the morning
talk shows. Top corporate executives have been stepping
off their pedestals to speak their minds—and sometimes do
some listening too. It was a time of opening up; even the
Russians had a word for it, glasnost, which became the
theme song of the Gorbachev regime.

It was an auspicious time to have a job that emphasized
gathering and elucidating information. At its best, public
relations embodied a dual job—first, sorting out and com-
prehending the economic, financial, and social pressures
that affect the performance of the client organization and
second, keeping the world-at-large familiar with and favor-
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ably inclined toward that same client. As Bob
Dilenschneider says in this Handbook (see Chapter 3, page
35), “Public relations people who are at the top of their jobs
learn that all targets are moving targets, and that therefore
the nature of the work and the exercise of good judgment
require ceaseless renewal of information and insights.”

Many public relations people, no doubt, still spend their
days doing traditional chores—grinding out routine press
releases, composing banquet speeches for serious execu-
tives, preparing copy for the annual report. How different is
a day in the life of someone at the cutting edge of the busi-
ness, which may start with organizing a presentation to de-
fend the company’s performance before an audience of se-
curity analysts, then explaining to a business magazine
writer how the company’s new electronic product works.

Today’s public relations arena has no place for hacks. In
the past, the PR jobs had often gone to newsmen who wel-
comed the chance to bolster their retirement funds. They -
usually had good news sense and wrote clear prose, but they
lacked the kind of style that might have added distinction to -
the message. Gresham’s Law was operative here, and the
more imaginative and ambitious younger men and women
moved in and took over. Inevitably, they began thinking of
public relations as a desirable lifetime career.

That thought led quickly on to the notion of declaring it a
profession. It might not matter much if some ambitious
young people wanted to be thought of as members of a pro-
fessional group, but “credentialism” would rear its ugly
head. Trouble results whenever professional status is used
to exclude potential new members. They might be required
to obtain licenses, or maybe pass a test (just as budding law-
yers must pass their bar examinations). Lawyers are a rela-
tively homogenous group. Public relations embraces many
different functions that would not fit comfortably under
one roof. A way to get around that would be to establish
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more public relations schools around the country like the
schools of journalism that have sprouted on so many cam-
puses. As a matter of fact, a good many journalism gradu-
ates never see the inside of a newspaper office; they wind up
in public relations.

The really serious concern is not how to ensure an ade-
quate supply of young public relations people, but to deter-
mine how educationally fit they are for the job. The authors
argue commendably that the best schooling for a career in
public relations is a sound grounding in the liberal arts—
history, sociology, psychology, literature, and political
science—augmented perhaps by courses in economics and
corporate finance, business law, and business organization.
Regardless of what intellectual competences a person may
bring to the job, the human quality that is most vital is a
veneration for truth. Uncompromising, unwavering hon-
esty is, of course, desirable in its own right, but there are
several reasons it should be stressed in public relations. In
public relations work, particularly, personal reputations
are at stake, and what the public will tolerate least of all is
lying. Nixon’s Presidency collapsed not because he ap-
proved the bugging of a room in the Watergate building but
because he—and the aides who managed his public
relations—played fast and loose with the truth. Similarly,
in the case of the Iranian arms deal during the second
Reagan administration, it was the deviousness of the par-
ticipating officials that hurt the most.

Another reason its veracity must be kept above suspicion
is that public relations is a comparatively young industry.
The memory of its unsavory forebears, the “flacks” and
“press agents” who would flinch at nothing to get a client
favorable mention in the papers, lingers on. To this day,
when a too obviously favorable profile of a public figure ap-
pears in print, the cynical reaction is: “They did a PR job on
him.”
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In exalting truth, care should be taken to distinguish it
from objectivity. A public relations firm is not obliged to
take a polygraph test with every statement it makes. It is in
the business of promoting or selling an elusive
commodity—a favorable public impression of its clients,
which, among other things, might be a person, a grocery
product, a political party, or a controversial cause. A PR
professional cannot be expected to approach his or her as-
signment with a vacant mind. To each case the professional
brings a set of judgments whose acceptance needs to be
won. What is not defensible, however, is for there to be a
concealment or distortion of known truths for the sake of
desired outcomes.

Regard for the truth had been the implied issue that long
divided public relations from the press. Journalists gave the
impression that they were the anointed guardians of the
First Amendment while the PR people were always flirting
with venality. Four decades as an editor of a business maga-
zine have convinced me that that’s a lot of nonsense. Aside
from a few cranks who tried to bar the way to the executive
offices and monopolize the interviewing or demanded to see
unedited versions of our article, PR people were most coop-
erative and helpful.

The fact of the matter was that the journalists looked
down on the PR people, critical of the way they did the
work; real reporters ripped their stories out of the throats of
reluctant witnesses and did not sit in cushy offices reading
books. Action reporting was all right as long as journalism
confined itself chiefly to crime and politics and war. But it
was no way to cover more complicated, technical subjects
that required help from the experts.

Around the time OPEC first jolted the world with its oil-
price shock, there was a surge of demand for explanatory
reporting of business economics and finance—areas in
which nonspecialist news people were woefully weak. The
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deficiency was soon corrected as able younger reporters,
sensing where good salaries were, shifted over. At the same
time, the journalists swallowed their pride and went to the
public relations offices for help.

Thus did the information revolution forge a new alliance,
an alliance that benefits the best practitioners of both disci-
plines and their audiences.

—RoBEerT Lusar
Retired Managing Editor
Fortune
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