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Preface -

Under the background of the economic globalization, the con-
stantly enriched and complicated practices of Public Relations (PR)
transferred PR, from a simple skill of communication, to a compre-
hensive managerial practice. In.such situation, deepening the Public
Relations study, exploring the systematic combination of PR works
with other types of management practices to achieve strategic syner-
gy, are of far-reaching practical significance. Basing on the thought,
the book attempts to present. the underpinnings of management and
communication in PR. In contrast with others, the book offers read-
ers a unique perspective. which indicates that PR is the combination
of management and communication, and makes an emphasis on the
concept of management in the PR study and practice.

The book consists of seven parts which are totally 17 chapters

Part 1: Introduction of Public Relations management

Part 2: Strategic Public Relations Management -

Part 3: The Fundamental Management of Public Relatlons

Part 4; Public Relations Co_mmu_mcatlon Management

Part 5: Relationship Management.

Part 6: Enterprise Image Management

Part 7;: Research on Planning and Management of Pubhc Rela-
tions Campaigns A

In each part there are some notxceable points:

In chapter. 1, I analyse the evolution of PR models, in whxch
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PR develops from experience-based PR to technique-based PR , and
finally to managing-skill-based PR. From such classification, I ex-
pound the nature, the main elements, the contents and the functions
of PR management. In chapter 2, I sum up the development of PR
practice in China after the implementation of the reform and open
policy, and put forth views on the trends of PR. Specially in chapter
4, 1 classify three levels of PR work (primary, intermediate and ad-
vanced) and three kinds of working conditions of PR in Enterprises
(primary operational level, infrequent planning and communicating,
systematic performing and managéement). Such classification offers a
clear view on the level differences of PR work and it can be used as a
ruler to measure the PR management.

Part 2 is on the strategic PR management. The process of
strategic PR management contains the strategic analysis, strategy
formulation, strategy implementation, evaluation and control. This
chapter focuses on exploring the way to improve the effectiveness
and efficiency of PR management by planning and facilitating PR
work integrated with other management activities in enterprises. In
views of economics and management the author anélyses the con-
cerning issues and applies the concept Qf Stakeholder to elaborating
the concept of the public in PR and throws light on the idea’s eco-
nomics basis.

Part 3 is about the fundamental management of PR. From au-
thor’s perspective, the fundamental work of PR refers to the activi-
ties which directly influences the performance of PR management.
Into this part I include a number of issues such as PR research, PR
writing, editing, speech-making, conversation skills and the rele-
vant etiquette. But for the book’s page limitation, this part can only

contain two chapters: chapter 6, Research and Information Manage-
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ment in PR, chapter 7, Etiquette and Interpersonal Communication
skills. '

In chapter 4 I summarize PR communication theory and elabo-
rate public opinion management, issues management, adventure
communication and crisis management.

Part § introduces relationship management which involves rela-
tions management of employee, community , customer, media, in-
vestor etc. In this part I not only discuss how to communicate with
publics but also explore how to integrate PR work into enterprise
management to help enterprises improve their cbmpetitiveness in the
fierce competition.

Part 6 focuses on strategy and tactics for enterprise image man-
agement.

Part 7 concentrates on procedure, tactics, design skills in plan-
ning and management of PR campaign. I especially emphasize on the
importance of adventure assessment and management for improving
the effect of PR campaign. A number of living examples make the
analysis practical. _

Here by, I would like to extend my sincere thanks to those who

offer me helps in finishing and publishing the book!

February 2002
Yinghong Zhang

Beijing
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