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( foreword )

Unquestionably the major advance in the practice of public relations over the last quarter-
century has been “reaction time,” the speed at which PR practitioners can disseminate
their messages. The fax machine provided the first big breakthrough, and now, with a net-
work of computers and the Internet linking practitioners, clients, and the press, messages
can be rocketed around the country (or the world) in a matter of seconds. In the 2000 elec-
tion cycle, there were times when the spinmeisters for one political candidate reacted to a
statement by the opposition candidate even before the statement was made, based on
expectations or leaks.

Media guru Marshal McLuhan once stated that “instant information creates involve-
ment in depth.” True enough, but in hailing the technological advances that permit infor-
mation to be flashed around the world in a split-second, we should not overlook one crit-
ical fact: Content is more important than speed. In other words, the message takes
preference over the speed at which it is sent. It does the PR practitioner’s client little good
if he flashes a message to every news outlet known to man at the speed of light—unless it
is the right message.

And that’s the beauty of Fraser Seitel’s book. He discusses not only how to communicate
messages speedily but, more importantly, how to design and frame those messages. Anyone
who knows how to use e-mail can send a message quickly; the real skill is knowing what
message to send. This is what makes The Practice of Public Relations so valuable to every-
one in our business—from the neophyte to the seasoned professional.

That Fraser Seitel is able to describe these techniques, complete with pertinent exam-
ples, in a way that is both profound and fun to read is a tribute to his own considerable
communications skills. Like all good strategists, he can explain complex problems in lan-
guage so simple it seems obvious, but those of us who do this for a living know just how
difficult it really is.

So read, learn, enjoy, and prosper!

—Joseph Napolitan

Joseph Napolitan is a pioneer in the field of political counseling and is believed to be the first
person ever to describe himself as a political consultant. He served on the campaign staffs of
John F. Kennedy, Lyndon B. Johnson, and Hubert H. Humphrey. He was among the first
Americans to serve as a consultant in foreign elections and has been a personal adviser to nine
foreign heads of state. In 1999, he was chosen by PR Week as “one of the 100 most influential
PR people of the century,” and in 2000 he was selected as one of the eight political consultants
in the United States who have done the most to establish and maintain high standards in the
industry. He is the author of The Election Game and How to Win It and 100 Things I've
Learned in 30 Years as a Political Consultant. He maintains offices in New York City and
Springfield, Massachusetts, where he lives.



(_preface )

In the last edition of this book, I opined, “The practice of public relations will never be
replaced by a computer.” I was right—sort of.

Public relations remains at base a personal, relationship-oriented practice demanding
experienced judgment and finely honed interpersonal communications skills. But . . . the
three years since the last edition of this book, the Internet has arrived with a vengeance in
the practice of public relations, just as it has in every area of society. It is incumbent on
public relations students and practitioners to understand the potential and pitfalls of the
Internet and World Wide Web. Knowledge of the Web, in fact, has become a frontline pub-
lic relations responsibility.

For example, a public relations vehicle as rudimentary as the news release has become
a revitalized weapon on the Web. The Web enables corporations to communicate directly
with investors, and a flurry of news releases indicates an aggressive company to many.

And so The Practice of Public Relations, Eighth Edition, places due emphasis on how
every aspect of the field has been impacted by the growth of online communications.

From the chapter 1 ethical box feature on how Internet communications influenced the
war in Kosovo to the chapter 20 discussion of how public relations positions are in high
demand for the first time in history, thanks principally to the unbridled growth of the
Internet, the clear bias of this book is the emerging cyberspace emphasis of the practice of
public relations.

The purposes of this book remain the same: (1) to introduce readers to effective pub-
lic relations and (2) to prepare students and professionals to deal with the situations and
arrive at the solutions that distinguish the practice.

At the heart of public relations practice are real-life experiences—cases—that alter the
communications landscape and redefine how we assess and handle communications chal-
lenges. The contemporary cases that dominate public relations discussion are the same
ones that dominate the news of the day: Microsoft and its battle with the government,
Coca-Cola’s product contamination scare in Europe, Denny’s rebound from race discrimi-
nation, the World Wrestling Federation’s controversial rise to media prominence, the
National Rife Association, John Rocker, JonBenet Ramsey, George W. Bush, Al Gore, Puff
Daddy and Jennifer Lopez, the President and the intern. All play a part in public relations
lore and learning, and they're all here.

So too are the Internet issues: Lockheed Martin’s Internet employee ethics test, bogus
Internet news releases, Beanie Baby Web warnings, rogue Web sites, investor Internet
threads, intranet replacement of internal print publications.

The Practice of Public Relations, Eighth Edition, is different from other introductory
texts in the field. Its premise is that public relations is a thoroughly engaging, constantly
changing, Internet-influenced field. Although other texts may steer clear of the cases, the
ethical challenges, the “how to” counsel, and the public relations conundrums that force
students to think, this book confronts them all. It is, if you'll forgive the vernacular, an in-
your-face textbook for an in-your-face profession.



This edition is divided into six discrete parts:

P Part I, “Evolution,” deals with the field’s antecedents and pioneers, definitions,
and theoretical underpinnings.

P Part II, “Validation,” deals with the concepts that separate the field from others—
public opinion, ethics, research, and the law.

® Part III, “Activation,” reviews the areas of expertise in which public relations
practitioners must be knowledgeable, from the communications understanding
that is the field’s bedrock skill through general and crisis management through
integrated marketing communications.

® Part IV, “Execution,” reviews the primary technical skills that public relations
professionals must possess—writing for the eye and ear and working in the
on-line medium.

® Part V, “The Publics,” discusses the field’s most important constituencies, from
employees and the media to consumers, investors, and diverse communities.

P Part VI, “The Future,” discusses the challenges and opportunities presented to
public relations in the new millennium.

The 40 case studies included here confront the reader with the most prominent and
perplexing contemporary and legendary public relations problems: President Clinton and
Monica Lewinsky, CNN and the Tailwind “exposé,” the selling of the Blair Witch Project,
Jesse Ventura’s amazing gubernatorial victory, Exxon and the Gulf of Valdez, Dow Corning
and the Tylenol murders, and many more.

Beyond this, a number of unique elements set this book apart:

® Wall-to-wall Internet application to public relations. Beyond the references in each
chapter, chapter 13 offers the most comprehensive explanation of the practice of
public relations on the Web.

P! The prominence of ethics in the practice of public relations is highlighted with “A
Question of Ethics” box features in every chapter, especially ethical issues sur-
rounding Internet privacy.

® “Backgrounder” features complement the text with provocative examples of what’s
right, what's wrong, and what’s wacky about public relations practice today.

® Chapter Summaries and Discussion Starter Questions highlight the key messages
delivered in each chapter.

P Updated Suggested Readings, nourishing Appendices, and “Top of the Shelf”
book reviews supplement the text with the field’s most current literature. The vast
majority of references cover 1997 to the present.

B “Over the Top” interviews air the views of the field’s most prominent profession-
als—from President Clinton’s White House Press Secretary Joe Lockhart to the
most prominent public relations practitioner of the 20th century, Harold Burson—
and the CEO newsmakers who presided over the field’s most striking moments,
from ValuJet CEO Lewis Jordan to PepsiCo CEO Craig Weatherup to Dow Corning
CEO Richard Hazelton to the eminent management guru Dr. Peter Drucker.

All of these elements add to the excitement of this book. And the new features—
Internet backgrounders and ethical questions, CEO interviews, 1999 to present cases, cur-
rent readings, and so on—make this book particularly pertinent.

In that context, The Practice of Public Relations, Eighth Edition, is once again pro-
duced in a full-color format to underscore the liveliness, vitality, and relevance of a field
that is built on the important personal relationships, judgmental skills, and on-line knowl-

edge that will dominate the 21st century.
—Fraser P. Seitel

XXVI Preface
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has overtaken society in the 21st century: the Internet.

Notwithstanding this new cyberinfluence, the practice of public relations still
depends on personal relationships. This public relations book therefore still depends for its
inspiration on people, and there are many of them.

On the “front end” of the process, I am grateful to the top executives who sat with me
for interviews. The CEOs of CBS, PepsiCo, Navistar, Madison Square Garden, and
ACNielsen, Postmaster General Marvin Runyon, Air Force Secretary Sheila Widnall, man-
agement legend Peter Drucker, and the others originally were interviewed for Public
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tions is to be accepted as a “management function,” then public relations people must hear
the views of top managers. We do that here because of the willingness of these CEOs.

I am indebted also to Ray Gaulke, president and cyclonic force behind the Public
Relations Society of America, who was most kind to participate in this project and'sit for
the lead interview. Multitalented professional Paul Swift kindly prepared the bibliographic
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who patiently waited for the author to come through and then handled the new book
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of Thanks those other distinguished professors who have reviewed past editions:
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Michigan State University; J. D. Rayburn II, Department of Communication, Florida State
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International University; John Q. Butler; Rachel L. Holloway, Department of Communi-
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Pacific Lutheran University; Cornelius Pratt, Department of Advertising, Communications,
and Public Relations, Michigan State University; Robert Cole, Pace University; Janice
Sherline Jenny, College of Business, Herkimer County Community College, Craig Kelly,
School of Business, California State University, Sacramento; Lyle J. Barker, Ohio State
University; William G. Briggs, San Jose State University; E. Brody, Memphis State
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Sandy Grossbart, University of Nebraska; Marjorie Nadler, Miami University; Sharon
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diva Rosemary, network mogul Raina, and Rose Bowl victor David Seitel are the real power
behind the throne.

I thank you, one and all.

—Fraser P. Seitel
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(about the author)

Fraser P. Seitel is a veteran of close to three decades in the practice of public relations. In
1992, after serving for a decade as senior vice president and director of public affairs for
Chase Manhattan Bank, Mr. Seitel formed Emerald Partners, a management and commu-
nications consultancy, and also became senior counselor at the world’s largest public
affairs firm, Burson-Marsteller. In his practice, Mr. Seitel continues to counsel corpora-
tions, nonprofits, associations, and individuals in the areas for which he had responsi-
bility at Chase—media relations, speech writing, consumer relations, employee commu-
nications, financial communications, philanthropic activities, and strategic management
consulting.

Mr. Seitel has supplemented his professional public relations career with steady
teaching assignments at Fairleigh Dickinson University, Pace University, New York'’s
Professional Development Institute, Chicago’s Ragan Communications Workshops, and
Colorado’s Estes Park Institute. Over the course of his career, Mr. Seitel has taught thou-
sands of public relations professionals.

After studying and examining many texts in public relations, he concluded that
none of them “was exactly right.” Therefore, in 1980, he wrote the first edition of The
Practice of Public Relations “to give students a feel for how exciting this field really is.”
In nearly 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.
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