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P ublic relations as a profession is changing rapidly. The practice of public relations has
undergone almost revolutionary changes in the past few years thanks to Internet-driven
technology. This major information source provides for the first time a way for organiza-
tions to communicate directly and instantly with a variety of its audiences, oftentimes with-
out using traditional mass media. Globalization of worldwide markets and organizational
restructuring are two more powerful influences on the practice of public relations.

These critical changes in globalization, technology, and organizational structure
lend increasing importance to the management function of public relations. Practition-
ers are no longer mere technicians who shape and transmit messages from their organ-
izations. They are professionals who shape the relationships an organization has with its
various constituencies. Public relations practitioners must possess the communications
expertise and social sensitivity necessary to enable organizations to adapt to the chang-
ing environment.

Public relations practitioners must bring not only all of the traditional communi-
cations skills to their broadened role, but must now bring the ability to research and un-
derstand problems, to plan the public relations programs, to create effective messages,
and to evaluate the effectiveness of these programs. The goals of this edition are to pre-
sent and explain the fundamental tools of the public relations practice and provide an
understanding of the emerging trends within the field.

A multi-disciplinary approach has characterized the text
from its inception and is continued in this edition. We be-
lieve that by drawing on the experience of professionals from
journalism, business, psychology, and communication we
can present a comprehensive and inclusive overview of public relations. The education,
research, and teaching experience of the authors in each of these disciplines addresses
the needs of the students who will be practicing in diverse environments.

We have tried to maintain the easy-to-read, personal style throughout the text. To
that end, we have kept the jargon to a minimum, and have provided definitions for all
terms that are particular to the profession. In addition, we have attempted to give pub-
lic relations students and practitioners the tools and knowledge they need in ways that
reflect the reality of public relations. For example, mini-cases provide insight into real-
time activities conducted by organizations. They are interspersed throughout and pro-
vide applications for the basic concepts being introduced. Public relations spotlights
provide various kinds of helpful information such as tips for getting good photographs
and how to clear publicity releases.
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Preface

This edition has retained the four part organiza-
tion of earlier editions: the profession, the
process, the publics, and the practice. Part One
describes the current public relations situation,
its historical roots, theories, and ethics and legal concerns. Part Two examines the core
issues of the process that underlies public relations while Part Three focuses on the
publics that are the object of these efforts. Finally, Part Four summarizes the practice of
public relations and looks at the emerging trends of the profession. We believe that this
structure truly reflects the growth and development of public relations as an emerging
profession.

There are several structural changes to this edition. Chapter One is virtually a new
chapter. Not only does it provide an overview of the field, it also incorporates coverage
of organizational decision making. We have combined the chapters on law and ethics
(now Chapter Four) because the two are inextricably intertwined. The chapters on pub-
lic affairs and government relations have also been folded together into Chapter Four-
teen. Finally, there is a brand new chapter (Chapter Seventeen) on emerging issues.

Every chapter has been completely updated, while retaining the classic material.
The content truly reflects the direction of public relations on the 21st century.

Each chapter opens with a preview that provides an overview of the chapter
content.
Mini-cases in each chapter allow students to “see” public relations in action.
Spotlights in each chapter add material to enhance students’ understanding of
chapter concepts.

Numerous figures and tables explain and clarify concepts under discussion.

An integrating case study runs through each of the four chapters of Part Two to

help pull together the process.

Each chapter ends with a case study.

Highlighted glossary terms appear throughout the text, in addition to a complete
end of book glossary with definitions.

Chapter One: The Nature of
Public Relations

From the outset this completely revised chapter
introduces the reader to the changing nature of public relations campaigns and the mul-
tiple demands constantly placed on the public relations practitioner. Management and
leadership functions are distinguished. Discussion of Dilenschneider’s elements of pub-
lic discontent and a discussion of the public relations education role of developing fu-
ture leaders is included.

Chapter Two: The History of Public Relations

Unlike other public relations texts, this book’s history chapter gives more attention to
public relations contributions from non-profits, social movements, and historical mod-
els of public relations. Included are Arthur Page’s six principles of public relations, a
profile of Pat Jackson, and conceptual traditions in public relations.



Chapter Three: A Theoretical Basis for Public Relations

New dimensions are added to the models of public relations to explain how theories are
evolving to better explain the practice of public relations. There is also a discussion of
Pat Jackson’s lasting contributions to public relations and coverage of the monitoring of
relationships.

Chapter Four: Law and Ethics

This chapter gives new emphasis to the developing legal consideration of the Internet.
The new Code of Ethics of the Public Relations Society of America (PRSA) is included
along with the Code of the International Association of Business Communicators.

Chapter Five: Research: Understanding Public Opinion

The research chapter begins the process section with the initial part of the case study
that runs throughout the four chapters in this section. The research terms are explained
in lay language with a spotlight. Usability research for web-based material is included
along with a new look at Internet, library, and data bank resources.

Chapter Six: Strategic Planning for Public Relations Effectiveness
New in this chapter are elements for a single-use campaign plan detailed including a
sample plan and budget.

Chapter Seven: Action and Communication

Internet writing guidelines are included for this edition along with more emphasis in
two controlled tools: advertising and the World Wide Web.

Chapter Eight: Evaluating Public Relations Effectiveness

New in this chapter is an examination of Ketchum’s extranet efforts, additional meas-
urement strategies, and new evaluation software.

Chapter Nine: Media Relations

This chapter has shifted to an e-mail and webpage-based process, especially when deal-
ing with the trade press and national and regional media. A new section on a crisis re-
sponse statement is included.

Chapter Ten: Employee Communication

This chapter considers the new labor force of the 21st century and its influence on em-
ployee communication. Public relations practitioners will have an integral role in creat-
ing communications that seek employee support for organizational change.

Chapter Eleven: Community Relations

This chapter provides new information about two areas of increasing importance
in community relations: cause-related marketing and community activism. Case stud-
ies provide tangible examples of how community relations can have a significant impact

on a corporation’s branding and reputation. In addition, there is a section on employee
volunteerism.

Preface
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Preface

Chapter Twelve: Consumer Relations and Marketing

This chapter provides guidelines that communicators can use when selecting appropri-
ate marketing communications activities. New sections include guerilla tactics, branded
news strategy, and trends in brand naming.

Chapter Thirteen: Financial Relations

New to this chapter is an examination of corporations that have been faced with finan-
cial reporting scandals with a spotlight on Enron and the public relations lessons
learned from that situation.

Chapter Fourteen: Public Affairs: Relations with Government

This chapter combines discussions of the specialization of public relations focused on
building relationships to influence and inform key groups about political activities. The
chapter introduces information on the use of websites as a political tool and how pub-
lic affairs is carried out in non-profit settings.

Chapter Fifteen: Public Relations in Nonprofit Organizations

This chapter provides a global perspective on non-profit work, going far beyond small,
well-intentioned community-based programs and including a discussion of the chal-
lenges faced by nonprofits. The Lutheran Services of America case study discusses how
this $7 billion network provides a full range of health and human services in more than
three thousand communities.

Chapter Sixteen: Corporate Public Relations

A corporation’s most important concern is its ability to maintain an environment con-
ducive to doing business. This chapter discusses the crucial role that public relations
plays in creating and developing a corporation’s image and reputation with its key
publics, particularly life after corporate scandals. Included are the ten characteristics of
effective corporate communication and the role of the CEO in public relations. The BP
case study introduces some of the issues and challenges faced by corporations when
merging with other entities.

Chapter Seventeen: Emerging Trends in Public Relations

This brand new chapter prepares future practitioners for the most pressing globaliza-
tion, technology, and corporate social responsibility changes in the field. The Napster
case study shows how the Internet can be used as a public relations tool.

Student CD-ROM

The CD-ROM that accompanies the text offers stu-
dents a variety of resources and activities. They are
integrated with the text through the use of CD icons
in the text margins that notify students which CD

tool to use. They include:

Video—The video includes clips of 15 interviews with public relations practition-
ers from public relations firms such as Ketchum and Burson Marsteller.



Self-Quizzes—Students can assess their comprehension of the chapter concepts by
taking practice tests that provide feedback for each answer.

Audio Flash Cards—Students can use these digital flash cards to hear how key terms
are pronounced and to study for exams.

Instructor’s Resource CD-ROM

This CD-ROM includes the following resources:
* Test Bank—available as a computerized test bank or as a basic Word document.

Instructor’s Resource Manual—provides chapter summaries and objectives, media
resources, activities, and test questions.

PowerPoint Slides—This set of slides, developed by Dan Lattimore, includes chap-
ter outlines and video clips.

Video: Interviews with Public Relations Professionals

Fifteen original video interviews conducted by the book’s authors are part of the student
CD-ROM and are also available in VHS format. Instructors can use the clips as lecture
launchers or discussion starters. A printed video manual provides a summary and
discussion questions for each segment.

Online Learning Center

This website, at www.mhhe.com/lattimore, provides instructors with professional re-
sources, PowerPoint slides, and downloadable supplements and provides students with
additional interactive test questions and glossary crossword puzzles to help them master
course concepts. Icons in the text direct students to relevant resources on this website.

PowerWeb

PowerWeb is a component of the Online Learning Center that brings the information on
the Internet to a course. It features current articles, informative and timely world news,
curriculum-based materials, research tools, and additional resources. This content,
which is password protected, is offered free with new copies of the text.

PageOut: The Course Website Development Center

All online content for this text is supported by WebCT, eCollege.com, Blackboard, and
other course management systems. McGraw-Hill’s PageOut service is available to get
you and your course up and running online in a matter of hours, at no cost. PageOut
was designed for instructors just beginning to explore Web options. Even the novice
computer user can create a course website with a template provided by McGraw-Hill
(no programming knowledge necessary). To learn more about PageOut, ask your
McGraw-Hill representative for details, or fill out the form at www.mhhe.com/pageout.

Our thanks go to many people: colleagues with whom we have
worked in public relations education, our public relations men-
tors, leading practitioners who have been willing for us to inter-
view them, and public relations firms and organizations that have
provided many of the materials and examples. They are too numerous to name, but they
all have our gratitude.
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The Profession and the Practice: A Structure that Reflects
the Growth and Development of Public Relations

Unique 4-part organization ensures that students will leave your course with a

thorough understanding of public relations and a basis for successful practice today
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Case Study—rEach
chapter ends with a case
study that invites

Chapter 9+ Media Relaions — 199

Toxic Shock Syndrome

A

A\ Peers hlrensHosplal s new publ rlaons drecto mac o ls ‘ ; students to a p p ) y that
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be newswarthy. I think I've discovered a nev disease: do you think that's , cnap ter's principles in a
newsworthy?" he asked the public relations director. After she told him it was ‘
newsworthy, he continued by saying, I think 'm gaing to call it toxic shock
syndrome.” He wanted to announce it. She readily agreed but wanted ta plan
how to release the information so the hospital could get ‘the maximum benefit
from the exposure.

Children’s Hospital in Denver is a major regional referral and research hos-
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How would you use the Internet ta announce the new disease? Would
you create a website? Assuming you did create a website, what would
you include?

How would you handle the requests from more than 500 media calls
you would receive in the few days after the announcement:

f you had just been named public refations director for the hospital d i i h '

e 1 ackorscy o Wik 6] el 8 e o i , esigning the campaign.
contacts to help the hospital?

How could you use the discovery of toxic shock syndrome in the years
to come in your public relations efforts?
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14 P+ The Process

Study—A continuous

Public relations strategic planning provides organization fo the public relations process.
“Strategic planning is a process of asscssing what you have and where you want to go”

The caliber and thoroughness of thinking preceding the execution of public relations o B case Study that runs

activities will determine the value of the public relations operation. Understanding how
10 develap a public relations plan, then,
leel ptiane o iy g i public relations,

ning maves public relations from a reactive activity to  proactive process.
vmm relations practitioners, like most other managers, tend 10 be action oriented. The

i one of the main eriteria that separates entry

throughout the four
constant changes that ke place both inside and outside any organization produce an

endless procession of public relations problems, Too often, because of the number of . . Chapters I'n Part TWO to

pressing problems, managers find themselves responding anly to exceptional situations
Such situations are usually negative in that they require the practitioner to intervene af
ter a problem has already gotten out of control

Although putting out fires is certainly part of the public relations function, it can
ot be allowed to dominate all

help pull together and

tions. If it does, the practitioner becomes a victirn of

circumstances, only able to react to the situation at hand. Perhaps the most frequent

complaint of public relations practitioners i that other managers ask for their services - . . o - (‘/lus trate the process Of

only after the problem has become ble. When damage 10 the

image has already been done, the public relations manager is often directed to “fix it
This may prove o be a no-win situation both for the organization and for the practi
tioner who must engage in wsually fruitless remedial public relations.

Fora long time, public relations practitioners have been advocating preventive pub.
lic relations 10 avoid such problems. Part of this approach involves the type of Fact
finding rescarch we have already discussed in chapter 5. If practitioners detect potential
management early

public relations.

problems before they erupt into damaging situ
warning and advice. Sometimes even early detection cannot forestall some negative im.
pact, When advanced g is coupled with adequate planning, however, negative ef
flects can be minimized and public relations management can provide well-desi
positive actions rather than hastily conceived reactions. As we continue our integr
case study begun in chapter 5, notice how the pitfalls of hasty reaction were avoided

s, they can g

Int egrat i ng Cedar Springs Community Hospital

Segment 2

u may remember thal the physicians at Cedar Springs Hospital (chapter 5)
re calling for immediate action to correct what they saw as a potentially
life-threatening situation in patient care. Reaction to the problem as it appeared
at the time would have generated a campaign to make employees more aware
of the need for quality patient care and emphasize their responsibility for pro-
viding the best care possible. However, before taking action, the public rela-
tionsdirector conducted some research to help him better understand the
problem, The results were surprising and showed that the first action contem-
plated would have only made things worse. Employees already believed that
the quality of patient care in the hospital was subpar and were frustrated be-
cause they felt they personally were doing a good job. In addition, research re-
vealed that recently released patients rated the quality of care significantly bet-
ter than the employees did
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chapter opens with Solid Public Relations Text
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CD-Video Icons—Appear
at the end of each
chapter to direct
students to watch the

appropriate video clip on
the CD-ROM or visit the
Online Learning Center.
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The Profession
and the Practice:
Outstanding Tools
that Reflect Tech-
nology Today
Student CD-ROM—
Packaged for FREE
with every new
copy of the
textbook, this CD-
ROM provides
several learning
tools that help
reinforce course
concepts.

Video Clips—
Includes 4 case
study interviews
including Missing
Children Case
Study with Greg
Wagner at D’Arcy
Public Relations and
11 Public Relations
practitioner
interviews including
Future Trends in
Public Relations and
advice to students
by Cheryl Procter-
Rogers at Home
Box Office.



Quizzes—Practice
quizzes with
feedback help
students reinforce
their learning and
comprehension.

Flashcards—
Interactive
flashcards of key
terms in each
chapter allow
students to practice
vocabulary.

PowerPoint
Tutorial—Presents
the basic steps to
creating and using
PowerPoint
effectively in
presentations.

, ﬂe Use keywords fo

Chapter 6 Quiz

1. Public relations plans use
strategic plans.
tactical plans.
forecasting techniques.

all of the above.
CHECK ANSWER

NEXT QUESTION

Correct. Strategic plans involve long-range plans that
are set to accomplish the major goals of an organization.
Tactical plans offer specific actions to reach the goals
set forth in the strategic plans. Forecasting through the
use of various techniques such as public opinion surveys
is necessary to develop strategic plans. [+]
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r bullets.

m Slides are visual notecards.

main ideas
not complete thoughts
full sentences only when quoting
m For every bullet try to eliminate:

articles (a, an. the)
pronouns that could be implied (you, we)
verbs that could be implied




