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PREFACE

Since the last edition, a whole new medium has arrived on the public relations scene—
in-time media or multimedia—old term, new application. The electronic delivery of
and access to information is changing the way we communicate.

You have to accept the pervasiveness of cybermedia when you get a computer disk
with your airline snack. Right? Or when the magazines people are talking about as
“important” have names like Wired and Internet Worid. Or when you go into the
library and the card files have been replaced with computers that list major references
on CD-ROMs. Or when most business cards have e-mail addresses. We can remember
when we added e-mail to this book and some responded that e-mail was the esoteric
reserve of academics. Right now the Internet is the electronic superhighway that ev-
eryone is trying to get on. But even by the time this book is published, you may be
working with some interactive electronic delivery on your television sets rather than
your computer screens. Who knows?

For this new edition, then, besides responding to reviewers’ comments and
students’ observations, we had to look at the technological leap institutions and in-
dividuals have taken in the past few years. You’ll find the influence of the new tech-
nologies all through the text—from more information on electronic research and
fuller coverage of e-mail, to a discussion of Web pages and the place of CD-ROMs in
media kits.

The influence of technology combined with social and economic trends created a
need for major changes in some chapters, such as those on newsletters and annual
reports. Some examples from the previous edition had to be scrapped because they are
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passé. Others were retained because they are not only good examples, but also still
timely.

One problem that we’ve had before regarding reproduction of examples actually
grew worse. We often need examples taken directly from the computer screen. That’s
not new. (We can remember years ago when a reviewer challenged the term “computer
graphics” and we had to include an illustration. Sounds rather quaint now.) What
hasn’t gotten much easier is taking “screen shots,” that is, actually taking pictures from
the screen.

The book’s focus remains the same: to make its users competent wordsmiths, who
will always find themselves employable because they can turn a phrase that tells a story
for any medium, for any audience.

Their messages must survive all challenges both from official editors and from
unofficial, self-appointed editors. These wordsmiths must be able to prove to employ-
ers and clients that their messages were effective, that they created awareness, changed
perceptions and increased understanding.

Part One provides the background for all public relations writing tasks by explain-
ing how this kind of writing is unique and by exploring the profession’s legal and
ethical obligations. It also examines the role of persuasion and emphasizes the need
for research, the underpinning of all good writing.

Part Two, a review of basic writing principles, is getting more attention than we
ever imagined when we first put it in the book. Students and teachers tell us it is criti-
cal. Students have said that they are exposed to so much “bad” writing that it’s refresh-
ing to find out there are ways to be clear and interesting. Some students have brought
us some amazing examples of doublespeak that we’d like to include but, not surpris-
ingly, getting permission seems to be a problem. A recent e-mail message from some
colleagues, which asks that we include grammar, spelling and punctuation tests be-
cause their universities are just now putting such tests in place, is indicative that writing
correctly remains a problem.

In Part Three students get their first exposure to the kinds of writing they will be
doing on the job. Most of the writing they will do falls in the first category: memos,
letters, reports and proposals. These make up the area they are most familiar with, so
it’s a good place to start. Students find out in the chapter on backgrounders and po-
sition papers that they will not put research papers behind them when they leave the
university.

Part Four begins where some students imagine all public relations writing begins,
with news releases. That is less and less the case, but knowing how to write news for
print and broadcasting is essential whether or not you do it every day. The public
relations writer has to do a better job of both reporting and writing than a media staff
writer because what they are preparing competes with staff-generated copy. That’s
especially true of features. Having information immediately available electronically
means you can write not only effectively but more efficiently and quickly.

Although some public relations people still prefer to have nothing to do with ad-
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vertising, students had better learn the field. Increasingly the lines between advertising
and editorial matter are blurred. That’s especially true in cyberspace. Sometimes on a
Web page it’s difficult to figure out what’s not advertising. The advantage of advertis-
ing is the control over the message’s form, content and audience.

When you have a crisis, knowing what to do when and in which medium is essen-
tial. The message itself can become part of the crisis. Although many instructors be-
lieve students are not likely to get involved in crises, that’s not been our experience.
Some have had their first such experience in an internship when the organization they
were working for had a crisis. It’s an “all hands on deck” situation, and students wear
their battle medals proudly.

The chapters on newsletters and brochures had to undergo some major changes.
The people putting out newsletters now are the ones getting paid by subscribers to
produce them, and it’s a good field for beginners with desktop publishing skills. Bro-
chures are still common, but their electronic manifestation is the Web page. Interactive
media are much more interesting than brochures, but present a challenge for writers,
who now have to work within a larger team and learn to think visually, at a minimum.
Some Web pages even have sound.

Technology has affected organizational magazines, too, and all kinds of presenta-
tions. Presentations are getting a great deal more emphasis because technology has
made them easier and because face-to-face encounters are still the most effective com-
munication tools.

A major change has come in the function of annual reports, which are now first
and foremost public relations tools, especially the new summary reports. Furthermore,
many are available electronically, and why not since the SEC insists on getting them
that way? There’s been an increase in attention given the annual reports, but fewer
public interest reports are being produced, perhaps because of budget cuts and new
technology.

The CD-ROM would be a good way to offer a public interest report, but we
haven’t found any examples. Not yet. What we did find are media kits on CD-ROM:s.
Of course, the traditional packets of information are still around too, probably because
of the cost and time involved in producing a CD-ROM.

However, using every medium at your disposal is important in planning a compre-
hensive campaign. What counts even more than when we first talked about it in pre-
vious editions is strategic planning for a campaign and message unity forumaintaining
credibility. We’ve left this chapter last because some instructors believe students are
unlikely to get involved in a campaign, but that’s not been our experience. Admittedly
most of our students haven’t been involved in international campaigns, but a Main
Street arts festival or a library bond issue are local campaigns of some significance. It’s
good to know what to do and how to do it.

This edition, like all previous ones, has an exercise book so students can master
the different writing tasks of public relations. The exercise book has some scenarios set
in a fictional town to make writing easier for the students and grading simpler for the
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instructor. Additionally, for instructors, there is a supplement that offers resource ma-
terial and some suggested tests. What we don’t include are ““solutions” to the writing
tasks because these can vary.

We do appreciate the graciousness of clients, business associates and friends who
have allowed us to share examples with you our readers by granting permissions. We
sould like to thank Lewis DeSimone, project development editor, for his contribu-
tions to the new edition. We also wish to thank the reviewers who read carefully and
offered constructive comments: R. John DeSanto, Ed.D., APR, Texas Tech Univer-
sity; Kathy R. Fitzpatrick, Southen Methodist University; Bruce L. Plopper, University
of Arkansas at Little Rock; Michael Smith, La Salle University; and Rebecca Ann
Wyatt, University of Michigan-Dearborn. We are grateful for our copyeditor, Made-
leine Clarke, and our production coordinator, Julie Kranhold at Ex Libris.

D.N. & B.C.
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