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Public relations. The term is bandied about by many and, unfortunately, under-
stood by few. Some see it as a synonym for things such as propaganda, free adver-
tising, hyperbole, and publicity. People unfamiliar with the profession often use the
term as a pejorative. They link it to individuals such as P.T. Barnum, the master show-
man and promoter who never let the facts get in the way of a good story. While it is
true that the history of public relations includes the Barnums of the world, it would
be a mistake to define the profession through these personalities.

It has been 100 years since the first public relations agency opened in the United
States. During the 20th century, the practice of public relations grew from a vague
notion to a powerful force in democratic societies. As we begin a new century, the
profession has made impressive gains in respect and access to power. Yet, in a very
real sense, public relations has a public relations problem. Although its roots date
back to the beginning of recorded history, the fact remains that public relations—
both as a profession and as a discipline—remains largely misunderstood.

Public relations is an honorable profession with a glorious past and a brilliant
future. Like any other human pursuit, it also has its share of flaws. However, at a time
when much of the world is embracing democratic institutions for the first time, pub-
lic relations is an important catalyst for bringing change and promoting consensus.
Through the practice of public relations, organizations and individuals communicate
their ideas and advance their goals in the marketplace of ideas. This concept is in-
creasingly understood within the nations of Eastern Europe, where, since the fall of
communism, the demand for public relations education has skyrocketed.

Public Relations: A Values-Driven Approach introduces this dynamic profession
to the practitioners of the 21st century. Through a realistic blend of theory and prac-
tical examples, this book seeks to remove the veil of mystery that has shrouded the
profession from its very beginnings. Using the conversational style of writing favored
by today’s college students, this book takes the reader on a journey of discovery, of-
ten through the eyes of leading practitioners and scholars.

As the title suggests, however, these pages contain more than just a recitation of facts
and concepts. This book champions what we call values-driven public relations: an
approach that challenges practitioners to align their efforts with the values of their
organization, their profession, their targeted publics, and society itself.
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Preface

Values-driven public relations is a logical response to a dynamic and diverse so-
ciety in which complex issues and competing values bring different groups of people
into conflict. This approach links communication with an organization’s values, mis-
sion, and goals. Today, public and private organizations are increasingly held ac-
countable for their actions by a variety of stakeholders. No longer is an organization’s
behavior measured solely by traditional indicators of success such as profits, stock
dividends, and jobs created. Additional measures of social worth now include an or-
ganization’s relationships with its employees, its communities, its customers, and its
physical environment. Stakeholders expect that decisions will be made in an ethical
framework. Public Relations: A Values-Driven Approach prepares future practition-
ers and the organizations they represent for a world of increased responsibility,
scrutiny, and accountability.

Another notable feature of this book is its discussion of relevant issues within a
broader social context. Public relations did not develop, nor is it practiced, in a vac-
uum. Throughout history the practice of public relations has been shaped by great
social forces. Its emergence in the United States was linked to the Industrial Revolu-
tion and the related Populist Era reforms. The 20th century’s military and social con-
flicts served as a catalyst for the profession’s growth. Public relations was also
transformed by the economic globalization and technological advances of the 1980s
and 1990s. Public Relations: A Values-Driven Approach provides this broad social
context so that future practitioners can have a clearer understanding of the so-called
“real world” they are about to enter. The book includes full chapters on history,
ethics, law, cross-cultural communication, and new technologies. Throughout the
book, students are directed to online sources of further information.

_ Features

A major goal of this book is to strengthen students’ problem-solving skills. Every
chapter provides two hypothetical but realistic scenarios: the opening scenario and
“It’s Your Turn,” at the end of each chapter. Each scenario places students in the
shoes of a practitioner and challenges them to create an ethical, values-driven, effec-
tive solution. Each chapter also includes relevant case studies that expose students to
successful as well as unsuccessful public relations approaches. Following each sce-
nario and case study are questions designed to engage students in a meaningful analy-
sis of the issues raised. The book further promotes problem-solving skills by
introducing a variety of processes that guide students through the stages of research,
planning, communication, evaluation, and ethical decision making.

Public Relations: A Values-Driven Approach also contains pedagogical elements
that engage students in the subject matter. Each chapter begins with a list of learning
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objectives that set the stage for the topics that lie ahead. QuickChecks, a series of
questions focusing on the book’s content, are interspersed as learning aids through-
out each chapter. QuickBreaks, lively and relevant sidebars, bring depth and texture
to each chapter. In keeping with the values focus of this text, Values Statements from
a broad range of organizations are scattered throughout the book. A list of key terms
appears at the end of each chapter, and a full glossary is provided at the end of the
book. Each chapter also includes a Memo from the Field, a message to students from
one of today’s leading public relations professionals. These professionals represent a
broad range of public and private interests and reflect the diversity of the society
upon which they wield so much influence.
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