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he fifth edition of Public Relations Writing and Medin Techniques is a com-
Tprehensivc, up-to-date “how to” manual that will teach you the basic concepts
and techniques of effective public relations writing,.

It is a user-friendly text written in plain English that contains step-by-step
guidelines illustrated by multiple examples from actual public relations programs
conducted by many well-known organizations.

Although the emphasis is on the “nuts and bolts” of effective public relations
writing and techniques, the text also provides the conceptual framework and
broader context of how the techniques of public relations fit into the entire pub-
lic relations process—research, planning, communication, evaluation. The idea is
to ensure that you not only know “how” to write public relations materials, but
you also understand “why” they are written in the first place from the standpoint
of accomplishing organizational objectives.

This edition has more than 100 major updates, revisions, and additions to re-
flect today’s public relations practice. The changes range from updated and ex-
panded information on the integration of the Internet and the World Wide Web
into all public relations activities to step-by-step guidelines on everything from
how to write a news feature to introducing a guest speaker at a meeting. The new
artwork includes multiple photos, news releases, and other materials taken from
actual campaigns.

This text, more than any other one on the market, also strives to give you
some continuity by following a single campaign through multiple chapters. One
chapter may illustrate the basic news release and fact sheet used while succeeding
chapters will follow the campaign by showing other campaign materials such as
(1) radio news releases, (2) media kits, (3) publicity photos, (4) pitch letter to ed-
itors, (5) media advisories, (6) invitations to product launches, (7) satellite media
tour arrangements, (8) news features, and (9) even the budget for the entire cam-
paign. By the end of the book, you will have a good understanding of how an en-
tire public relations campaign is organized.
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There are numerous other programs cited, and many of them are about cur-
rent issues, events, or organizations familiar to you. Some programs cited include
Coke’s launching of Vanilla Coke, a new book by the cast of Queer Eye, New
Zealand’s tourist promotion based on the movie the Lord of the Rings, the
Enron/WorldCom financial scandals, the 100th anniversary of Harley-Davidson
motorcycles, and even the SARS outbreak in Hong Kong.

Other major strengths of this new edition are:

® New and updated “Professional Tips” in boxed inserts that provide easy-to-
read checklists from seasoned professionals in the field

® New “PR Casebooks” in boxed inserts that highlight a particular issue, sit-
uation, or actual public relations program

® Expanded material on the ethics of public relations practice and the respon-
sibilities of the public relations writer

e New lists of additional readings and resources at the end of every chapter
¢ High readability, clear presentation of ideas, and excellent writing style

e Expanded content on how to write and prepare materials for the internet
and digital distribution

® Reorganization of topics and chapters to improve thematic development
and continuity

¢ Updated and expanded content on how the Internet and the World Wide
Web are used in public relations practice

® The ability to mix and match chapters, depending on the course and the
time available

e Summaries of key points and updated additional readings at the end of every
chapter

The text, as in previous editions, is divided into four parts. Part 1, The Basics
of Public Relations, begins to build this contextual framework by discussing the
role of the writer in the public relations process—research, planning, communica-
tion, and evaluation. The tools and equipment of the writer are discussed before
chapters covering the basic concepts of persuasive writing, legal and ethical guide-
lines, and finding and creating news.

Part 2, Writing for the Mass Media, emphasizes the nuts and bolts of writing
news releases, fact sheets, news features, and what you need to know about pub-
licity photos and graphics. It also covers the techniques of writing pitch letters,
sending advisories, compiling media kits, and writing op-ed columns. There are
also chapters on the distribution of publicity materials and effective media rela-
tions.

Part 3, Writing for Other Media, emphasizes writing for a variety of con-
trolled media—newsletters, brochures, online publications, the World Wide Web,
e-mail, memos, reports, direct mail, and advertising. The final chapter in this sec-
tion gives you valuable information about writing and giving speeches and pre-
sentations, complete with PowerPoint slides.
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Part 4, Managing Progrvams and Campaigns, puts everything together by
explaining the basics of event meeting and event management, how to write a
comprehensive program plan, and how to measure your results.

An expanded and completely revised Instructor’s Manual with chapter exer-
cises test questions, prepared by the author and Kathleen Smith, is available for this
edition. Please contact your local Allyn & Bacon/Longman sales representative for
a hard copy or electronic version.

I am grateful to the following reviewers for comments and suggestions.
Second cdition: William Baxter, Marquette University; E. W. Brody, Memphis
State University; Cathy Morton, Texas Tech University; Susan Pendleton, Mans-
field University; Bruce Renfro, Southwest Texas State University; Ed Romanoft,
University of Pittsburgh; and Susanne A. Roschwalb, American University. Third
edition: Janice Barrett, Boston University; Lena Chau, California State University
at Los Angeles; Jan Elliott, University of North Carolina; Terry Rentner, Bowling
Green State University; Susanne A. Roschwalb, American University; and Joseph
Zappala, Utica College. Fourth edition: Douglas P. Starr, Texas A&M University;
Shelly A. Wright, SUNY-New Paltz; Leo J. McKenzie, Marist College; Dean
Kruckeberg, University of Northern lowa; David Dollar, Southwest Missouri State
University; and Michael E. Bishop, Baylor University.

And a special thanks to the following educators who provided input for the
fifth edition: Donn Silvis, California State University, Dominguez Hills; Brenda J.
Wrigley, Michigan State University; Claire Badaracco, Marquette University; and
Lora J. DeFore, Mississippi State University.

Public Relations Writing and Media Technigues is for students who want to
learn how to write, prepare, and distribute public relations materials. It is for pro-
fessors who want a comprehensive, up-to-date text that accurately reflects con-
temporary public relations practice in the “real world.”
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Preparing for
Writing

ublic relations writing is an integral part of communication,
P the third component in the public relations process of re-
search, planning, communication, and evaluation. It is a highly
visible product, involving the implementation and execution of
tactics in a public relations plan or campaign by expert techni-
cians. It requires writing tools, the use of basic references, the
ability to gather information, and knowledge of basic English
composition.

From this standpoint, both the public relations writer and
the journalist share a common approach to writing. For both, it
is an exacting job that does not allow careless, sloppy work. Facts
must be assembled and checked before the actual writing is
started. The writing itself is an intense process of wrestling with

word choice, sentence structure, and thematic development.



This chapter sets the stage and framework for effective pub-
lic relations writing. It tells you what equipment you need, how
to use print and electronic databases, and how to use the
Internet for researching information. It also presents the basic

. elements of composition.

THE FRAMEWORK OF PUBLIC RELATIONS WRITING

This book primarily focuses on one aspect of public relations practice—the writing
and distribution of messages in a variety of formats and media channels. To the
uninitiated, this activity is the sum and substance of public relations. For them, PR
stands for “Press Releases.” Because of this, it’s necessary to first establish the
framework in which public relations writing takes place.

Writing Is Only One Component

First, it is important to realize that the preparation of messages for distribution
is only one part of the public relations process. Public relations is actually com-
posed of four core components: research, planning, communication, and eval-
uation. Public relations writing is part of the communication component, which
only occurs after research has been conducted and after extensive planning to
formulate the goals and objectives of a campaign has taken place. Planning also
involves the selection of audiences to be reached, the key messages to be dis-
tributed, and the strategies that should be used to ensure the overall success of
the program or campaign.

Strategics are statements of direction. A strategy, for example, might be to use
multiple media outlets to reach women between the ages of 18 to 30 to make
them aware of a new cosmetic on the market. In a public relations campaign, each
strategy is made operational through a list of tactics. A tactic, for example, might
entail the writing and placement of feature articles and “new product” reviews in
appropriate women’s magazines. Such a tactic might even be specified to the point
of listing how many product news releases and features would be written and what
“angle” would be used in each one. Another tactic might be the placement of a
celebrity spokesperson on a particular television show that reaches women in the
target audience.

Writers as Communication Technicians

Public relations writers and media placement specialists are responsible for imple-
menting the tactics of a campaign or program. They, by definition, fulfill the
“technician” roles. They are the “production” staff who write the news releases,
formulate the feature stories, and contact the television show producer to make a



