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Foreword

THERE WAS A TIMF WHEN PUBLIC RELATIONS WAS LOOKED UPON by many organizations as
a relatively innocuous way of keeping employees informed about what was going on,
and getting the boss’s picture in the paper on suitably celebratory occasions.

But in our current complex social, economic, and political environment, where rep-
utations are at stake every dav, public relations is increasingly being recognized as a
management function fully as important in its way as finance or production or market-
ing in carrying out an organization's basic strategy.

In this seventh edition of his widely used textbook, The Practice of Public Relations,
Fraser Seitel shows how public relations can play a vital role in any organmization,
whether business, government, education, health care or whatever. He does this not only
through easy-to-follow instructional chapters but also through dramatic case studies of
recent headline events, ranging from the tragic ValuJet crash to Texaco’s racial problems,
and from the military’s sexual harassment flap to the Swiss banks’ controversy over the
assets of Holocaust victims. In keeping with the growing impact of new technology, this
latest edition contains an illuminating chapter on “Public Relations and the Net.”

As a practitioner, | worked with Seitel for several years and came to appreciate his
penetrating intelligence, impressive mastery of the tools of communications and persua-
sion, and remarkable skill in applying these to the management of difficult situations.

As a professor, 1 used the Seitel text in my own university classes and saw first-
hand how students were challenged by the material o think through tough problems
and develop effective action plans for dealing with them.

For students preparing for a career in public relations as well as for others who
want to gain a more practical knowledge of the intricacies of this exciting field, I know
of no better guide than Seitel’s seventh edition of The Practice of Public Relations.

Joseph T.
Ph.D., APR
Forrmign suished Visiting Professor, University of Florida, -
and fo er at University of South Carolina, Universi
d Flag oo :
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Preface

THE PRACTICE OF PUBLIC RELATIONS will never be replaced by a computer.

It's too personal, too nuancy, 100 relationship-oriented. Building relationships, in
fact—with the media, the government, employees, neighbors, consumers and myriad
other publics—lies at the essence of public relations work. At base, public relations 1s
an intensely personal, brutally practical, entirely human profession. The successful
practitioner of public relations must combine three essential characteristics—knowl-
edge, experience, and judgment. Every day, the public relations professional must deal
with different situations, demanding diferent solutions.

This book has two purposes: (1) to introduce readers to effective public 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 pracrice are real-life experiences—cases—that alter
the communications landscape and redefine how we assess and handle communications
challenges. The contemporary cases that dominate public relations discussion are the
same ones that dominate the news of the day.

Texaco. Whitewater. Denny’s. ValuJet. TWA. The tobacco industry and irs war
with the government. Pepsi-Cola and its syringe scare. General Motors and NBC’s ex-
ploding trucks. Kathie Lee Gifford. O. J. Simpson. Susan Smith. JonBenet Ramsey.
Dick Morris. Notorious B.I.G. Mary Albert. Beavis and Butr-Head. All play a part in
public relations lore and learning.

That's what this book is all about. The Practice of Public Relations, 7th edition, is
different from other introductory texts in the field. lts premise is that public relations is
a thoroughly engaging, constantly changing, thoroughly fascinating field. Although
other texts may steer clear of the cases, 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 ernacular, an “in-your-face” textbook for an “in-your-face™ pgofession.
Part One deals with the philosophical underpinnings of public relations practice,
incltigh : ance of management and planning, ethics and reseagch, comgtuni-
cation inion. Part Two explores the practical con i
tions of g the emergence of the Inte
elations, marketing, and ads

XX
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integrated marketing communications. Part Three discusses the primary constituents
with which the field deals, including multicultural communities. Part Four dissects im-
portant, emerging trends, including crisis management and the law.

The 40 case studies included here confront the reader with the most prominent and
perplexing public relations problems—Intel and its pentium chip snafu, Exxon and the
Gulf of Valdez, Dow Corning and silicone breast implants, Jack-in-the-Box and conta-
minated burgers, AOL and its customer rebate policy and many more.

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

¢ An entire chapter is devoted to public relations and the Net, including discussions
about the World Wide Web, Internet, Intranet, and the other relevant elements of cy-
berspace,

e The prominence of ethics in the practice of public relations is highlighted with “A
Question of Ethics” mini case in every chapter.”

e “The Rest of the Story” features complement the text with provocative examples of
what’s right and what’s wrong about public relations practice.

¢ Chapter Summaries and Discussion Starter Questions highlight the key messages de-
livered in each chapter.

e Updated Suggested Readings, nourishing Appendices, and “Top-of-the-Shelf” book
reviews supplement the text with the field’s most current literature.

® “Voice of Experience” interviews air the views of the field’s most prominent profes-
sionals—from President Clinton’s White House press secretary to First Lady Hillary
Clinton’s communications director to the founder of the field’s most technologically
sophisticated agency to the architect of General Motors’ NBC defense to the field's
most notorious critic to the public relations spokesman for the Pope.

Finally, fittingly, The Practice of Public Relations, 7th edition, is produced in a
full-color format to underscore the liveliness, vitality, and relevance of a field that is
built on the important personal relationships that will dominate the twenty-first cen-
tury,

Fraser P. Seitel
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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 af-
fairs for Chase Manhattan Bank, Mr. Seitel formed Emerald Partners, a management
and communications consultancy, and also became senior counselor at the world’s
largest public affairs firm, Burson-Marsteller. In his practice, Mr. Seitel continues to
counsel corporations, nonprofits, associations, and individuals in the areas for which
he had responsibility at Chase—media relations, speech writing, consumer relations,
employee communications, 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
taughe thousands of public relations professionals.

Afrer studying and examining many texts in public relations, he concluded that
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Practice of Public Relations “to give students a feel for how exciting this field really
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