


Strategies and Tactics
Public Relations

A01_WILC6586_11_SE_FM.indd   1 5/26/14   9:40 PM



A01_WILC6586_11_SE_FM.indd   2 5/26/14   9:40 PM

         This page is intentionally left blank.



Dennis L. Wilcox
School of Journalism & Mass Communications
San Jose State University

Glen T. Cameron
School of Journalism
University of Missouri

Bryan H. Reber
Grady College of Journalism & Mass Communications
University of Georgia

Bostonâ•… Columbusâ•… Indianapolisâ•… New Yorkâ•… San Franciscoâ•… Upper Saddle River 
Amsterdamâ•… Cape Townâ•… Dubaiâ•… Londonâ•… Madridâ•… Milanâ•… Munichâ•… Parisâ•… Montréalâ•… Toronto 

Delhiâ•… Mexico Cityâ•… São Pauloâ•… Sydneyâ•… Hong Kongâ•… Seoulâ•… Singaporeâ•… Taipeiâ•… Tokyo

Strategies and Tactics
Public Relations

Eleventh Edition 

A01_WILC6586_11_SE_FM.indd   3 5/26/14   9:40 PM



	 PART 1	 Roleâ•… 27
	CHApTER	 1	 Defining Public Relationsâ•… 27

	CHApTER	 2	 The Evolution and History of Public Relationsâ•… 65

	CHApTER	 3	 Ethical Considerations and the Role of Professional Bodiesâ•… 96

	CHApTER	 4	 The Practice of Public Relationsâ•… 121

	 PART 2	 Processâ•… 149
	CHApTER	 5	 The Role and Scope of Research in Public Relationsâ•… 149

	CHApTER	 6	 The Public Relations Processâ•… 177

	CHApTER	 7	 Communication Concepts and Practice in Public Relationsâ•… 197

	CHApTER	 8	 Evaluation and Measurement of Public Relations 
Programsâ•… 223

	 PART 3	 Strategyâ•… 245
	CHApTER	 9	 Public Opinion: Role, Scope, and Implicationsâ•… 245

	CHApTER	10	 Conflict Management and Crisis Communicationâ•… 274

	CHApTER	11	 Audiencesâ•… 303

	CHApTER	12	 Laws and Applicationsâ•… 326

	 PART 4	 Tacticsâ•… 357
	CHApTER	13	 Internet and Social Media: Role & Scope in Public 

Relationsâ•… 357

	CHApTER	14	 Media Relations Management: Print Mediaâ•… 389

	CHApTER	15	 Media Relations Management: Electronic Mediaâ•… 420

	CHApTER	16	 Event Managementâ•… 444

	 PART 5	 Applicationâ•… 471
	CHApTER	17	 Communicating Corporate Affairsâ•… 471

	CHApTER	18	 Public Relations in Entertainment, Sports, and Tourismâ•… 499

	CHApTER	19	 Public Relations in Governmentâ•… 519

	CHApTER	20	 Global Public Relations in an Interdependent Worldâ•… 544

	CHApTER	21	 Public Relations in Non-Profit, Health, and Education 
Sectorsâ•… 571

Brief Contents

A01_WILC6586_11_SE_FM.indd   5 5/26/14   9:40 PM



on the job A Multicultural World: A Cuban 
Restaurant in Miami Celebrates Its 40th 
Anniversaryâ•… 44

on the job Insights: Networking: The Key to  
Career Successâ•… 50

On the Job Insights: Do You Have the Right 
Personality for a Career in Public Relations?â•… 53

On the Job Insights: How to Succeed in Public 
Relationsâ•… 54

on the job Social Media in Action: Advertising Firm 
Hires Interns through a Twitter Campaignâ•… 55

On the Job Insights:  Can You Complete This 
Internship Application?â•… 56

On the Job Insights: Entry-Level Salaries in the 
Communications Fieldâ•… 58

On the Job Insights:  An Overview of Salaries in the 
Public Relations Fieldâ•… 59

On the Job Insights: Looking for an Entry-Level Job 
in Public Relations?â•… 61

Summaryâ•… 62
Case Activity: Promoting Beef Jerky as a Healthy 

Snackâ•… 63
Questions for Review and Discussionâ•… 63
Media Resourcesâ•… 63

CHApTER 1
Defining Public Relationsâ•… 27

The Challenge of Public Relationsâ•… 28
A Global Industryâ•… 31
A Definition of Public Relationsâ•… 33
Other Popular Namesâ•… 35
Stereotypes and Less Flattering Termsâ•… 36

Public Relations as a Processâ•… 40
The Diversity of Public Relations Workâ•… 41
Public Relations vs. Journalismâ•… 42
Public Relations vs. Advertisingâ•… 45
Public Relations vs. Marketingâ•… 46
How Public Relations Supports 

Marketingâ•… 47
Toward an Integrated Perspectiveâ•… 47

A Career in Public Relationsâ•… 49
Essential Career Skillsâ•… 52
The Value of Internshipsâ•… 55
Salaries in the Fieldâ•… 57
The Value of Public Relationsâ•… 60

On the Job Insights: The Nature of Public  
Relations Workâ•… 29

On the Job Insights: Is Apple’s Decision to Build Macs 
in the United States a “Publicity Stunt”?â•… 38

On the Job Ethics: Facebook’s Attempt at “Spin” 
Makes No Friendsâ•… 39

PART 1â•… Roleâ•… 27

1950 to 2000: Public Relations Comes of Ageâ•… 82
The Influx of Women into the Fieldâ•… 84

2000 to the Present: Public Relations Enters  
the Digital Ageâ•… 88

Public Relations in the Next Five Yearsâ•… 89
on the job Insights: The Social Media of the 

Reformationâ•… 67
on the job A Multicultural World: The Beginnings 

of Public Relations in Other Nationsâ•… 70
on the job Insights: Major Historical Themes over 

the Centuriesâ•… 73
on the job Ethics: Was Ivy Lee Less than Honest?â•… 77
on the job Insights: Four Classic Models of  

Public Relationsâ•… 83

CHApTER 2
The Evolution and History of Public 
Relationsâ•… 65

Early Beginningsâ•… 66
The Middle Agesâ•… 66
Colonial Americaâ•… 67

The 1800s: The Golden Age of Press Agentryâ•… 68
The Legacy of P. T. Barnumâ•… 69
Promoting the Westward Movementâ•… 69
Politics and Social Movements Take the Stageâ•… 72
Early Corporate Initiativesâ•… 74

1900 to 1950: The Age of Pioneersâ•… 74
Ivy Lee: The First Public Relations Counselâ•… 75
Edward L. Bernays: Father of Modern Public 

Relationsâ•… 76
Other Pioneers in the Fieldâ•… 78
Major Contributions by Industrialists, 

Presidentsâ•… 81

Contents

A01_WILC6586_11_SE_FM.indd   6 5/26/14   9:40 PM



Contents 7

PR Casebook: Classic Campaigns Show the Power of 
Public Relationsâ•… 85

on the job INSIGHTS: A Multicultural World: 
Global Study Identifies Top Issues in Public 
Relationsâ•… 90

Summaryâ•… 93
Case Activity: It’s Not Raining Menâ•… 94
Questions for Review and Discussionâ•… 94
Media Resourcesâ•… 95

Linking Ads with News Coverageâ•… 118
Transparency and Disclosure Issuesâ•… 118

on the job Insights: Use of “Front Groups” Poses 
Ethical Concernsâ•… 98

on the job Insights: Global Standards for 
Professional Practiceâ•… 104

on the job Insights: PRSA’s Code of Ethics: 
Guidelines for Professional Practiceâ•… 105

on the job Social Media in Action: Dealing Ethically 
with Consumer Review Sitesâ•… 107

on the job Insights: Your Job: Ethics Counselor to 
Senior Managementâ•… 109

on the job Ethics: The Ethical Dilemma of Being a 
Spokespersonâ•… 111

on the job A Multicultural World: “Pay for Play”  
in Chinaâ•… 117

Summaryâ•… 119
Case Activity: Ethical Dilemmas in the Workplaceâ•… 119
Questions for Review and Discussionâ•… 120
Media Resourcesâ•… 120

CHApTER 3
Ethical Considerations and the Role of Professional Bodiesâ•… 96

on the job INSIGHTS: So You Want to Make a  
Six-Figure Salary?â•… 123

on the job A Multicultural World: IBM Has a Global 
Birthday Celebrationâ•… 125

on the job Insights: Job Levels in Public Relationsâ•… 128
on the job Insights: Wanted: A Public Relations 

Specialistâ•… 129
PR Casebook: 7-Eleven Celebrates Its Birthday with  

5 Million Free Slurpeesâ•… 133
on the job Social Media In Action: Sterling Vineyards 

Finds the Perfect Hostâ•… 136
on the job Insights: The Secret Life of Working in a 

Public Relations Firmâ•… 137
on the job Insights: American PR Firms Have  

Global Clientsâ•… 139
on the job Insights: Top 10 Public Relations Firmsâ•… 140
on the job Insights: Wanted: An Account Executive 

for a Public Relations Firmâ•… 142

CHApTER 4
The Practice of Public Relationsâ•… 121

Public Relations Departmentsâ•… 122
Corporate Structure Shapes the Public 

Relations Roleâ•… 122
Organization of Departmentsâ•… 124
Public Relations as a Staff Functionâ•… 128
Levels of Influenceâ•… 130
Cooperation with Other Staff Functionsâ•… 131
The Trend toward Outsourcingâ•… 132

Public Relations Firmsâ•… 134
Services Provided by Firmsâ•… 135
Global Reachâ•… 138
The Rise of Communication Conglomeratesâ•… 138
Structure of a Counseling Firmâ•… 140
How Public Relations Firms Get Businessâ•… 141
Pros and Cons of Using a Public Relations 

Firmâ•… 141
Fees and Chargesâ•… 145

Understanding Ethics and Valuesâ•… 97
The Ethical Advocateâ•… 99

The Role of Professional Organizationsâ•… 99
The Public Relations Society of America 

(PRSA)â•… 99
The International Association of Business 

Communicators (IABC)â•… 101
The International Public Relations  

Association (IPRA)â•… 101
Other Groupsâ•… 102

Professional Codes of Conductâ•… 103
Codes for Specific Situationsâ•… 105

Other Steps toward Professionalismâ•… 108
Changing Practitioner Mindsetsâ•… 108
A Standardized Curriculumâ•… 112
Expanding Body of Knowledgeâ•… 112
Professional Accreditationâ•… 113

Ethical Dealings with the News Mediaâ•… 115
Gifts to Journalistsâ•… 116

A01_WILC6586_11_SE_FM.indd   7 5/26/14   9:41 PM



8	 Contents

on the job Insights: Kenya Looks for a Public 
Relations Firmâ•… 144

on the job Ethics: PR Firm Dropped by Wal-Mart for 
Ethical Lapseâ•… 145

on the job Insights: Your Choice: A Corporation or a 
PR Firm?â•… 146

Summaryâ•… 147
Case Activity: Planning a Career in Public 

Relationsâ•… 148
Questions for Review and Discussionâ•… 148
Media Resourcesâ•… 148

Telephone Surveysâ•… 167
Personal Interviewsâ•… 167
Omnibus or Piggyback Surveysâ•… 168
Web and E-Mail Surveysâ•… 168

Digital Analytics for Public Relationsâ•… 169
Web Analyticsâ•… 169
Social Media Monitoring Toolsâ•… 169
Social Media Participatory Researchâ•… 170

Web Analyticsâ•… 170
Social Media Monitoring Toolsâ•… 171
Social Media Participatory Researchâ•… 173
on the job Social Media in Action: New Brunswick 

Targets Audiences Using Google Analyticsâ•… 156
on the job A Multicultural World: Reaching a 

Diverse Audience about Electric Ratesâ•… 160
on the job Ethics: Sex and Alcohol: The AMA’s News 

Releaseâ•… 164
on the job Insights: Questionnaire Guidelinesâ•… 166
PR Casebook: Research Provides Foundation for 

Cookie Campaignâ•… 174

Summaryâ•… 175
Case Activity: Conducting Research about  

Rumors in Real Timeâ•… 175
Questions for Review and Discussionâ•… 176
Media Resourcesâ•… 176

CHApTER 5
The Role and Scope of Research in Public Relationsâ•… 149

PART 2â•… Processâ•… 149

Audienceâ•… 185
Strategyâ•… 186
Tacticsâ•… 187
Calendar/Timetableâ•… 189
Budgetâ•… 192
Evaluationâ•… 192

CHApTER 6
The Public Relations Processâ•… 177

The Value of Planningâ•… 178
Approaches to Planningâ•… 178

Management by Objectiveâ•… 178
An Agency Planning Modelâ•… 180

Elements of a Program Planâ•… 181
Situationâ•… 182
Objectivesâ•… 184

The Importance of Researchâ•… 150
Defining the Research Roleâ•… 150
Determining the Research Role and Scopeâ•… 150
Using Researchâ•… 151
A Variety of Research Techniquesâ•… 153

Secondary Researchâ•… 155
Online Databasesâ•… 155
The World Wide Webâ•… 157

Qualitative Researchâ•… 158
Content Analysisâ•… 158
Interviewsâ•… 159
Focus Groupsâ•… 159
Copy Testingâ•… 161
Ethnographic Techniquesâ•… 162

Quantitative Researchâ•… 162
Random Samplingâ•… 162
Sample Sizeâ•… 163

Questionnaire Constructionâ•… 164
Carefully Consider Wordingâ•… 164
Avoid Loaded Questionsâ•… 165
Consider Timing and Contextâ•… 165
Avoid the Politically Correct Answerâ•… 165
Give a Range of Possible Answersâ•… 165
Use Scaled Answer Setsâ•… 165

How to Reach Respondentsâ•… 166
Mailed Questionnairesâ•… 167

A01_WILC6586_11_SE_FM.indd   8 5/26/14   9:41 PM



	 Contents	 9

on the job Insights: Social Media in Actionâ•… 179
PR Casebook: Chase Sapphire Serves Up Foodie 

Experiencesâ•… 183
on the job Insights: A New Frontier for Strategyâ•… 187
on the job A Multicultural World: Latinas Don’t 

Walk, They Strut: A Celebration of Latin Styleâ•… 188
on the job Ethics: Grassroots Environmentalism: 

Conflict of Interest or a Win-Win?â•… 190

on the job Insights: The “Big Picture” of Program 
Planningâ•… 194

Summaryâ•… 195
Case Activity: A Plan for Fair Trade Mojoâ•…   195
Questions for Review and Discussionâ•… 195
Media Resourcesâ•… 196

Measurement of Audience Actionâ•… 236
Measurement of Supplemental Activitiesâ•… 239

Communication Auditsâ•… 239
Pilot Tests and Split Messagesâ•… 239
Meeting and Event Attendanceâ•… 240
Newsletter Readershipâ•… 240

on the job Insights: Effectiveness of  
Measurement Toolsâ•… 227

on the job Insights: Measuring Effectiveness  
on the Webâ•… 228

on the job A Multicultural World: YouTube  
Videos Promote World Water Dayâ•… 231

on the job Ethics: The New Math: Ad Rates  
versus News Coverageâ•… 233

CHApTER 8
Evaluation and Measurement of Public Relations Programsâ•… 223

on the job Social Media in Action: Nestlé 
Gets Bruised in Social Media Fight with 
Greenpeaceâ•… 203

PR Casebook: Mobile on the John: A Public Relations 
Firm Scores a Royal Flushâ•… 207

on the job Insights: Hit Parade of Overused Words in 
News Releases â•… 211

on the job Insights: Are Women Better 
Communicators Than Men?â•… 213

on the job Insights: New and Improved Press 
Releases Still Achieve Communication 
Objectivesâ•… 219

on the job Ethics: eWOM Poses Ethical 
Challengesâ•… 220

Summaryâ•… 220
Case Activity: A New Campaign to Combat Heart 

Diseaseâ•… 221
Questions for Review and Discussionâ•… 222
Media Resourcesâ•… 222

CHApTER 7
Communication Concepts and Practice in Public Relationsâ•… 197

The Goals of Communicationâ•… 198
Implementing the Planâ•… 198
A Public Relations Perspectiveâ•… 198

Receiving the Messageâ•… 201
Five Communication Elementsâ•… 201
The Importance of Two-Way 

Communicationâ•… 202
Paying Attention to the Messageâ•… 204

Some Theoretical Perspectivesâ•… 205
Other Attention-Getting Conceptsâ•… 206

Understanding the Messageâ•… 208
Effective Use of Languageâ•… 208
Writing for Clarityâ•… 208

Believing the Messageâ•… 212
Remembering the Messageâ•… 214
Acting on the Messageâ•… 215

The Five-Stage Adoption Processâ•… 215
The Time Factorâ•… 217
How Decisions Are Influencedâ•… 217
Word-of-Mouth Campaignsâ•… 218

The Purpose of Evaluationâ•… 224
Objectives: A Prerequisite for Evaluationâ•… 224
Current Status of Measurement and 

Evaluationâ•… 225
Measurement of Productionâ•… 226
Measurement of Message Exposureâ•… 227

Media Impressionsâ•… 229
Basic Web Analyticsâ•… 230
Advertising Value Equivalency (AVE)â•… 230
Systematic Trackingâ•… 232
Requests and 800 Numbersâ•… 234
Return on Investment (ROI)â•… 234

Measurement of Audience Awarenessâ•… 235
Measurement of Audience Attitudesâ•… 236

A01_WILC6586_11_SE_FM.indd   9 5/26/14   9:41 PM



10	 Contents

PR Casebook: Ketchum’s Evaluation of the 
DoubleTree CAREavanâ•… 237

on the Job Social Media in Action:  
Chevy at SXSW: Event Success by the 
Numbersâ•… 241

Summaryâ•… 242
Case Activity: Evaluating the Success of Tourism 

Promotionâ•… 243
Questions for Review and Discussionâ•… 243
Media Resourcesâ•… 244

The Limits of Persuasionâ•… 268
Lack of Message Penetrationâ•… 270
Competing Messagesâ•… 270
Self-Selectionâ•… 270
Self-Perceptionâ•… 270

The Ethics of Persuasionâ•… 270
on the job: Pitt’s Projectâ•… 248
on the job Insights: The Life Cycle of Public 

Opinionâ•… 249
on the job Ethics: Framing Fracking:  

What Is the Truth?â•… 253
on the job A Multicultural World: What Does It 

Mean to “Be Authentic” around the World?â•… 255
PR Casebook: Gun Control Advocates and 

Opponents Work to Shape Public Opinionâ•… 256
on the job Insights: Six Principles of  

Persuasionâ•… 259
Using social media and blogs: Social Media In 

Action: Changing Nutrition Perceptions  
about McDonald’sâ•… 261

Summaryâ•… 271
Case Activity: Persuading People to Help 

Fund-Raiseâ•… 272
Questions for Review and Discussionâ•… 272
Media Resourcesâ•… 273

CHApTER 9
Public Opinion: Role, Scope,  
and Implicationsâ•… 245

What Is Public Opinion?â•… 246
Opinion Leaders as Catalystsâ•… 247

Types of Leadersâ•… 247
The Flow of Opinionâ•… 250

The Role of Mass Mediaâ•… 251
Agenda-Setting Theoryâ•… 251
Media-Dependency Theoryâ•… 252
Framing Theoryâ•… 252
Conflict Theoryâ•… 254

The Dominant View of Public Relationsâ•… 258
Uses of Persuasionâ•… 258
Persuasion in Negotiationâ•… 259
Formulating Persuasive Messagesâ•… 260
Findings from Persuasion Researchâ•… 262

Factors in Persuasive Communicationâ•… 262
Audience Analysisâ•… 262
Source Credibilityâ•… 263
Appeal to Self-Interestâ•… 265
Clarity of Messageâ•… 266
Timing and Contextâ•… 266
Audience Participationâ•… 266
Suggestions for Actionâ•… 267
Content and Structure of Messagesâ•… 267

PART 3â•… Strategyâ•… 245

Proactive Phaseâ•… 285
Strategic Phaseâ•… 286
Reactive Phaseâ•… 286
Recovery Phaseâ•… 286

Processes for Managing the Life Cycleâ•… 287
Issues Managementâ•… 287

Strategy Optionsâ•… 288
Action Planâ•… 289
Evaluationâ•… 289

CHApTER 10
Conflict Management and Crisis 
Communicationâ•… 274

Strategic Conflict Managementâ•… 275
The Role of Public Relations in Managing 

Conflictâ•… 277
It Depends—A System for Managing 

Conflictâ•… 281
It Depends: Two Basic Principlesâ•… 282

A Matrix of Contingency Factorsâ•… 283
The Contingency Continuumâ•… 284

The Conflict Management Life Cycleâ•… 285

A01_WILC6586_11_SE_FM.indd   10 5/26/14   9:41 PM



	 Contents	 11

Conflict Positioning and Risk 
Communicationâ•… 289

Variables Affecting Risk Perceptionsâ•… 290
Crisis Managementâ•… 291

What Is a Crisis?â•… 291
A Lack of Crisis Planningâ•… 292
How to Communicate during a Crisisâ•… 293
Strategies for Responding to Crisesâ•… 293

Reputation Managementâ•… 295
The Three Foundations of Reputationâ•… 295
Image Restorationâ•… 296
Déjà Vu—All Over Againâ•… 300

on the job A Multicultural World: Managing 
Conflict: Benetton Balances Humanitarian and 
Business Idealsâ•… 279

on the job Insights: The Issues Management 
Processâ•… 288

on the job SOCIAL MEDIA IN ACTION: Social Media Plays 
Crucial Role after Tornadoâ•… 292

PR Casebook: Changing Corporate Culture Helps 
Toyota Turn the Cornerâ•… 298

Summaryâ•… 300
Case Activity: Unlikely Coalitions Fight New York 

over Soda Banâ•… 301
Questions for Review and Discussionâ•… 302
Media Resourcesâ•… 302

on the job A Multicultural World: Pepsi Sponsors 
Global Latin Music Concertâ•… 309

on the job Insights: Art Connects Cruise Ship Line 
with African Americansâ•… 310

on the job Insights: The Diversity of Education and 
Incomeâ•… 311

on the job Insights: Communicating with 
Multicultural Groupsâ•… 313

on the job SOCIAL MEDIA IN ACTION: Potty Humor  
for Momsâ•… 318

PR Casebook: Ben & Jerry’s Celebrates Same-Sex 
Marriageâ•… 320

on the job Ethics: Lowe’s Stumbles on Sponsorship 
of All-American Muslimâ•… 322

Summaryâ•… 323
Case Activity: A Campaign to Increase Student 

Diversityâ•… 324
Questions for Review and Discussionâ•… 324
Media Resourcesâ•… 325

CHApTER 11
Audiencesâ•… 303

A Multicultural Nationâ•… 304
Reaching Ethnic Audiencesâ•… 305

Hispanicsâ•… 307
African Americansâ•… 308
Asian Americansâ•… 311

Reaching Diverse Age Groupsâ•… 314
The Millennial Generationâ•… 314
Teenagersâ•… 315
Baby Boomersâ•… 315
Seniorsâ•… 316

Gender/Lifestyle Audiencesâ•… 317
Womenâ•… 317
The LGBT Communityâ•… 318
Religious Groupsâ•… 319
The Disability Communityâ•… 322

on the job Insights: Minorities Assure Obama’s 
Electionâ•… 306

on the job Social Media in Action: Pampers Makes 
Every Hispanic Baby Specialâ•… 308

Copyright Lawâ•… 333
Fair Use versus Infringementâ•… 334
Photography and Artworkâ•… 335
The Rights of Freelance Writersâ•… 335
Copyright Issues on the Internetâ•… 336
Copyright Guidelinesâ•… 336

Trademark Lawâ•… 337
The Protection of Trademarksâ•… 339
The Problem of Trademark 

Infringementâ•… 340

CHApTER 12
Laws and Applicationsâ•… 326

A Sampling of Legal Problemsâ•… 327
Libel and Defamationâ•… 328

Avoiding Libel Suitsâ•… 329
The Fair Comment Defenseâ•… 330

Invasion of Privacyâ•… 330
Employee Communicationâ•… 330
Photo Releasesâ•… 331
Product Publicity and Advertisingâ•… 331
Media Inquiries about Employeesâ•… 332

A01_WILC6586_11_SE_FM.indd   11 5/26/14   9:41 PM



12	 Contents

Misappropriation of Personalityâ•… 341
Regulations by Government Agenciesâ•… 342

Federal Trade Commissionâ•… 342
Securities and Exchange Commissionâ•… 344
Federal Communications Commissionâ•… 346

Other Federal Regulatory Agenciesâ•… 347
The Food and Drug Administrationâ•… 347
Equal Employment Opportunity 

Commissionâ•… 348
Corporate Speechâ•… 349

Nike’s Free Speech Battleâ•… 349
Employee Speechâ•… 350

Employee E-Mailâ•… 350
Surfing the Internetâ•… 350
Employee Blogsâ•… 351

Liability for Sponsored Eventsâ•… 351

The Attorney/Public Relations Relationshipâ•… 352
on the job A Multicultural World: MillerCoors 

Faces Controversy in a Long-Held 
Sponsorshipâ•… 328

on the job Social Media in Action: The FTC 
Tackles Undisclosed Celebrity Social Media 
Endorsementsâ•… 343

on the job Insights: Are Conversations Between 
Public Relations Pros and Their Clients Legally 
Protected?â•… 352

PR Casebook: Coca-Cola Fights Legal Battles on 
Regulatory and Consumer Frontsâ•… 354

Summaryâ•… 355
Case Activity: Should Employees’ Social Media  

Activities Be Controlled?â•… 356
Questions for Review and Discussionâ•…   356
Media Resourcesâ•… 356

Publicity Photos and Infographicsâ•… 396
Infographicsâ•… 399

Media Kitsâ•… 400
Mat Releasesâ•… 401
Media Alerts and Fact Sheetsâ•… 402

Two Kinds of Fact Sheetsâ•… 402

CHApTER 14
Media Relations Management: Print Mediaâ•… 389

on the job Insights: Ways That Organizations Use 
Their Websitesâ•… 361

on the job Ethics: The Rules of Social 
Engagementâ•… 367

on the job Social Media in Action: Marriage Equality 
Symbol Goes Viralâ•… 369

on the job Insights: Some Misconceptions About 
Being a Social Media Manager â•… 370

on the job Insights: Does Justin Bieber Really Have 
37 Million Followers?â•… 375

PR Casebook: Social Media Fuel a Solar 
Decathlonâ•… 378

on the job A Multicultural World: Adidas, 
Singapore Campaigns Tap Social Mediaâ•… 384

Summaryâ•… 386
Case Activity: A Social Media Campaign for Yogurt 

Programâ•… 387
Questions for Review and Discussionâ•…   387
Media Resourcesâ•… 387

CHApTER 13
Internet and Social Media: Role & Scope in Public Relationsâ•… 357

PART 4â•… Tacticsâ•… 357

The Internet: Pervasive in Our Livesâ•… 358
The World Wide Webâ•… 359

Making a Website Interactiveâ•… 362
Managing the Websiteâ•… 363
Webcastsâ•… 363
Podcastsâ•… 364
Blogs: Everyone Is a Journalistâ•… 365
Wikis: Saving Treesâ•… 367

The Tsunami of Social Media â•… 368
Facebook: King of the Social Networksâ•… 370
Twitter: Saying It in 144 Charactersâ•… 373
LinkedIn: The Professional Networkâ•… 376
YouTube: King of Video Clipsâ•… 376
Flickr and Instagram: Sharing Photosâ•… 379
Pinterestâ•… 380

The Rising Tide of Mobile-Enabled 
Contentâ•… 382

An Ocean of Appsâ•… 383
Texting: Not Sexy but Pervasiveâ•… 386

The Importance of Mass Mediaâ•… 390
The News Releaseâ•… 390

Planning a News Releaseâ•… 391
The Basic Online News Releaseâ•… 391
The Multimedia News Releaseâ•… 394

A01_WILC6586_11_SE_FM.indd   12 5/26/14   9:41 PM



Contents 13

on the job A Multicultural World: Broadcast Media 
Has Large Hispanic Audienceâ•… 422

on the job Insights: Radio PSAs Should Have Varying 
Lengthsâ•… 425

PR Casebook: Video PSA Warns About Use of 
Decorative Contact Lensesâ•… 431

on the job Insights: Guidelines for a Satellite Media 
Tourâ•… 433

on the job Ethics: Should Television Guests Reveal 
Their Sponsors?â•… 438

on the job Social Media in Action: Brand Journalism 
Extends the Reach of Televisionâ•… 440

Summaryâ•… 441
Case Activity: Getting Broadcast Time for Peanut 

Butterâ•… 442
Questions for Review and Discussionâ•… 442
Media Resourcesâ•… 443

CHApTER 15
Media Relations Management: Electronic Mediaâ•… 420

The Art of Pitching a Storyâ•… 404
Tapping into Media Queriesâ•… 408

Distributing Media Materialsâ•… 408
Electronic News Servicesâ•… 409
Online Newsroomsâ•… 409

Media Interviewsâ•… 411
Preparing for an Interviewâ•… 412
The Print Interviewâ•… 412

News Conferencesâ•… 413
Planning and Conducting a News 

Conferenceâ•… 414
Online News Conferencesâ•… 415

Media Tours and Press Partiesâ•… 415
Media Toursâ•… 415
Press Partiesâ•… 416

on the job A Multicultural World: Sensitivity 
Required for Global News Releasesâ•… 393

on the job Ethics: The Blurring Line Between 
“Earned” and “Paid” Mediaâ•… 404

on the job Insights: Media Relations: How to Get a 
Date with a Reporterâ•… 406

PR Casebook: A Successful Pitch Pays Dividendsâ•… 407
on the job Insights: Working with “Citizen” 

Journalistsâ•… 408
on the job Social Media in Action: Samsung 

Smartphone Has Media’s Numberâ•… 413

Summaryâ•… 417
Case Activity: Promoting the Opening of a  

New Libraryâ•… 418
Questions for Review and Discussionâ•… 418
Media Resourcesâ•… 419

Receptions and Cocktail Partiesâ•… 454
Open Houses and Plant Toursâ•… 457
Conventionsâ•… 458

Planningâ•… 458
Programâ•… 460

Trade Showsâ•… 462
Exhibit Boothsâ•… 462

CHApTER 16
Event Managementâ•… 444

A World Filled with Eventsâ•… 445
Group Meetingsâ•… 445

Planningâ•… 445
Registrationâ•… 450
Programâ•… 450

Banquetsâ•… 451
Working with Catering Managersâ•… 453
Logistics and Timingâ•… 454

The Reach of Radio and Televisionâ•… 421
Radioâ•… 421

Audio News Releasesâ•… 422
Radio PSAsâ•… 424
Radio Media Toursâ•… 426

Televisionâ•… 427
Video News Releasesâ•… 428
The New “Normal”: B-Roll Packagingâ•… 430
Television PSAsâ•… 430
Satellite Media Toursâ•… 431
News Feeds â•… 432

Guest Appearancesâ•… 433
Talk Showsâ•… 434
Magazine Showsâ•… 435
Pitching a Guest Appearanceâ•… 436

Product Placementsâ•… 437
Issues Placementâ•… 439
DJs and Media-Sponsored Eventsâ•… 440

A01_WILC6586_11_SE_FM.indd   13 5/26/14   9:41 PM



14	 Contents

Environmental Relationsâ•… 493
Corporate Philanthropyâ•… 493
PR Casebook: Wal-mart Scandal Highlights Role  

of Investor Activistsâ•… 473
on the job Insights: Study Finds Trust in Leaders  

Is Lowâ•… 477
on the job Social Media in practice: Duke Energy 

Uses Social Media to Tell Its Storyâ•… 481
on the job Insights: Boycotts Come From All 

Directionsâ•… 484
on the job Insights: Nudist Group Makes Pitch for 

Corporate Sponsorsâ•… 495

Summaryâ•… 496
Case Activity: A Corporate Wellness  

Campaignâ•… 497
Questions for Review and Discussionâ•… 497
Media Resourcesâ•… 497

CHApTER 17
Communicating Corporate Affairsâ•… 471

PART 5â•… Applicationâ•… 471

Appeals to Target Audiencesâ•… 511
Coping with Threats and Crisesâ•… 513

on the job social media in action: A Royal Birth 
Generates Record Coverageâ•… 501

on the job Insights: Wanted: A Press Coordinator  
for a Networkâ•… 504

on the job Insights: How to Promote a Playâ•… 506

CHApTER 18
Public Relations in Entertainment, Sports, and Tourismâ•… 499

Hospitality Suitesâ•… 463
Pressrooms and Media Relationsâ•… 463

Promotional Eventsâ•… 464
Using Celebrities to Attract Attendanceâ•… 465
Planning and Logisticsâ•… 466

on the Job Insights: A Job Listing for an Events 
Managerâ•… 446

PR Casebook: Solid Promotional Strategy Makes 
Picasso a Hit in Seattleâ•… 447

on the job Insights: How to Plan a Meetingâ•… 448
on the job Insights: Making a Budget for a 

Banquetâ•… 453

on the job Insights: Asking the Right Questions 
After an Eventâ•… 456

on the job Social Media in Action: Making 
Reservations on the Webâ•… 461

on the job A Multicultural World: Beer, Rum, Vibrators, 
and Garlic: The World of Promotional Eventsâ•… 467

on the job Insights: Corporate Sponsorships: 
Another Kind of Eventâ•… 468

Summaryâ•… 469
Case Activity: Plan an Eventâ•… 470
Questions for Review and Discussionâ•… 470
Media Resourcesâ•… 470

Today’s Modern Corporationâ•… 472
The Role of Public Relationsâ•… 475

Media Relationsâ•… 477
Customer Relationsâ•… 479

Reaching Diverse Marketsâ•… 480
Consumer Activismâ•… 481
Consumer Boycottsâ•… 483

Employee Relationsâ•… 485
Layoffsâ•… 486

Investor Relationsâ•… 487
Marketing Communicationâ•… 487

Product Publicityâ•… 488
Product Placementâ•… 488
Cause-Related Marketingâ•… 489
Corporate Sponsorshipsâ•… 490
Viral Marketingâ•… 491

A Major Part of the American Economyâ•… 500
The Cult of Celebrityâ•… 500

The Public’s Fascination with Celebritiesâ•… 502
The Work of a Publicistâ•… 503

The Business of Sportsâ•… 506
Community Relationsâ•… 507

The Tourism Industryâ•… 509
Phases of Travel Promotionâ•… 511

A01_WILC6586_11_SE_FM.indd   14 5/26/14   9:41 PM



	 Contents	 15

PR Casebook: Election Campaign Team Turns Policy 
Campaign Team After Obama’s Re-Electionâ•… 521

on the job Insights: “Partnership” Stretches Federal 
Fundsâ•… 525

on the job social media in action: Centers for 
Disease Control and Prevention Get Help From 
Zombiesâ•… 528

on the Job Insights: Google Flexes Its Muscle  
in Washingtonâ•… 534

on the job Ethics: Student Loan Industry  
Engages In “Aggressive” Lobbyingâ•… 536

Summaryâ•… 541
Case Activity: How Do You Communicate 

Proactively?â•… 542
Questions for Review and Discussionâ•… 542
Media Resourcesâ•… 543

CHApTER 19
Public Relations in Governmentâ•… 519

Government Organizationsâ•… 520
Basic Purposes of Government Public 

Relationsâ•… 520
The Federal Governmentâ•… 521

The White Houseâ•… 522
Congressâ•… 523
Federal Agenciesâ•… 524

State Governmentsâ•… 529
Local Governmentsâ•… 531
The Case for Government Public Information 

and Public Affairsâ•… 532
Government Relations by Corporationsâ•… 533
Lobbyingâ•… 535

Pitfalls of Lobbyingâ•… 537
Grassroots Lobbyingâ•… 538

Election Campaignsâ•… 539

on the job Insights: The Super Bowl: An Economic 
Engine on Steroidsâ•… 508

on the job A Multicultural World: Chinese Tourists 
Flood the Worldâ•… 510

on the job Insights: Fifty Shades of Travel 
Promotionâ•… 512

on the job Insights: How Many “Freebies” to 
Accept?â•… 513

PR Casebook: Poop on the Deck: Carnival Cruise Line 
Has a Crisisâ•… 515

Summaryâ•… 516
Case Activity: Promoting a Resortâ•… 517
Questions for Review and Discussionâ•… 517
Media Resourcesâ•… 517

on the job Ethics: Would You Buy a T-Shirt Made in 
Bangladesh?â•… 557

PR Casebook: NGO Campaign Goes After Fishing 
Subsidiesâ•… 559

on the job Social Media in Action: Wars and 
Conflict: Governments Enlist Social Media as a 
Weaponâ•… 561

on the job Insights: U.S. Firms Represent a Variety  
of Nationsâ•… 562

on the job Insights: A CNN Report on Kazakhstan: 
News or Propaganda?â•… 563

on the job Insights: China’s Educational Outreach to 
the Worldâ•… 565

Summaryâ•… 568
Case Activity: Promoting Tourism for Turkeyâ•… 569
Questions for Review and Discussionâ•… 569
Media Resourcesâ•… 570

CHApTER 20
Global Public Relations in an Interdependent Worldâ•… 544

What Is Global Public Relations?â•… 545
Development in Other Nationsâ•… 545

International Corporate Public Relationsâ•… 549
The New Age of Global Marketingâ•… 549
Language and Cultural Differencesâ•… 551
Foreign Corporations in the United 

Statesâ•… 554
U.S. Corporations in Other Nationsâ•… 555

Public Relations by Governmentsâ•… 560
American Public Diplomacyâ•… 566

Opportunities in International Workâ•… 567
on the job A Multicultural World: Reaching  

Out to the Muslim Worldâ•… 552
on the job Insights: English Is the World’s  

Dominant Languageâ•… 553
on the job Insights: Traveling Abroad? How to Make 

a Good Impression â•… 554

A01_WILC6586_11_SE_FM.indd   15 5/26/14   9:41 PM



16	 Contents

Fund-Raising and Developmentâ•… 588
Motivations for Givingâ•… 588
Fund-Raising Methodsâ•… 590

on the job A Multicultural World: Global Strategic 
Communication Helps African Females Avoid 
Brutalityâ•… 573

on the job Ethics: Chamber of Commerce Tempers 
Its Position on Global Climate Changeâ•… 577

on the Job social media in action: Need Info  
about Sex?: Text a Questionâ•… 584

on the Job Insights: Universities Tap Alumni Through 
Social Mediaâ•… 587

on the Job Insights: Charitable Donations Top $316 
Billionâ•… 589

on the job Insights: A New Fund-Raising Technique: 
Crowdfundingâ•… 593

Summaryâ•… 593
Case Activity: A Social Media Presence for Goodwill 

Industriesâ•… 594
Questions for Review and Discussionâ•… 594
Media Resourcesâ•… 595

CHApTER 21
Public Relations in Non-Profit, Health, and Education Sectorsâ•… 571

Directory of Useful Web Sitesâ•… 596
Bibliography of Selected Books, Directories, Databases, and Periodicalsâ•… 597
Indexâ•… 604
Creditsâ•… 620

The Nonprofit Sectorâ•… 572
Competition, Conflict, and Cooperationâ•… 572

Membership Organizationsâ•… 574
Professional Associationsâ•… 574
Trade Groupsâ•… 575
Labor Unionsâ•… 575
Chambers of Commerceâ•… 576

Advocacy Groupsâ•… 578
Public Relations Tacticsâ•… 578

Social Service Organizationsâ•… 579
Foundationsâ•… 579
Cultural Groupsâ•… 580
Religious Groupsâ•… 581
Public Relations Tacticsâ•… 581

Health Organizationsâ•… 582
Hospitalsâ•… 582
Health Agenciesâ•… 583

Educational Organizationsâ•… 584
Colleges and Universitiesâ•… 585

Key Publicsâ•… 586

A01_WILC6586_11_SE_FM.indd   16 5/26/14   9:41 PM



Preface
A â•›textbook should be more than packaged information arrayed in page after page  

â•›of daunting gray type that makes a reader’s eyes glaze over. It should be written  
â•›and designed to engage readers with attractive photos and charts, concise sum-

maries of key concepts, and plenty of practical examples from today’s practice that 
actively engages the reader. It must have clear learning objectives for every chapter 
and actively engage students in critical thinking and problem solving.

That’s why this new edition of Public Relations: Strategies & Tactics continues its 
widely acclaimed reputation as the most readable, comprehensive, up-to-date, intro-
ductory public relations text on the market. This 11th edition, like others before it, 
continues to successfully blend theory, concepts, and actual programs and campaigns 
into a highly attractive format that is clear and easy for students to understand.

Students will find interesting examples, case studies, and illustrations through-
out that will encourage them to actively engage in learning the basic concepts of 
Â�professional practice. This text will also challenge them to develop their Â�creative 
problem-solving skills, which is essential for a successful career in public relations. 

The book also appeals to instructors who want their students to thoroughly 
Â�understand the basic principles of effective public relations and be able to apply them 
to specific, real-life situations. Indeed, many instructors report that this text does an 
outstanding job of instilling students with a deep understanding of what it means to 
be a public relations professional with high standards of ethical responsibility.

This new edition, like others before it, is consistent in offering a comprehensive 
overview of today’s public relations practice, the issues facing the industry, and high-
lighting programs and campaigns that set the standard for excellence. Students learn 
from award-winning campaigns, but they also learn from situations where an organi-
zation’s efforts were less than successful and have even bordered on a lack of ethical 
responsibility. That’s why the “good, the bad, and the ugly” is included in this book.

New in the 11th Edition
The authors have considerably revised and updated every chapter of the book to re-
flect today’s diverse public relations practice on the local, national, and international 
level. The suggestions of adopters and reviewers regarding the 10th edition have been 
given serious consideration and have helped make this edition even better than the 
last one. 

Consequently, this edition contains the best of previous editions but, at the same 
time, has replaced all dated material with new information and case studies that re-
flect the pervasive use of the Internet and social media that has revolutionized the 
public relations industry. This makes this edition particularly relevant to students and 
instructors. The following highlights the new approach and content:

New Coauthor
We are pleased to add Dr. Bryan H. Reber, professor of Â�public relations at the 
Â�University of Georgia, as our new co-author. He is an experienced academic with more 
than 15 years of professional experience that and teaches a range of undergraduate 
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and graduate courses in public relations. This not only gives him expertise but valu-
able insights on how to write and present material that help students learn and clearly 
understand basic concepts. He is well-known among fellow academics for his research 
and is highly regarded as a leader in public relations education.

New Social Media in Action Features
The use of the Internet and social media in public relations is pervasive throughout 
this new edition, but a new feature, Social Media in Action, spotlights particular pro-
grams that extensively used social media to accomplish their objectives or issues that 
involved the use of social media by various Â�organizations. Some examples include the 
following:

■	 An ad agency hires interns through a Twitter campaign (Chapter 1)
■	 Dealing ethically with consumer websites (Chapter 3)
■	 Sterling Vineyards finds the perfect online host (Chapter 4)
■	 Google analytics guides a tourism campaign by New Brunswick (Chapter 5)
■	 Using social media in a national campaign for Hilton Double Tree hotels 

(Â�Chapter 6)
■	 Nestle gets in social media fight with Greenpeace (Chapter 7)
■	 Chevy at SXSW (Chapter 8)
■	 Changing nutrition perceptions about McDonald’s (Chapter 9)
■	 Getting the word out via social media after a tornado (Chapter 10)
■	 Clorox develops “potty humor” for moms (Chapter 11)
■	 FCC goes after celebrity social media endorsements (Chapter 12)
■	 Marriage equality symbol goes viral (Chapter 13)
■	 Samsung introduces its new Galaxy Note (Chapter 14)
■	 Red Bull uses website for “storytelling” (Chapter 15)
■	 Registering for conventions and events on the Web (Chapter 16)
■	 Social media helps Duke Energy communicate in wake of Hurricane Sandy 

(Chapter 17)
■	 A royal birth generates record Web traffic (Chapter 18)
■	 Centers for Disease Control (CDC) gets help from Â�Zombies (Chapter 19)

New Features on Ethical Practice
Ethical practice in the real world is rarely a black-white situation. These new features 
focus on questionable practice and ask students to evaluate the situation from their own 
perspective and what they have learned about professional standards. Some samples:

■	 Facebook and its public relations firm conducts a stealth campaign against Google 
(Chapter 1)

■	 Was Ivy Lee less than honest during labor problems at a Colorado mine? (Chapter 2)
■	 Cash “bribes” for coverage in China (Chapter 3)
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■	 Wal-Mart drops public relations firm for ethical lapse (Chapter 4)
■	 A grassroots campaign pits business against environmentalists (Chapter 6)
■	 Word-of-Mouth (WOM) campaigns raise concerns (Chapter 7)
■	 Lowe’s stumbles on sponsorship of All-American Â�Muslim (Chapter 11)
■	 Employers standards for employee blogs, social media outreach (Chapter 13)
■	 The blurring line between “earned” and “paid” media (Chapter 14)
■	 Student loan industry does “aggressive” lobbying (Chapter 19)
■	 Would you buy a T-shirt made in Bangladesh? (Chapter 20)

New Features Highlighting Award-Winning Campaigns
A key selling point of this new edition is new casebooks that make today’s practice of 
public relations more “real” to students. A special effort has been made to focus on 
campaigns that would interest students and include brands that are familiar to them. 
Some samples include the following:

■	 A Miami Cuban restaurant celebrates its 40th anniversary (Chapter 1)
■	 IBM has a global birthday celebration (Chapter 4)
■	 7-Eleven celebrates its birthday with free Slurpees (Chapter 4)
■	 Chase bank creates awareness of its new, premier credit card (Chapter 6)
■	 Infographic about using cell phones on the toilet is a hit (Chapter 7)
■	 Pampers campaign makes every Hispanic child special (Chapter 11)
■	 Ben & Jerry’s celebrates same-sex marriage (Chapter 11)
■	 Social media fuel a solar decathlon by the U.S. Department of Energy (Chapter 13)
■	 Campaigns by Adidas, Singapore tap social media (Chapter 13)
■	 Video warns young people about decorative contact lenses (Chapter 15)
■	 A winning promotional strategy for a Picasso exhibit (Chapter 16)
■	 Mini-cases on promoting beer, garlic and even vibrators (Chapter 16)
■	 Fifty shades of tourism promotion: four mini-cases (Chapter 18)
■	 “Above the Influence” campaign by Drugfree.org (Chapter 19)

New Insights about Working in Public Relations
The theory and principles of public relations are important, but students considering 
a career in public relations also need to know about current trends and issues in the 
field, including guidelines on how to do a specific tactic. The following are a sampling 
of highlighted features that give students such insights:

■	 Traits needed to succeed in a public relations career (Chapter 1)
■	 The social media of the reformation in the 15th cÂ�entury (Chapter 2)
■	 The characteristics of a typical woman who is a VP of public relations (Chapter 2)
■	 A global study identifies the top issues facing public relations executives (Chapter 2)
■	 Three examples of foreign clients served by U.S. public relations firms (Chapter 4)
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■	 Kenya issues a Request for Proposal (RFP) to Â�promote tourism (Chapter 4)
■	 The “big picture” of how to do a program plan (Chapter 6)
■	 Are women better communicators than men? (Chapter 7)
■	 News releases are still valuable in the digital age (Chapter 7)
■	 How Ketchum evaluated its Double Tree hotels campaign (Chapter 8)
■	 How companies can become more “authentic” (Chapter 9)
■	 How to communicate with various ethnic groups (Chapter 11)
■	 Are conversations between clients and public relations counsel legally protected? 

(Chapter 12)
■	 The top ten organizations with Facebook and Twitter followers (Chapter 13)
■	 How to write a multimedia news release (Chapter 14)
■	 Edelman annual survey finds low trust about business (Chapter 17)
■	 The Super Bowl: An economic engine on steroids (Chapter 18)
■	 Obama’s campaign team becomes a policy promotion team (Chapter 18)
■	 Google increases its Washington lobbying (Chapter 19)
■	 Crowdsourcing as a new way of fundraising (Chapter 21)

Updated Stats about the Public Â�Relations Industry
This new edition provides the latest published statistics about the public relations 
industry and advances in the Internet and social media. Some samples include the 
following:

■	 The most recent salaries based on experience, Â�gender, and job level (Chapter 1)
■	 The Global Alliance for Public Relations sets new standard of professional 

Â�responsibility in the Melbourne Mandate (Chapter 3)
■	 The top ten public relations firms in the United States by income and employees 

(Chapter 4)
■	 Internet penetration and use throughout the world (Chapter 13)
■	 Share of audience by the leading social media sites (Chapter 13)
■	 The top four languages in the world in terms of speakers (Chapter 20)
■	 A breakdown of charitable giving in the United States by sources and recipients 

(Chapter 21)

Expanded Information on Diverse  
and Multicultural Audiences
Communicating with diverse, multicultural audiences is a necessity in today’s society. 
A sampling of the following features will help students better understand the oppor-
tunities and the pitfalls:

■	 A campaign to highlight Hispanic lifestyles (Chapter 6)
■	 Minorities assure Obama’s re-election (Chapter 11)
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■	 Pepsi sponsors a global Latin music festival (Chapter 11)
■	 Educational levels and income of various ethnic groups (Chapter 11)
■	 Broadcast media has large Hispanic audience (Chapter 15)
■	 Chinese tourists flood the world (Chapter 18)
■	 Reaching out to the Muslim world (Chapter 20)

New Features on Conflict and Crisis Communications
Conflict and crisis often make the headlines, and students need to know that both 
advocates and opponents extensively use public relations to influence public opinion 
and legislation. The following new features, often from yesterday’s headlines, will pro-
vide students with a good context for understanding the concepts of conflict and crisis 
management:

■	 Framing fracking: What is the truth? (Chapter 9)
■	 Gun control advocates and opponents square off (Chapter 9)
■	 Benetton faces criticism for using Bangladesh sweatshops (Chapter 10)
■	 Changing corporate culture helps Toyota recover its business (Chapter 10)
■	 MillerCoors faces controversy in sponsorship of Puerto Rican Day parade  

(Chapter 12)
■	 Coca Cola battles threats from regulatory and consumer groups (Chapter 12)
■	 Wal-Mart deals with angry investors after a bribery scandal (Chapter 17)
■	 A Chinese boycott affects Japan’s automakers (Chapter 17) 
■	 Carnival lines faces a crisis when a ship gets disabled (Chapter 18)
■	 Syria, other nations use social media as a weapon of war (Chapter 20)
■	 Campaign to combat the practice of female mutilation in Africa (Chapter 21)
■	 Apple resigns from U.S. Chamber of Commerce over global warming issues 

(Chapter 21)

Expanded Information on Internet  
and Social Media Analytics
The buzzword, Big Data, has now entered the mainstream and public relations pro-
fessional are now using new software metrics and analytics for both research and mea-
surement. Some examples for this new edition:

■	 Web analytics, use of dashboards, monitoring mentions on social media, conduct-
ing research surveys using social media (Chapter 5)

■	 How Hilton’s DoubleTree hotels and Ketchum used research to plan a national 
campaign (Chapter 8)

■	 Measuring effectiveness on the Web (Chapter 8)
■	 The power and reach of Facebook by the numbers (Chapter 13) 
■	 Does Justin Bieber really have 37 million followers? (Chapter 13)
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Short Essays by Young Professionals
This new edition adds a new dimension by having young professionals tell students 
in their own voice about working in the trenches. Their writing style is breezy and 
personal, which students will enjoy.

■	 Robin Carr, director of public relations for Xoom, tells students to do more net-
working (Chapter 1)

■	 Kellie Bramlet, account executive at Black Sheep Agency, tells about the hectic 
life of working in a public relations firm (Chapter 4)

■	 Michelle Kraker, an experienced public relations professional, writes that being a 
social media manager is not all fun and games (Chapter 13)

Actual Job/Intern Postings in Public Relations
Students are curious about the type of jobs that are available in public relations. This 
edition provides some sample job descriptions and what qualifications are needed.

■	 What Ogilvy Public Relations expects in an application for an internship (Chapter 1)
■	 An entry-level position for a New York City public relations firm (Chapter 1)
■	 A Phoenix company seeks a public relations specialist (Chapter 4)
■	 A New York City firm seeks an experienced account executive (Chapter 4)
■	 A Los Angeles company seeks an event manager (Chapter 16)
■	 NBC Universal seeks a press coordinator (Chapter 18)
■	 Empire State College looking for a director of communications (Chapter 21)

Organization of the Book
This edition also continues its tradition of organizing the contents into five parts in 
order to give a complete overview of the field: These parts are (1) role, (2) process, 
(3) strategy, (4) tactics, and (5) application. Such an organization allows instructors 
the flexibility of selecting what parts of the book best fits the objectives and length of  
the course.

Part 1 is the role of public relations in society, which describes what public rela-
tions is and what kinds of specialization are available in the industry. It also gives a 
brief history of public relations, the development of professional practice, and how 
public relations department and firms do business. 

Part 2 is the process of public relations that includes a chapter each on research, 
planning, communication, and evaluation. 

Part 3 deals with strategy, which includes the concepts of public opinion and per-
suasion, conflict management and crisis communications, reaching diverse audiences, 
and the legal aspects that affect public relations practice. 

Part 4 is an overview of the actual tactics used by public relations professionals 
such as the use of the Internet and social media, preparing materials for mass Â�media, 
placements on radio and television, and how meetings and events advance public 
Â�relations goals. 
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Part 5 shows how public relations is used by various segments of society. Corpo-
rate public relations leads off and is followed by entertainment, sports, and tourism. 
The last three chapters deals with politics and government, global public relations, 
and non-profits in health and education.

Student Learning Tools
Each chapter of Public Relations: Strategies and Tactics includes several learning tools 
to help students better understand and remember the principles of public relations, 
and to give them the practice they need to apply those principles to real-life situa-
tions. This edition continues the tradition of providing key student learning aids at 
the Â�beginning and end of every chapter. In each chapter, you will find:

■	 Chapter-Opening Preview. Learning objectives for students are succinctly
stated at the beginning of every chapter.

■	 End-of-Chapter Summary. The major themes are summarized at the end of
each chapter.

■	 End-of-chapter Case Activity. A public relations situation or dilemma based
on actual cases is posed, and students are asked to apply what they have just read
in assigned chapter. These case problems can be used either for class discus-
sion, group projects, or as written assignments. The following are some new case
Â�activities in this edition:
■	 Promoting beef jerky as a healthy snack (Chapter 1)
■	 Do men and women have different perceptions of public relations as a career?

(Chapter 2)
■	 Three ethical dilemmas in the workplace (Chapter 3)
■	 Conducting research to determine a course of action in fighting a rumor

(Chapter 5)
■	 Promoting increased public awareness of “fair trade” coffee (Chapter 6)
■	 A new campaign to combat heart disease (Chapter 7)
■	 How to evaluate the success of Mexico’s tourism campaign (Chapter 8)
■	 Convincing fellow students to do fundraising for a cause (Chapter 9)
■	 Business and minority groups fight a soda ban in New York City (Chapter 10)
■	 A campaign to increase student diversity at a university (Chapter 11)
■	 Should employers restrict social media use by employees? (Chapter 12)
■	 Planning special events to promote a luxury handbag (Chapter 16)
■	 Planning a corporate wellness campaign (Chapter 17)
■	 Planning a promotion for a Colorado resort (Chapter 18)
■	 A health campaign about a possible flu epidemic (Chapter 19)
■	 A social media campaign for Goodwill Industries (Chapter 21)

■	 Questions for Review and Discussion. A list of questions at the end of each
chapter helps students prepare for tests and also stimulates class discussion.
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Be familiar with the global scope of the 
public relations industry

Have a good definition of public relations

Understand that public relations is a 
process, not an event

Know the difference between public 
relations, journalism, advertising, and 
marketing

Assess the skills needed for a public 
relations career and what salary to expect

After reading this chapter, you will be able to:

Defining Public  
Relations 1

Part 1
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The Challenge of Public Relations
It is 9 a.m. and Anne-Marie, a senior account executive in a San Francisco public rela-
tions firm, is at her desk getting ready for a full day of busy activity. She takes a few 
minutes to answer some text messages, scan her e-mails, and tweet a printing firm about 
the status of a brochure. She also quickly flips through the local daily, reviews the online 
editions of the Wall Street Journal and the New York Times, and checks her Google Alerts 
list to catch up on any late-breaking news or postings about the firm’s clients.

She downloads a Wall Street Journal article about the increasing risk of tainted 
food from foreign suppliers and makes a note to have her student intern do some 
more research about this issue. One of Anne-Marie’s clients is a restaurant chain, and 
she senses an opportunity for the client to capitalize on the media interest by inform-
ing the press and the public about what the restaurant chain is doing to ensure the 
quality and safety of their meals.

She then finishes a draft of a news release about a client’s new tablet computer 
and forwards it to her supervisor, a vice president of client services, for review before 
it is e-mailed to the client. She will also attach a note that an electronic news service 
can deliver it to newspapers across the country later in the day. Anne-Marie’s next 
activity is a brainstorming session with other staff members in the conference room to 
generate creative ideas about revamping a Facebook page for a microbrewery that will 
generate more interest and “likes.”

When she gets back to her office, she finds more text messages, tweets, and voice-
mails. A reporter for a trade publication needs background information on a story he 
is writing; a graphic designer has finished a rough draft of a client’s new logo; a cater-
ing manager has called about final arrangements for a VIP reception at an art gallery; 
and a video producer asks Anne-Marie to preview a video clip of a celebrity giving a 
testimonial about a client’s new designer jeans. Once the video is finalized, it will be 
uploaded to YouTube, the company’s web page, and distributed by satellite to televi-
sion stations throughout the nation.

Lunch is with a client who wants her counsel on how to position the company 
as environmentally conscious and dedicated to sustainable development. After lunch, 
Anne-Marie walks back to the office while talking on her phone to a colleague in 
the New York office about an upcoming satellite media tour (SMT) to announce a 
national food company’s campaign to reduce childhood obesity. She also calls an edi-
tor to “pitch” a story about a client’s new product. He’s interested, so she follows up 
by sending some background material via a tweet providing links to several websites. 
Back in the office, Anne-Marie touches base with other members of her team, who are 
working on a 12-city media tour by an Olympic champion representing Nike.

Then it’s back to the computer. She checks several online databases to gather in-
formation about the industry of a new client. She also reviews online news updates 
and postings on popular blogs to find out if anything is being said about her clients. 
At 5 p.m., as she winds down from the day’s hectic activities, she reviews news stories 
from an electronic monitoring service about another client, an association of strawberry 
producers. She is pleased to find that her feature story, which included recipes and color 
photos, appeared in 150 dailies and were also used by several influential food bloggers.

But the day isn’t quite done. Anne-Marie is on her way to attend a chapter meet-
ing of the Public Relations Society of America (PRSA), where the speaker will discuss 
trends in reputation management. It’s her way of continuing her education since her 
graduation from college four years ago with public relations major and a minor in 
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marketing. After the meeting, she networks with several other members over a glass of 
wine and a quick dinner. It’s a nice respite from the constant deluge of text messages,  
e-mails, and tweets on her mobile phone that must be dealt with before she calls it a day.

As this scenario illustrates, the profession of public relations is multifaceted and 
public relations professionals have many roles as shown in the infographic on page 43. 
A public relations professional must have skills in written and interpersonal commu-
nication, media relations and social media, research, negotiation, creativity, Â�logistics, 
facilitation, problem solving, and strategic thinking.

Indeed, those who want a challenging career with plenty of variety often choose 
the field of public relations. The U.S. Bureau of Labor Statistics (www.bls.gov/ooh) 
estimates that the field already employs more than 300,000 people nationwide, and its 
2012–2013 Occupational Outlook Handbook projects a 23 percent growth rate in public 
relations specialists through 2020, faster than the average for all occupations. The hand-
book notes that the growth of the public relations occupation “. . . will be driven by the 
need for organizations to maintain their public image in a high-information age and with 
the growth of social media.” The handbook also gives a good description of what public 
relations managers and specialist do; as can be seen in the Insights box which follows.

More good news: A public relations although battered by the recent economic 
recession, seems to be somewhat resilient. Jim Rutherford, executive vice president 
(EVP) of private equity firm Veronis Suhler Stevenson (VSS), quipped to PRWeek, 
“The economy may have been in a downturn, but even companies in bankruptcy pro-
tection had to communicate to their stakeholders.”

on the job

the nature of Public relations Work

T he Occupational Outlook Hand-
book 2012–13, published by the 
u.s bureau of labor statistics 

(www.bls.gov/ooh), describes the var-
ious activities of public relations spe-
cialists and managers:

Duties
Public relations managers and spe-
cialists typically do the following:

■	 Write news releases and  
prepare information for the 
media.

■	 identify main client groups and 
audiences and determine the 
best way to reach them.

■	 respond to requests for informa-
tion from the media or designate 
an appropriate spokesperson for 
information source.

■	 helps clients communicate 
Â�effectively with the public.

■	 develop and maintain their 
Â�organization’s corporate 
Â�image and identity, using 
Â�logos and signs.

■	 draft speeches and arrange 
interviews for an organization’s 
top executives.

■	 evaluate advertising and pro-
motion programs to determine 
whether they are compatible 
with the organization’s public 
relations efforts.

■	 develop and carry out fund-
raising strategies for an orga-
nization by identifying and 
contacting potential donors 
and applying for grants.

INSiGHTS

(continued)
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Public relations specialists, also 
called communication special-
ists and media specialists, handle 
an organization’s communication 
with the public, including consum-
ers, investors, reporters, and other 
media specialists. In government, 
public relations specialists may be 
called press secretaries. They keep 
the public informed about the ac-
tivities of government officials and 
agencies.

Public relations specialists 
must understand the attitudes 
and concerns of the groups they 
interact with to maintain coopera-
tive relationships with them.

Public relations specialists draft 
news releases and contact people 
in the media who might print or 
broadcast the material. Many ra-
dio or television special reports, 
newspaper stories, and magazine 
articles start at the desks of public 
relations specialists. For example, 
a news release might describe a 

public issue, such as health, en-
ergy, or the environment, and 
what an organization does to ad-
vance that issue. In addition to 
publication through traditional 
media outlets, releases are increas-
ingly being sent through the Web 
and social media.

Public relations managers re-
view and sometimes write news 
releases. They also sponsor corpo-
rate events to help maintain and 
improve the image and identity of 
their organization or client.

In addition, they help to clarify 
their organization’s point of view 
to its main audience through me-
dia releases and interviews. Public 
relations managers observe social, 
economic, and political trends that 
might ultimately affect the orga-
nization, and they recommend 
ways to enhance the firm’s image 
based on these trends. For exam-
ple, in response to a growing con-
cern about the environment, an 

oil company may create 
a public relations cam-
paign to publicize its ef-
forts to develop cleaner 
fuels.

In large organizations, 
public relations managers 
may supervise a staff of 
public relations special-
ists. They also work with 
advertising and market-
ing staffs to make sure 
that advertising cam-
paigns are compatible 
with the image the com-
pany or client is trying to 
portray. For example, if 

the firm has decided to emphasize 
its appeal to a certain group, such 
as younger people, the public re-
lations manager ensures that cur-
rent advertisements will be well 
received by that group.

In addition, public relations 
managers may handle internal 
communications, such as com-
pany newsletters, and may help 
financial managers produce an 
organization’s reports. They may 
help the organization’s top execu-
tives by drafting speeches, arrang-
ing interviews, and maintaining 
other forms of public contact. 
Public relations managers must be 
able to work well with many types 
of specialists to accurately report 
the facts. In some cases, the infor-
mation they write has legal conse-
quences. They must work with the 
company’s or client’s lawyers to 
be sure that the information they 
Â�release is both legally accurate 
and clear to the public.

In addition to the ability to 
communicate thoughts clearly and 
simply, public relations specialists 
and managers must show creativ-
ity, initiative, and good judgment. 
Decision-making, Â�problem-solving, 
and research skills also are impor-
tant. People who choose public 
relations as a career should have 
an outgoing personality, self-Â�
confidence, an understanding of 
human psychology, and an enthu-
siasm for motivating people. They 
should be assertive but able to 
participate as part of a team and 
be open to new ideas.

Public relations managers 
and specialists create and 
maintain a favorable public 
image for their employer or 
client. They write material 
for media releases, plan 
and direct public relations 
programs, and raise funds for 
their organizations.

—U.S. Bureau of Labor Statistics
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A Global Industry
Public relations, however, is not just an American activity. It is also a worldwide in-
dustry. The global dimensions of public relations can be illustrated in several ways. 
The following gives some background on (1) the global market, (2) the number of 
practitioners, (3) regions of major growth, and (4) the growth of public relations as an 
academic discipline.

Global Expenditures on Public Relationsâ•… In terms of economics, the public re-
lations field is most extensively developed in the United States. Private equity firm 
Veronis Suhler Stevenson (VSS), which has been tracking the com-
munications industry for the past 15 years, reported that spending 
on public relations in the United States was $3.7 billion in 2009. 
CNN, however, estimated that about $5 billion was spent by U.S. 
companies on public relations in 2012, a somewhat small amount 
compared to the $150 billion spent annually on advertising.

A major factor in the recent growth of the public relations in-
dustry is the overwhelming presence of the Internet. According to 
the Economist, “The rise of the Internet and social media has given 
PR a big boost. Many big firms have a presence on social network-
ing sites, such as Facebook and Twitter, overseen by PR staff. PR 
firms are increasingly called on to track what consumers are saying 
about their clients online and to respond directly to any negative 
commentary.”

The amount spent on public relations for the rest of the world 
is somewhat sketchy and not well documented. One major reason is 
that public relations can include a number of activities that overlap 
into such areas as marketing, promotion, direct mail, event spon-
sorships, and even word-of-mouth advertising. The Holmes Report, 
which also ranks the 250 biggest PR firms in the world, estimates 
that public relations was a $l0 billion global business in 2012. Other 
research estimates that about $3 billion of this amount comes from 
European spending on public relations due to the expansion of the European Union 
(EU) and the emerging economies of Russia, Ukraine, the Czech Republic and the 
Baltic nations. There is also considerable growth in other regions of the world, particu-
larly China, which will be discussed shortly.

An Estimated 3 Million Practitionersâ•… The Global Alliance (www.globalalliancepr 
.org), with about 40 national and regional public relations associations representing 
160,000 members, estimates that some 3 million people worldwide practice public 
relations as their main occupation. This includes the estimated 320,000 practitioners 
in the United States, and also the estimated 50,000 located in the United Kingdom 
(UK). It’s also estimated that there are between 7,000 and 10,000 public relations 
firms in the United States, and the directory Hollis Europe lists almost 3,000 public 
relations firms (consultancies) in 40 European nations. In addition, there are now an 
estimated 10,000 firms in China, according to the Holmes Report.

Many of these firms are one-person operations, but also included are firms with 
hundreds of employees. There are, of course, literally thousands of companies, gov-
ernmental organizations, and nonprofits around the world that also have in-house 
public relations departments and staffs.

Increased use of social media 
also is expected to increase 
employment growth for 
public relations specialists. 
These new media outlets will 
create more work for public 
relations workers, increasing 
the number and kinds of 
avenues of communication 
between organizations and 
the public.

U.S. Department of Labor
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