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Preface

Strategic Planning for Public Relations offers students and practitioners a new way to deepen 
their understanding of public relations and other kinds of strategic communication.

It is intended for people serious about entering a profession that is rapidly changing—a 
profession that is shedding a past that often involved merely performing tasks managed 
by others and taking on a newer, more mature role in the management of organizations 
based on research-driven strategic planning, ethical principles, and programmatic 
evaluation.

This book provides an in-depth approach to public relations planning, more 
comprehensive than can be found anywhere else. It is built on a step-by-step unfolding of the 
planning process most often used in public relations, with explanations, examples, and 
exercises that combine to guide readers toward a contemporary understanding of the 
profession. This book is written in a reader-friendly style designed to appeal both to students 
and practitioners.

The approach used in Strategic Planning for Public Relations is rooted in my belief and 
observation—from more than 25 years of teaching—that students learn best through a 
threefold pattern of being exposed to an idea, seeing it in use, and then applying it themselves. 
This is the rhythm of this book—its cadence, if you will.

This is the design that takes a complex problem-solving and decision-making process 
and turns it into a series of easy-to-follow steps. These nine steps provide enough 
flexibility to make the process applicable to all kinds of situations and to organizations 
with different missions, diverse sizes, varying resources and differing skill levels among 
the staff.

New to This Sixth Edition
Textbooks are kept current by regularly updating information, accomplished by adding new 
material and publishing new editions.

Like previous editions of Strategic Planning for Public Relations, the sixth edition is 
studded with real-world examples, with more focusing on global or minority cases, along 
with some classic cases that stand the test of time.

In particular, this updating includes many examples involving social media and other 
developments in digital technology. To that end, this edition uses the PESO model of paid, 
earned, shared, and owned media as a framework for public relations activity.
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It also highlights the results of many new research studies on opinions and practices 
within the discipline. Additionally, this edition updates overviews of several award-winning 
public relations campaigns from around the world. This edition also updates and expands a 
series of appendices.

Note to Students
If you are using this book in a public relations class, it is because your instructor finds it 
valuable for you.

Thank you for allowing me to share my ideas and insights into a profession that I have 
found to be both challenging and rewarding. I wish you much success as you proceed toward 
a career that I hope you, too, will discover to be exhilarating.

I stumbled into public relations somewhat by accident, at least not by my own conscious 
design. I began my career as a newspaper reporter, and later as an editor, with some side trips 
into television writing and producing, freelance magazine writing, and newsletter editing. 
I then made the transition into public relations—at first building on a familiar base of media 
relations and publicity, and only later navigating into issues management, crisis response, 
integrated communication, and a host of related areas.

Along the way I incorporated the new technological developments (particularly social 
media) and now wonder how we once managed without these tools.

Frankly, I wish there had been a book like this to guide me toward doing the work of 
public relations, especially the research and planning parts. So I’m pleased to be able to share 
with you some of the insights I’ve picked up along the way.

With this book and the practical exercises that go with it, you are proceeding along the 
road to professional success. I wish you the best of luck. You should be aware that this book 
is intended for group development and class activities. While you certainly can use it alone, 
you will find that it comes more fully alive as a text to guide group projects. Even if you are 
not a student in a traditional classroom, try to use this book in the context of your own 
project task force or professional work team.

Note to Public Relations Practitioners
I am proud to note that the Public Relations Society of America has found Strategic Planning 
for Public Relations to be relevant for practitioners. PRSA selected the book for its short list 
of endorsed readings for candidates of the APR professional accrediting exam.

I’ve heard from many public relations practitioners who have used this book and are 
looking forward to this new edition. Some find it useful in their day-to-day work, particularly 
those who are working in public relations without the benefit of an educational background 
in the discipline. I myself entered the profession with a background in journalism, so 
I understand the pros and cons of learning public relations on the job. I’m pleased that this 
book has been helpful to many of my professional colleagues.

The book also has spurred others who have written to me with issues and comments from 
their vantage as leaders within the field of public relations. It has been particularly rewarding 
to hear not only from the PRSA and various U.S. chapters, but also from our counterpart, the 
Canadian Public Relations Society, as well as other public relations groups around the world. 
I also hear from practitioners, students, and teachers around the world, in places as disparate 



Preface

xix

as Azerbaijan, Hong Kong, India, Japan, Kenya, Nigeria, Romania, Russia, Sweden, Turkey, 
the United Kingdom, and other countries.

Note to Instructors
Thank you for choosing this textbook for your students. Thanks especially for the opportunity 
to share with them some of my thoughts and observations on an exciting profession. I trust 
that you will find the information contained in this book to be well within the framework of 
contemporary professional practice and academic principles.

Strategic Planning for Public Relations grew out of my observation that students seem to 
learn best when they understand concepts, have patterns to follow and adapt, and have the 
opportunity to work both individually and in groups on tasks that gradually unfold to reveal 
the bigger picture. This is my intention with this book—to provide a structure, yet to give you 
much flexibility in leading your students through the planning process.

I also can share with you that your colleagues have found this book useful in introductory 
courses as well as in courses focusing on campaigns and case studies. Personally, I have used 
the book for an intensive introductory course, supplemented with some online information 
on history and other foundational elements such as my academic and professional website—
ron-smith.com—which you are free to use if you find it helpful.

I also have used the book in a senior-level campaign course as the basis for students 
developing their own campaign proposals. Additionally, the book serves as a basis for the 
campaigns that are developed by graduate students.

Who Uses This Book?
I am pleased by the international acceptance of this book since it was first published in 2002 
and subsequently updated in 2005, 2009, 2013, and 2017.

As the author, I am humbled by the confidence that so many educators have placed in this 
book, and I am quite aware of my responsibility to their students to provide the best teaching 
resource that I can.

Course Adoptions

To date, at least 313 colleges and universities in the U.S. and Canada, Europe, Asia, Africa, 
and the Middle East, have adopted this text for public relations classes at both the 
undergraduate and graduate levels. These courses include principles or foundations of public 
relations, advanced practice, campaigns, strategy, planning, research, advocacy, public 
relations administration/management, case studies, corporate communications, integrated 
communication, and issues/problems in public relations.

Nearly half of schools associated with the Accrediting Council on Education in Journalism 
and Mass Communications use this text.

Libraries

More than 2,900 academic libraries in North America, Asia, Africa, Australia, Latin America, 
the Middle East, and both Western and Eastern Europe have acquired it for their collections.
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Professional Endorsements

I also am pleased with the acceptance of this book by my professional colleagues. The Public 
Relations Society of America includes this book on a short list of texts recommended for 
people preparing for the Universal Accreditation Exam. It has been similarly endorsed by the 
Canadian Public Relations Society, the Public Relations Council of India, and several other 
national groups affiliated with the International Public Relations Association.

The book is listed by the professional resource centers of several PRSA chapters and by 
practitioner groups in the U.S. and around the world from Iran to Sweden. It is a recommended 
reading by Six Sigma Strategy Training of Sussex, England. It also has been recommended by 
several bloggers in North America and around the world who specialize in public relations 
and marketing or strategic communication.

Book Citations

Likewise, many of my fellow educators have shown confidence in this book by citing it in 
their own writing, more than 862 academic citations to date.

Strategic Planning for Public Relations has been cited in many recent books, including 
Corporate Diversity Communication Strategy (Maiorescue-Murhy, 2020), Public Relations 
Theory: Application and Understanding (Brunner, 2019), Public Relations Campaigns: An 
Integrated Approach (Luttrell & Capizzo, 2017), Social Media Communication Matrix 
(Plowman & Winchel, 2016), Handbook of Communication and Corporate Reputation 
(Carroll, 2015), Health Research and Policymaking in the Social Media Sphere (Smith & 
Smith, 2015), Corporate Blogging and Microblogging (King, 2015), International Political 
Economy of Communication (Vivares & Martens, 2014), Cases in Public Relations 
Management (Swann, 2014), The Strategic Context for Political Communication (Kiousis and 
Strömbäck, 2014), Business Essentials for Strategic Communicators (Ragas & Culp, 2014), 
Political Reputation Management (Schnee, 2014), The AMA Handbook of Public Relations 
(Boynton, 2014), Digital Disconnect: How Capitalism Is Turning the Internet Against 
Democracy (McChesney, 2013), Farewell to Journalism (McChesney, 2012), Relentless 
Pursuit of Excellence: Lessons from a Transformational Leader (Sagor & Rickey, 2012), 
Handbook of Communication and Corporate Social Responsibility (Bartlett, May & Bronn, 
2011), Corporate Reputation (Burke, Cooper & Martin, 2011), Strategies and Communications 
for Innovation (Hulsmann & Pfefferman, 2011), PR Evaluation (Siewert, 2011), Public 
Relations Writing: Form & Style (Newsom & Haynes, 2008), Strategic Response: An 
Introduction to Non-Profit Communications (Dimitrov, 2008), Strategic Sport Communication 
(Pedersen, Miloch & Laucella, 2007), Evaluating Public Relations (Watson & Noble, 2007), 
Function of Media and Function of Public Relations at International Crisis Situations 
(Gorpe  & Celik, 2007), The Future of Excellence in Public Relations and Communication 
Management (Grunig, Grunig & Toth, 2007), Managing Consumers’ Online Complaints (Lee, 
2006), Strategic Sport Marketing (Shilbury, Quick & Westerbeek, 2003).

Journal Citations

Google Scholar also lists references for Strategic Planning for Public Relations in articles 
published in numerous academic and professional periodicals, including the following:
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Asia Pacific Public Relations Journal
Asian Pacific Business Review
Baltic Journal of Management
Communication Theory
Computers in Human Behavior
Comunicación y Sociedad
Engineering Economics
Environmental Communication
Florida Communication Journal
Global Media Journal
Indian Journal of Research
International Journal of Business
International Journal of Communication
International Journal of Marketing/Communication/New Media
International Journal of Scientific Research
International Journal of Sport Communication
International Journal of Strategic Communication
International Public Relations Perspectives
Journal of Administrative Research
Journal of Advertising
Journal of Agricultural Education
Journal of Asian and African Studies
Journal of Business Ethics
Journal of Communication and Religion
Journal of Communication Management
Journal of Disaster Relief Studies
Journal of Educational Advancement and Marketing
Journal of Global Responsibility
Journal of Health and Human Services Administration
Journal of Health Communication
Journal of Hospitality and Leisure Marketing
Journal of Hospitality Marketing and Management
Journal of Media and Religion
Journal of Professional Communication
Journal of Public Administration Research and Theory
Journal of Public Administration Research
Journal of Public Affairs
Journal of Relationship Marketing
Journal of Vacation Marketing
Middle East Journal of Management
Portuguese Journal of Social Science
PRism Online PR Journal
Public Relations Inquiry
Public Relations Journal
Public Relations Review
Public Relations Tactics
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Review of Journalism and Mass Communication
Romanian Journal of Marketing
Social Science Journal
Strategies and Communications for Innovations
Tourism Management
Transylvanian Review of Administrative Sciences
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and ethnomusicologist, as a concert performer on the shakuhachi (Japanese bamboo flute), 
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an iaido black belt, as a restaurateur and certified sake expert, and as a university professor 
teaching communication research.

My son Aaron graduated with a degree in public relations, having had the dubious 
experience of having me as instructor for two undergraduate courses. After starting his own 
career in the field of public relations and marketing, Aaron took his communication and 
strategic planning talents to the Army, where he has proudly served in Qatar, South Korea, 
and Okinawa.

My youngest son Matt is advancing in his career in horticulture, while pursuing an active 
avocation in music. His writing talent and artistic sense have served him well in his career in 
landscape design.

Whether by their presence or Skype-facilitated association with me, my daughters-in-law 
Satomi, Jen, and Jessica provide me with the love and encouragement any writer needs to be 
successful. My granddaughters Miana, Mariella, and Emalyn and my grandsons Kazutaka/
Hawk, Leif, and Wesley provide excellent reasons to step away from my writing from time to 
time and dream of the wonders their lives will bring.

My greatest appreciation goes to my wife, Dawn Minier Smith. During the evolution of 
this book from conception to this new edition, Dawn has been my sounding board. A writing 
teacher herself, she has lent her ear as I tested ideas, tried out new ways to present lessons, 
and attempted to make sense of theories, cases, and observations. She reminds me when to 
use “whom,” and we agree to disagree on using the Oxford comma (alas, I acquiesced to use 
it for this textbook).

Since she doesn’t see any domestic value in a wife fawning over her husband, Dawn’s 
constructive criticism has been always trustworthy and thus most valuable. I always take her 
suggestions seriously. Sometimes I’ve even had the good sense to follow them.

An Invitation
This book is the result of much dialogue with others, particularly feedback from my students. 
But reader reaction inevitably is useful.

I invite all readers—students, teachers, and practitioners—to use my website, where 
I have included a number of pages and links related to public relations and other aspects of 
strategic communication.

I invite you to take advantage of the excellent online resources that my publisher has 
created for instructors and students using this book. You can access this at www.routledge/
cw/smith. 

http://www.routledge
http://www.routledge
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Country music.

Top 5 Aspirations: Challenging/caring/creative professor. Non-pedantic writer. Safe 
haven for young people in crisis. Faithful colleague. Pragmatic public relations 
practitioner/consultant.

Top 5 Interesting Facts: Wife of 45 years with incredible tolerance, three sons, six grand-
children. Navy journalist in Vietnam war, with conscientious objector discharge. 
Zen-leaning Catholic who has meditated with Buddhist monks on Mount Koya 
in Japan. Amateur singer who once sang solo at St. Peter’s in Vatican City. Among 
ancestors: a Scottish POW banished to England’s penal colony of Massachusetts, an 
Irish immigrant recruited to help build the Erie canal but killed for his paycheck, 
the last woman in Connecticut hanged as a witch, American Indians on Long Island 
and Southwest New England, as well as colonial immigrants from France, Germany, 
Ireland, the Netherlands, and Britain.

Ronald D. Smith APR was an emeritus professor of public communication at SUNY Buffalo 
State, the largest college within the State University of New York and the first public 
institution in New York State accredited by the Accrediting Council on Education in 
Journalism and Mass Communications.

He taught public relations planning, writing, research, and related courses to 
undergraduate and graduate students. For eight years, he served as chair of the 850-student 
Communication Department at Buffalo State, during which time his department gained 
ACEJMC accreditation. He served more than two years as associate dean of the School of 
Arts and Humanities before returning to teaching and working with students in the 
Communication Department.

As time permited, he also was active as a consultant in public relations and strategic 
communication, assisting businesses and nonprofit organizations with planning, research, 
communication management, crisis communication, and media training.
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In this book, Smith draws on considerable professional experience. In addition to more 
than 27 years as an educator, he worked for ten years as a public relations director and eight 
years as a newspaper reporter and editor. He also was a Navy journalist aboard the aircraft 
carrier USS Ranger, twice deployed to Vietnam, for which the Pentagon granted him a 
discharge as a conscientious objector.

Smith held a bachelor’s degree in English education from Lock Haven (Pa.) University 
and a master’s degree in public relations from Syracuse (N.Y.) University. He has presented 
numerous workshops and seminars and has published research on public relations and 
persuasive communication.

He is the author of Becoming a Public Relations Writer (6th edition, 2020) and Public 
Relations: The Basics (2014), and coauthor with W. Richard Whitaker and Janet E. Ramsey of 
MediaWriting (5th edition, 2017), all published by Routledge/Taylor & Francis.

Smith has written two chapters—“Objectives” and “Strategic Inaction”—in The Sage 
Encyclopedia of Corporate Reputation, edited by Craig Carroll (Sage, 2016) and the chapter 
“Campaign Design and Management” in 21st Century Communication: A Reference 
Handbook, edited by William F. Eadie (Sage, 2009). He also wrote Introduction to Language 
and Communication: A Primer on Human and Media Communication (United Arab 
Emirates University, 2004).

Smith was the founding director of the American Indian Policy and Media Initiative at 
Buffalo State. He was coeditor of Shoot the Indian: Media, Misperception and Native Truth 
(AIPMI, 2007). He conducted and published research on topics such as the media coverage 
of the Cherokee citizenship vote and media coverage in New York State on Indian treaty, 
sovereignty, and taxation issues.

He assisted in strategic planning with the Smithsonian’s National Museum of the 
American Indian and the National Congress of American Indians and worked with research 
and strategic planning with several individual tribes. He presented original research on 
Native Americans and media at the Association for Education in Journalism and Mass 
Communications.

Smith was an accredited member of the Public Relations Society of America and served as 
president of the PRSA’s Buffalo/Niagara chapter and as chair of PRSA’s Northeast District. 
The chapter named him Practitioner of the Year in 1998 and gave him its first distinguished 
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Publisher’s Note: Ron Smith sadly passed away during the final stages of production of this 
edition. We at Routledge will greatly miss his professionalism, good humor, expertise, and 
particularly his earnest commitment to the education of future public relations professionals. 
This edition is dedicated to his memory and to all who have benefited from his teaching.
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Cases and Examples

Following is an index of actual cases, persons, organizations, and events cited in Strategic 
Planning for Public Relations as examples of various principles, strategies, tactics, and 
techniques.

ABC Sports, service mark 316
Abercrombie and Fitch: celebrity endorsement 

263; ethical shortcomings 53
Academi, relabeling 224
Academy Awards, intellectual property 305
Accrediting Council on Education in 

Journalism and Mass Communications 450
Adidas, celebrity endorsement 263
Advertising Council 396–7
Ben Affleck, Congressional testimony 191
Aflac: mission statement 60; spokes-character 

264, 308
Air Asia: condolence 225; crisis management 

46–7
Air Midwest, apology 233
AirTran, celebrity endorsement 263
Emperor Akihito, regret strategy 226
“Al Pieda,” pie throwing 182
Al Qaeda Yemen, relabeling 224
Alien, tagline 315
Kirstie Alley, celebrity endorsement 264
Allstate, tagline 314
Almond Board of Australia, photo ops 164
ALS Association, ice bucket challenge 336
Altoids, tagline 317
Alzheimer’s Association: celebrity 

endorsement 163, 191, 264, 267; 
Congressional testimony 191

Amazon, reputation 65
American Airlines, strategic philanthropy 

175
American Cancer Society, integrated 

communication 18

American Diabetes Association, celebrity 
endorsement 267

American Eagle, obstacles into opportunities 
36

American Express, integrated model 12
American Family Association, sponsorship 

169
American Girl, ethical shortcomings 52
American Heart Association: branding 314; 

celebrity influence 163
American Idol, product placement 400
American Society for the Prevention of 

Cruelty to Animals, tagline 317
Americans for Prosperity, astroturfing 299
Amnesty International: activism 180; power 

words 294
AMResorts, guarantees 410
Jennifer Aniston, viral philanthropy 352
Annenberg Norman Lear Center, celebrity 

endorsement 191
Anti-Defamation League, branding 314
Apple: CEO social activism 92; integrated 

model 12; product placement 400; symbol 
306; web-only commercials 398

Christina Applegate, celebrity endorsement 
163, 166

Arby’s, obstacles into opportunities 37
Lance Armstrong, opportunity born of 

tragedy 163
Arnold the Pig, character 409
AT&T: astroturfing 299; volunteerism 175, 

176
Audi: symbol 307; web-only commercials 398
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Aunt Jemima, corporate symbol 308
Avis, tagline 317
Avon, sponsorship 297
Alec Baldwin, celebrity endorsement 163

Ballast Point, sponsorship 170
Bank of America: sponsorship 297; strategic 

philanthropy 175
Barilla, repentance 237
Drew Barrymore, celebrity endorsement 264
Bass Pro, strategic philanthropy 171–2
Batman, Got Milk? campaign 464
Glenn Beck, Streisand effect 245
David Beckham: celebrity endorsement 263; 

Got Milk? campaign 464
Beds, web-only commercials 398
Beef Industry Council, celebrity endorsement 

263
Bell Pottinger, ethical shortcomings 53
Ben & Jerry’s, niche marketing 169
Benetton, shock strategy 215
Carl Benjamin, milkshaking 182
Edward Bernays 12, 145; power words strategy 

294
Halle Berry, celebrity endorsement 163, 264
BeTheMatch.org, Be the Guy campaign 167
Betty Crocker, corporate symbol 308
Joe Biden: apology 228; campaign music 308
Justin Bieber: celebrity endorsement 274; 

social media 92, 361
Big Island Cookies, sponsorship 170
Billy Blanks Tae Bo workout program, 

infomercials 401
Blackwater, relabeling 224
Blue Cross, astroturfing 299
Blue Moon, sponsorship 170
Bombas, strategic philanthropy 172
Bono, celebrity endorsement 164, 264
Borden’s Milk, spokes-character 264
Bosque de Chapultepec, audience 

participation 161
Boston Tea Party, symbolism 181
Anthony Bourdain, triggering event 162
Bowflex home gym, infomercials 401
Bowl for the Cure, strategic philanthropy 

175
BP, oil spill 41–3, 52, 183, 226
Bridgestone Gold, celebrity endorsement 184
Brigham Young University, BYU-Jerusalem 

PR campaign 136
Bristol-Myers Squibb, mission statement 60
Brylcreem, celebrity endorsement 263

Budweiser: emotional appeal 279; ineffective 
creativity 28; service mark 316; spokes-
character 264; sponsorship 28, 169, 170; 
Super Bowl commercials 28, 168; Up for 
Whatever campaign 281

Michael Buffer, service mark 316
Burberry, celebrity endorsement 263
Burger King: obstacles into opportunities 37; 

PR blunders 205; service mark 316; shock 
strategy 215

Burson-Marsteller, ethical shortcomings 53
Busch, sponsorship 170
George W. Bush, apology 232
“Buy American,” guilt appeal 283

Cadillac, repositioning 134
California Prune Board, renaming 223
Calvin Klein: pieing 180; shock strategy 215
Camp Cool Foundation, sponsorship 176
Camp Fire USA, service mark 316
Naomi Campbell, celebrity endorsement 266
Capital One, tagline 314
Caribou Coffee, strategic philanthropy 171
Steve Carrell, celebrity endorsement 166
Casting Hall, publicity 189
Caterpillar: strategic inaction 242; strategic 

philanthropy 175
Catholic Charities, service mark 316
Center for Medical Progress, embarrassment 

strategy 213
Jackie Chan, Got Milk? campaign 464
Chanel, celebrity endorsement 263
Charlie the Tuna, spokes-character 264
Don Cheadle, Congressional testimony 191
Cher, infomercials 402
Chevron, crisis management 47
Chevy, tagline 317
Chipotle, settlements 233
Chris Christie, ice bucket challenge 336
Church of Scientology: attack strategy 213; 

ethical considerations 50; front 
organizations 299; Streisand effect 245

Cingular Wireless, blogs 374
Cirque du Soleil, Got Milk? campaign 464
Bill Clinton: campaign music 308; fear appeal 

in ads 281
Hillary Clinton: apologia 210; campaign music 

308
George Clooney, celebrity endorsement 264
Clothes Off Our Back, viral philanthropy 

352–3
CNN, and trust 377
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Coalition for Responsible Healthcare Reform, 
naming ethics 299

Coca-Cola: celebrity endorsement 263; 
integrated model 12; opinion leaders 93; 
product placement 399, 400; sponsorship 
169; value statement 60

Stephen Colbert, Congressional testimony 191
Kenneth Cole, news peg 193
Colgate, mistranslations 301
Colonel Sanders, spokes-character 264
Columbian Coffee, spokes-character 264
Sean Combs, celebrity endorsement 164
confused.com, publicity stunts 410
Cono Sur, sponsorship 170
Continental Airlines, apology 226
Tim Cook, social activism 92
Anderson Cooper: reversal strategy 220; social 

media 92
Coors: mistranslations 301; sponsorship 170
Costco, advertising, lack of 17
Ann Coulter, pieing 182
Katie Couric, celebrity endorsement 191
Tom Cruise: celebrity endorsement 264; 

Streisand effect 245
Crystal Cathedral, transparency 194
CSI, product placement 400
Cult Awareness Network 299
Cuomo, A., transparency 196–7
Cupcake Wine, sponsorship 170
Stephen Curry, celebrity endorsement 265
Kevin Curtis, opportunity born of tragedy 

163
Cutting Edge, alliances 168
Billy Ray Cyrus, celebrity endorsement 166
Miley Cyrus, celebrity endorsement 176

Dalai Lama, as symbol 307
Dassai, sponsorship 170
Dawn, news peg 192–3
DC Comics, intellectual property 305
Paula Deen, strategic ambiguity 241
Deepwater Horizon. See BP
Ott Defoe, celebrity endorsement 171
Ellen DeGeneres: celebrity endorsement 163; 

social media 361
Del Monte Foods, publicity events 338
Delta Airlines, corrective action 236
Denny’s, repentance 238
Desigual, obstacles into opportunities 36
Thomas Dewey, opinion polls 479
Leonardo DiCaprio, celebrity endorsement 

164

Dick’s Sporting Goods, strategic philanthropy 
174

Celine Dion, celebrity endorsement 274
Disney: value statement 60; reputation 65
Doctors Without Borders, viral philanthropy 

353
Dodge, symbol 307
Dolce & Gabbana: PR blunders 206; shock 

strategy 215
Domino’s: ethical shortcomings 53; PR for 

good 14; strategic philanthropy 174
Dove, Campaign for Real Beauty 36, 38
Dow Corning: PR blunders 212; risk 

management 44
Dublin Zoo, media relations 389
Dunkin’ Donuts: doubledown 216; obstacles 

into opportunities 37; strategic silence 239; 
web-only commercials 398

DuPont, renaming 297
Durex, web-only commercials 398
Dyngus Day, strategic reversal 220

Edelman, ethical shortcomings 53
Zac Efron, celebrity endorsement 166
David Eisenstadt, corporate social 

responsibility 172, 174
Elizabeth II, apology 229
Elsie the Cow, spokes-character 264
Energizer Bunny, audience confusion 417
Enron, negative publicity 183
Entertainment Industry Foundation 166, 267
Epilepsy Foundation, message exposure 457
EquityNet, nonprofits’ use of 351
ESPN, tagline 315
Exxon: oil spill 40–3, 52, 183, 192, 219, 221, 

224; renaming 224

Facebook: audience feedback 160; costs per 
click 393; crisis management 46

Douglas Fairbanks, celebrity endorsement 
272

Nigel Farage, milkshaking 182
Farmers for Clean Air and Water, naming 

ethics 299
FBI: social media 361; strong quotes 300
Federated Department Stores, relabeling 224
FedEx: ethical shortcomings 53; integrated 

model 12; product placement 399; strategic 
philanthropy 175

FEMA, social media 361
Fenway Realty, branding rights 296
Colin Firth, celebrity endorsement 264
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Fitness First for Women: affective element 
146; obstacles into opportunities 36

Food Lion, strategic philanthropy 174
Food Network, strategic ambiguity 241
Ford: celebrity endorsement 134; mission 

statement 60; mistranslations 301; 
repositioning 134; strategic philanthropy 
175; web-only commercials 398

Betty Ford, opportunity born of tragedy 163
Michael J., opportunity born of tragedy 163, 

164
Fox News: credibility 185, 377; and trust 377
Peter Frampton, opportunity born of tragedy 

163
Pope Francis: apology 230; celebrity 

endorsement 272; cultural norms/etiquette 
118; prebuttal 211; social media 92, 361; 
symbolic action 181

Friends of Coal, naming ethics 299
Fusion, face-saving 119

Matt Gaetz, milkshaking 182
Bill Gates: pieing 181; social media 92
Geico, spokes-character 264
General Electric: blogs 374; sponsorship 169
General Mills, strategic philanthropy 175
General Motors, negative publicity 183
Ricky Gervaise, celebrity endorsement 163
Gillette, celebrity endorsement 263
Ginsu knives, infomercials 401
Gitam 136
Rudy Giuliani: activism against 180; PR 

blunders 206
GlaxoSmithKline, celebrity endorsement 267
Steve Gleason, ice bucket challenge 336
Global Climate Coalition, naming ethics 299
GoDaddy, intellectual property 305
Going to Bat Against Breast Cancer, strategic 

philanthropy 175
Golden Palace, branding 297
Golden Spike, symbolism 181
Selena Gomez, opportunity born of tragedy 

163
Good Charlotte, celebrity endorsement 264
Cuba Gooding Jr., celebrity endorsement 163, 

264
Google: crisis management 46; mission 

statement 60; product name 295
Got Milk? campaign 464
Kelsey Grammer, celebrity endorsement 267
Macy Gray, celebrity endorsement 176
David Green, social activism 92

Tom Green, opportunity born of tragedy 163
Greening Earth Society, naming ethics 299
Greenpeace: campaign against Kleenex 170; 

tagline 315
Greyhound, strategic philanthropy 173
Gucci, celebrity endorsement 263
Guinness, sponsorship 170
Guns N’ Roses, intellectual property 305

H&M, PR blunders 205
Habitat for Humanity, vision statement 60
Hallmark, emotional appeal 278
Hamilton: An American Musical: prebuttal 

211; structure 63
Scott Hamilton, opportunity born of tragedy 

163
Warren G. Harding, celebrity endorsement 

272
Mariska Hargitay, celebrity endorsement 166
Harry Potter novels, advertising, lack of 17
Harry’s Razors, PR for good 13
Hawaii Five-O, product placement 400
Tony Hawk, Got Milk? campaign 464
Isaac Hayes, celebrity endorsement 264
Hurley Hayward, celebrity endorsement 

264–5
Heineken: product placement 399; 

sponsorship 170
Heinz, branding rights 296
Herbie Husker, mascot 308
Hershey Chocolates, tagline 317
Jennifer Love Hewitt, celebrity endorsement 

264
Hewlett-Packard: integrated model 12; 

transparency 194
Hill and Knowlton, ethical shortcomings 53
Hip Hop Coalition for Political Change, 

sponsorship 176
Hobby Lobby, CEO social activism 92
Philip Seymour Hoffman, triggering event 

162
HOGWASH (Hogs Opposed to Government 

Waste and Silly Highways) 409
Holiday Inn, branding 317
Holland America, strategic philanthropy 175
Holocaust on Your Plate, shock strategy 214
Home Depot, sponsorship 297
Homeboy Industries, service mark 316
Whitney Houston, triggering event 162
HSBC, vision statement 60
L. Ron Hubbard, attack strategy 213
Hyundai, advertising, lack of 18
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Immigration and Naturalization Service, 
alliances 167

Indiegogo, nonprofits’ use of 351
Instagram, costs per click 393
International Association of Chiefs of Police: 

magazine 376; strategic philanthropy 173
International Baby Food Action Network, 

activism 222
International House of Pancakes, renaming/

repositioning 134
International Renewable Energy Agency 

(IRENA), IRENA@UAE campaign 159
Iron City Beer, goals 137
Kay Ivey, apology 228

Jack Daniels, sponsorship 170
Jack-in-the-Box, settlements 233
Hugh Jackman: celebrity endorsement 163; ice 

bucket challenge 336
LeBron James: celebrity endorsement 82, 265; 

ice bucket challenge 336; social media 92
Jameson Irish Whisky, sponsorship 170
Chris Janson, celebrity endorsement 171
JetBlue, apology 229
Joan Jett, celebrity endorsement 163
Scarlett Johansson, celebrity endorsement 274
Elton John, celebrity endorsement 164
Pope John Paul II: apology 230; symbolic 

action 181
Johnson & Johnson: corrective action 236; 

crisis management 47–8; negative publicity 
183; obstacles into opportunities 36; 
restitution 237

Dwayne “The Rock” Johnson, celebrity 
endorsement 274

Angelina Jolie, celebrity endorsement 163, 
164, 264

Al Jolson, celebrity endorsement 272
Nick Jonas, Congressional testimony 191
Michael Jordan, celebrity endorsement 82
Journey to Atlantis roller-coaster, social media 

462–3
Alan Joyce, pieing 181
J.P. Morgan, disassociation 223
Juan Carlos 462–3; triggering event 162
Juice WRLD, triggering event 162
Junior Achievement, volunteerism 178
Juvenile Diabetes Foundation, stem cell 

research poll 507

Jane Kaczmarek, viral philanthropy 352
Khloe Kardashian, infomercials 402

Kim Kardashian, infomercials 402
Kourtney Kardashian, infomercials 402
Kasky vs Nike case 16
Kay Jewelers, tagline 314
Toby Keith: celebrity endorsement 264; 

opportunity born of tragedy 163
Kellogg’s, spokes-character 264
Kermit the Frog, Got Milk? campaign 464
John Kerry, apologia 210
Phil Kessel, opportunity born of tragedy 163
KFC: embarrassment strategy 215; 

mistranslations 301; obstacles into 
opportunities 37; shock strategy 214; 
spokes-character 264

Sadiq Khan, social media 361
Kickstarter, nonprofits’ use of 351
Nicole Kidman: celebrity endorsement 163, 

264; Congressional testimony 191
Kimberly-Clark, sponsorship 170
Kinky, celebrity endorsement 176
Kleenex, sponsorship 170
Ralph Klein, pieing 180
Keira Knightley, viral philanthropy 353
Knitters Without Borders, viral philanthropy 

353
Koch Industries, astroturfing 299
Komen, strategic philanthropy 175
Kraft Foods: celebrity endorsement 263; 

relabeling 224; sponsorship 169
Krispy Kreme Doughnuts, advertising, lack of 

18
Ashton Kutcher, Congressional testimony 191

Labatt Blue, sponsorship 169, 170
Lace for the Cure, strategic philanthropy 175
Lady Gaga, celebrity endorsement 164, 264
Alf Landon, opinion polls 479
Lee Jeans, alliances 166
John Legend: celebrity endorsement 274; 

Congressional testimony 191
Lehman Brothers, negative publicity 183
Annie Leibovitz, Got Milk? campaign 464
Levi Strauss, stealth ads 398
Adam Levine, infomercials 402
Lexus, sponsorship 168
Lifeline of Ohio 409
Lil Jon, celebrity endorsement 176
nonapology 234
LinkedIn, costs per click 393
Literary Digest, opinion polls 186
Lucy Liu, celebrity endorsement 166
L.L. Bean, reputation 65
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LL Cool J, celebrity endorsement 134, 176
Lindsay Lohan, Congressional testimony 191
Lone Star, sponsorship 170
Frank Lorenzo, apology 226
Louis Vuitton: celebrity endorsement 263; 

intellectual property 305
Sue Lowden, embarrassment strategy 213, 215
Rob Lowe, celebrity endorsement 166
Mike Lowell, opportunity born of tragedy 

163
Lucky Strike 12

Mackelmore, ice bucket challenge 336
Macy’s Group, relabeling 224
Mad Men, product placement 400
Magnum P.I., product placement 400
Malaysia Airlines, crisis management 46
Manning Selvage and Lee, naming ethics 300
Marilyn Manson, Got Milk? campaign 464
Marcal, sponsorship 170
March of Dimes, tagline 315
Marriott, sponsorship 169
Judith Martin, apology 227
Ricky Martin, celebrity endorsement 176
Marvel, intellectual property 305
Mastercard: color 308; message exposure 457; 

symbol 308
Matsushita Kotobuki Electronics Industries 

224
Mattel, apology 231
Maxwell House, emotional appeal 278
Mazda, celebrity endorsement 263
John McCain: apologia 210; campaign music 

308; PR blunders 206
Matthew McConaughey, celebrity 

endorsement 134
Mitch McConnell, Streisand effect 245
McDonald’s: mistranslations 301; obstacles 

into opportunities 37; shock strategy 215; 
Streisand effect 245; strong public relations 
15; symbol 306

McGruff the Crime Dog: donated media 397; 
spokes-character 264

MCI, relabeling 224
Rory McIlroy, celebrity endorsement 265
Megadeth, celebrity endorsement 176
Lionel Mesi, celebrity endorsement 265
Metro Trains Melbourne, Dumb Ways to Die 

campaign 138–9
MF Doom, celebrity endorsement 176
Michelin, emotional appeal 278
Phil Mickelson, celebrity endorsement 265

Microsoft: blogs 374; naming ethics 299; 
pieing 181; reputation 65; symbol 307; 
value statement 60

MicroVentures, nonprofits’ use of 351
Kylie Minogue, opportunity born of tragedy 

163
Miss Manners, publics 101
Mitsubishi, face-saving 119
Modelo, sponsorship 170
Modern Family, product placement 400
Matthew Modine, celebrity endorsement 163
Molson Canadian, sponsorship 170
Morris the Cat, spokes-character 264
MOSS Kate Moss, celebrity endorsement 263
Mothers Against Drunk Drivers (MADD), 

billboards 402
Motorola: integrated model 12; negative 

publicity 183
Mount Gay Rum, sponsorship 170
Alonzo Mourning, opportunity born of 

tragedy 163
MTV, volunteerism 176
Muppets, Congressional testimony 191
Rupert Murdoch, pieing 180
Lisa Murkowski, ice bucket challenge 336
Isaiah Mustafa, celebrity endorsement 134

National Association for the Advancement of 
Colored People, alliances 167

National Crime Prevention Council, donated 
media 397

National Fluid Milk Processor Promotion 
Board, Got Milk? campaign 464

National Parkinson Foundation, celebrity 
endorsement 267

National Rifle Association, tagline 315
National Wetlands Coalition, naming ethics 

299
Nelly, Got Milk? campaign 464
Nemiroff, sponsorship 170
Nestlé: boycotts 222; risk management 43
Netflix, UGC 20
Network, special events 338–9
Network Ten, weighing options 243–4
New Balance, strategic philanthropy 175
New York Times: service mark 316; and trust 

377
NFL, crisis management 46
Nike: celebrity endorsement 82, 184, 263, 265; 

commercial speech 16; symbol 307; tagline 
317; tagline/service mark 314, 316, 317; 
vision statement 60
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Nine Lives, spokes-character 264
Kei Nishikori, celebrity endorsement 265
Nissan, product name 295
Nokia, tagline 314
Nordstrom, vision statement 60
Norelco, web-only commercials 398
Chuck Norris, infomercials 402
Nuns on the Bus, publicity events 338–9
Nutella, negative publicity 183
Nutrisystem, celebrity endorsement 274

Oakley, news peg 193
Barack Obama: campaign music 308; social 

media 92; strategic inaction 242
Michelle Obama, cultural norms/etiquette 

118
Conan O’Brien, Got Milk? campaign 464
Occupy movement, activism 179
Lawrence O’Donnell, celebrity endorsement 

164
Old Spice, repositioning 134
Oldsmobile, repositioning 134
Omega, celebrity endorsement 263
On Deck for the Cure, strategic philanthropy 

175
Operation Home Free, strategic philanthropy 

173
Orkin, Nothing But Nets campaign 166–7
Oscar de la Renta, pieing 180
Marie Osmond: celebrity endorsement 274; 

infomercials 402
Overstock.com, renaming/repositioning 134
Oxfam: viral philanthropy 352–3; vision 

statement 60

Panasonic, relabeling 224
Pardue Pharma, restitution 237
Parker Pens, mistranslations 301
Patagonia: mission statement 60; reputation 

65
Pope Paul VI, symbolic action 181
Sean Penn, celebrity endorsement 264
Penn State University, disassociation 223
John Pepper, pieing 180
Pepsi: boycotts 240; mistranslations 301; 

obstacles into opportunities 36; product 
placement 400

Perdue Chicken, mistranslations 301
Frank Perdue, company spokesperson 265, 

301
Perrier, strategic silence 239
Katy Perry, social media 92, 361

PETA: activism/pieing 180; celebrity 
endorsement 266; front organizations 299; 
naming ethics 299; publicity stunts 165; 
shock strategy 214, 215

Pfizer, advertising, lack of 18
PG Tips, digital insertion 400
Fred Phelps, pieing 180
Michael Phelps, celebrity endorsement 263
Philip Morris: astroturfing 299; relabeling 

224
Phillips Norelco, sex appeal 280
Philly Phanatic, mascot 308
Physicians Committee for Responsible 

Medicine, naming ethics 299
Mary Pickford, celebrity endorsement 272
David Hyde Pierce, Congressional testimony 

191
Pillsbury Doughboy, spokes-character 264
Pink for the Cure, strategic philanthropy 175
Brad Pitt, celebrity endorsement 164, 264
Harvey Pitt, transparency 195
Pizza Hut, renaming/repositioning 134
Planned Parenthood, embarrassment strategy 

213
Platoon, tagline 315
Points of Light Foundation, volunteerism 176
Porsche: celebrity endorsement 265; 

integrated model 12
Paula Poundstone, verbal communication 231
Powerade, celebrity endorsement 263
Princess, strategic philanthropy 175
Procter & Gamble: news peg 192–3; pieing 

180; public health transparency 197–8; 
reputation 65; symbol 306

Project 84, CALM 13, 27
Publix, reputation 65

Qantas Airlines: pieing 181; strategic 
ambiguity 241

Quiznos, negative publicity 183

Race for the Cure, strategic philanthropy 175
Radio Rocks the Vote, sponsorship 176
Radio Shack, renaming/repositioning 134
Rawlings, celebrity endorsement 263
Rachael Ray, strategic silence 239
Ray-Ban, product placement 399
Razoo, nonprofits’ use of 351
Ronald Reagan, opportunity born of tragedy 

163
Red Bull, integrated model 12
Red Cross, apology 227
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Orville Redenbacher, company spokesperson 
265

Reebok, celebrity endorsement 263
Reese’s Pieces, product placement 399
Christopher Reeve, opportunity born of 

tragedy 163
Rihanna, Got Milk? campaign 464
Tommy Robinson, milkshaking 182
Rock the Vote, sponsorship 176
Seth Rogan, Congressional testimony 191
Al Roker, celebrity endorsement 163
Romeo, celebrity endorsement 176
Mitt Romney, apologia 210
Christiano Ronaldo: celebrity endorsement 

265; social media 92, 361
Franklin Roosevelt, opinion polls 479
Roper Poll, opinion polls 479
J.K. Rowling, integrated communication 17
Marco Rubio, campaign music 308
Ruder-Finn, ethical considerations 50
Renato Ruggiero, pieing 180
Lillian Russell, celebrity endorsement 272

Salvation Army, tagline 317
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Introduction
Why write a book on strategic planning for public relations? For one thing, effective and creative planning 
is at the heart of all public relations, marketing communications, and related activity.

Public relations is crucial to all organizations, as reflected in a comment often attributed to Bill Gates: 
“If I was down to my last dollar, I’d spend it on public relations.” Whether he actually said that, it’s nice to 
think that the richest person in the world appreciates public relations.

So what is this thing called “public relations”? Understanding it is a bit like considering the parable from 
ancient India of the blind men and the elephant. Six men each felt a different part of the elephant. One 
touched the tusk and proclaimed that it was a spear. Another felt the trunk and thought it was a snake. And 
so on: the tail a rope, the ear a fan, the knee a tree trunk, the side a wall. They failed to understand the bigger 
whole.

That’s often the problem when people think about public relations. They see only one part of it: special 
events, speeches, lobbying, media relations, promotions, crisis communication. Because they don’t see the 
big picture, sometimes what people think they know about public relations isn’t accurate. Consider the 
reality behind eight common fallacies.

1	 Public relations is not about hype or exaggeration, much less about lying. Instead, it requires truth 
as its foundation, along with verifiable performance, accuracy, information in context.

2	 Public relations isn’t secretive. It works best transparently in the light of day, often working with 
journalists and others to present its messages.

3	 Public relations doesn’t manipulate people. It flourishes in a democracy, helping organizations and 
clients join the debate of many voices in the marketplace of ideas.

4	 Public relations isn’t about spin or deception. You can put perfume on a skunk, but it’s still going 
to stink. Public relations helps people see the good things about an organization, which is possible 
only when the organization actually is doing good things. Often public relations drives an 
organization’s decisions to adapt and operate more for the public benefit.

5	 Public relations isn’t only about publicity shoring up sagging newspaper readership. Publicity is 
only a small part of public relations, and today it often is achieved through social media.

6	 Public relations isn’t the cartoon character with a shovel following the elephants in a circus parade. 
While it sometimes is asked to clean up a mess, effective public relations helps management avoid 
the mess in the first place.

7	 Public relations isn’t only a tool of big business. It is used by every kind of organization: schools, 
hospitals, churches, advocacy groups, government, unions, sports, the military, charities, the arts, 
and every kind of business from large multinationals to local startups. Even newspapers and 
TV stations have their own public relations people.
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8	 Public relations isn’t simply a feel-good endeavor. Rather, it is a strategic process 
relying on research, rooted in goals, implemented through a variety of tactics, and 
evaluated on its outcomes.

This takes us back to the opening question: Why write a book on strategic planning for public 
relations?

Because public relations is changing. No longer is it enough merely to know how to do 
things. Now the effective communicator needs to know what to do, why to do it, and how to 
evaluate the effectiveness of the chosen approach. The call is now for strategic communicators, 
and this is the heart of Strategic Planning for Public Relations.

Let’s look at two categories of public relations practitioners: technicians and managers.

Communication Technician

Public relations professionals sometimes are called upon for tasks—always important—such 
as writing news releases, drafting speeches, producing videos, editing newsletters, organizing 
displays, posting tweets, and so on. These are roles of a communication technician, a 
specialist in public relations and marketing communication who typically performs these tasks 
at the direction of others.

Often these tasks are associated with entry-level jobs. They are a place to begin your 
career, something to build on, though some practitioners prefer to specialize and become 
masters in a particular skill, such as speechwriting or posting on social media.

Communication Manager

Beyond the work of a communication technician, the profession increasingly demands 
competency in directing research, making decisions, planning projects and campaigns, and 
solving problems. This is the work of a manager, specifically a communication manager. 
Two types of communication managers have complementary roles within organizations. 
Consider the work of both of these types of communication managers, tactical and strategic.

A tactical manager makes day-to-day decisions on many practical and specific issues.
Should they post a news release or hold a news conference? Are they better off with a 

brochure or a web page? Should they develop a mall exhibit, or would it be more effective to 
create a computer presentation? Do they need another advocacy ad, and if so, for which 
publication or station, and with what message using which strategy? Should they use 
Facebook, Twitter, and/or YouTube?

A strategic manager is concerned with management, trends, issues, policies, and corporate 
structure.

What problems are likely to face the organization over the next several years and how 
might they be addressed? What is the crisis readiness of the organization? Should senior 
personnel be offered an advanced level of media training? What should the policies be for 
tweeting by employees?

In the workplace, public relations practitioners often find themselves functioning in both 
the technician and the managerial roles, but the balance is shifting. Today’s environment—
and more important, tomorrow’s—calls for greater skill on the management side of 
communication.
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The manager’s job of strategic communication planning calls for four particular skills:

1	 Understanding research and planning.

2	 Making strategic choices.

3	 Selecting from an expanding inventory of tactical choices.

4	 Completing the process by evaluating program effectiveness.

Structure of This Book
A premise underlying this book is that public relations and marketing communication are 
becoming more strategic, more scientific—and thus, more managerial. It is this strategic 
perspective that will differentiate the effective practitioner from the one who simply performs 
tasks and provides basic services under the direction of others.

Strategic Planning for Public Relations is about making such decisions—not by hunches or 
instinct, but by solid and informed reasoning that draws on the science of communication as 
well as its various art forms.

Old, Yet Ever New

The ancient and enduring wisdom that nothing is new under the sun applies even to 
contemporary communication.

Building credibility, maintaining trust, repairing misunderstandings, and 
promoting ideas are part of the natural human impulse. Today’s public relations 
practitioner deals with the same kind of problems that faced our predecessors last 
year, last decade, last century, last millennium.

Nothing is new but the timing, the tools, and perhaps our developing insight into 
the problem-solving process.

The roots of public relations trace back nearly 40 centuries to ancient 
Mesopotamia and later to the classical Egyptian, Greek, and Roman emphasis on 
rhetoric and aspects of persuasive communication. Governments in Europe, 
Africa, and Asia throughout recorded history have practiced rudiments of public 
relations.

It developed through the Middle Ages and the Renaissance, often employed for 
religious purposes—Buddhist, Christian, Islamic, Jewish. Public relations played a 
major role in the European age of discovery and exploration and in the French, 
American, Russian, and Communist revolutions. It has been used as an instrument 
of both war and peace-making.

Looking back, it is evident that public relations is a natural, essential, and 
enduring element of human social interaction.

For a more detailed overview of the role of public relations throughout 
history, you are invited to the author’s website: ron-smith.com in the “About PR” 
section.



INTRODUCTION

4

This book tries to make the complex process of strategic communication easily 
understandable by taking you through the process step by step. You’ll find nine steps in this 
planning process, each presented with the following three basic elements:

1	 Explanations that are clear and understandable, drawn from classic and contemporary 
theory.

2	 Examples that help you see the concept in action, drawn from both nonprofit and 
for-profit organizations.

3	 Hands-on exercises in both short form and expanded versions that help you apply 
the process in your own situation.

Note also that key terms, printed in boldface roman type, are collected into a glossary at the 
end of the book.

Experience shows that this hybrid format—part textbook, part workbook—can make it 
easier to learn about the planning process because it helps you think, see, and do. Strategic 
Planning for Public Relations gives you a solid, proven process that works.

It doesn’t offer any secrets of the trade, because there really are no secrets. Effective 
managers in public relations and marketing communication use these kinds of processes 
every day, and that’s not much of a secret. What this book does is make field-tested procedures 
available to you in an understandable way so you can apply them yourself.

Organizational Process
Through contemporary eyes, public relations is seen as a central and essential aspect of 
organizational management.

In their influential book Managing Public Relations, James Grunig and Todd Hunt (1984) 
identified four now-famous evolutionary models of public relations:

•	 Press agentry.

•	 Public information.

•	 Asymmetrical.

•	 Symmetrical.

The first two—exemplified by press agentry and public information—rely on one-way 
dissemination of information. The latter models—an asymmetrical approach associated 
with persuasion and advocacy, and a symmetrical model dealing with dialogue and 
relationship-building—feature two-way communication for both dissemination and 
research/feedback.

A close look at this evolution shows a practice becoming a profession. It reveals a useful 
skill becoming an essential element of organizational management and the process of 
nurturing relationships between organizations and their publics.

The Public Relations Society of America (prsa.org) has long used an official statement 
positioning public relations as a process within organizations that encompasses activities 
such as opinion tracking and analysis, relationship building, research, planning, objective 
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setting, and evaluation. For three decades, PRSA called this role a “management function,” 
though a newer definition finds that term misleading because it connotes top-down control 
using one-way communication. Instead, PRSA’s new definition focuses on “process,” which 
implies a more open two-way model.

In Excellence in Public Relations and Communication Management, Grunig (1992) used 
the earlier definition he devised with Hunt (1984). This defines public relations as 
“management of communication between an organization and its publics” (p. 6).

Meanwhile, for the last 30 years or so, textbooks have identified public relations as a 
management function. For example, Scott Cutlip, Allen Center and Glen Broom’s Effective 
Public Relations (2012) define public relations as “the management function that identifies, 
establishes and maintains mutually beneficial relationships between an organization and the 
various publics on whom its success or failure depends.” All serious textbooks in the field 
emphasize public relations as an element of organizational management.

At the same time, scholarly research has helped pave the way for seating public relations 
at the management table. Stephen Bruning is a leading researcher in the role of a relationship-
management approach to public relations. He has identified relationship management as “a 
paradigm for public relations scholarship and practice” (Ledingham and Bruning, 2001, 
p. xiii). The model is rooted in the relationship between organizational and public interests, 
and it builds in both theory and practice on a foundation that includes research and 
evaluation.

Each of the four models that Grunig and Hunt observed in the evolution of public 
relations—press agentry, public information, persuasion/advocacy, and dialogue/
relationship-building—is evident today, often used by the same organization. While the 
latter two models that build from two-way communication generally find more favor among 
theorists, none of the approaches is necessarily “the best.” Each model has its purpose, and 
each can be effective in achieving particular organizational objectives.

An interesting tug-of-war exists between the persuasion and relationship models. In 
subsequent research, Grunig (1992) himself noted that many organizations still primarily 
practice the persuasion model. With only anecdotal evidence, it seems safe to suggest that 
most of today’s public relations agencies are hired to engage in persuasion on behalf of their 
clients, who believe their problems can be solved if only they can gain the support of their 
publics.

Definition of Public Relations

The formal practice of what is now called “public relations” dates to the early 
20th century. Since then, the definition of public relations has been evolving as the 
practice of public relations has changed. The early definitions emphasized press 
agentry and publicity, while newer definitions focus on engagement and relationship 
building.

Public Relations Society of America
Public relations is a strategic communication process that builds mutually beneficial 
relationships between organizations and their publics.
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Canadian Public Relations Society
Public relations is the strategic management of relationships between an organization 
and its diverse publics, through the use of communication, to achieve mutual 
understanding, realize organizational goals, and serve the public interest.

Public Relations Institute of Australia
Public relations is the deliberate, planned, and sustained effort to establish and 
maintain mutual understanding between an organization (or individual) and its (or 
their) publics. It’s the key to effective communication in all sectors of business, 
government, academic, and not-for-profit.

Public Relations Institute of South Africa
Public relations is the management, through communication, of perceptions and 
strategic relationships between an organization and its internal and external 
stakeholders.

Chartered Institute of Public Relations, United Kingdom
Public relations is the discipline that looks after reputation, with the aim of earning 
understanding and support and influencing opinion and behavior. It is the planned 
and sustained effort to establish and maintain goodwill and understanding between 
an organization and its publics.

Public Relations Institute of Ireland
The dissemination of purposefully planned and executed messages to selected 
media and publics to enable an organization (or person) to establish and build 
relationships founded on trust, and to enhance and safeguard its reputation.

Middle East Public Relations Association
Public relations practice is the planned and sustained effort to establish and maintain 
goodwill and mutual understanding between an organization and its publics.

International Public Relations Association
Public relations is defined as the planned and sustained effort to establish and 
maintain goodwill and mutual understanding between an organization and its 
public, such development being for the benefit of the practice of public relations in 
commerce; industry; central and local government; nationalized undertakings; 
professional, trade, and voluntary organizations; and all practitioners and others 
concerned in or with public relations.

World Assembly of Public Relations Associations
Public relations is the art and social science of analyzing trends, predicting their 
consequences, counseling organizations’ leaders, and implementing planning 
programs of action which will serve both the organization and the public interest.
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Strategic Communication
Ask executives in business and nonprofit organizations what kind of employee they value, 
and they’ll probably tell you it’s someone who can effectively and creatively solve problems 
and make the most of opportunities.

An effective practitioner understands a problem and manages it to its successful 
conclusion. How do we manage problems? Sometimes by making them go away. Sometimes 
just by helping them run their course with the least harm to the organization.

Public relations practitioners face all kinds of problems: low visibility, lack of public 
understanding, opposition from critics, and insufficient support from funding sources. 
Marketing communicators face similar problems: unfamiliarity of companies or products, 
apathy among consumers, and product recalls and other liabilities. Both may deal with 
indifference among workers and misunderstanding by regulators.

Practitioners also deal with opportunities, such as promoting new products and services 
or enhancing already effective programs. In most organizations, it is this positive 
communication that accounts for most of the time practitioners spend on the job.

Forward-looking practitioners try to transform obstacles into opportunities for their 
organizations and clients. Such planned communication campaigns embody the discipline 
of strategic communication, intentional communication undertaken by a business or 
nonprofit organization, sometimes by a less-structured group.

It has a purpose and a plan, in which alternatives are considered and decisions are 
justified. Invariably, strategic communication is based on research and is subject to eventual 
evaluation. It operates within a particular environment, which involves both the organization 
and groups of people who affect it in some way.

Strategic communication is either informational or persuasive. Its common purpose is to 
build understanding and support for ideas and causes, services, and products.

Where do we find examples of strategic communication? They’re all around us. Public 
relations is the most common embodiment of strategic communication, so much so that this 
book uses the two terms interchangeably.

Actually, however, strategic communication is the concept and public relations is its 
primary example. In earlier days, much public relations activity was haphazard and reactive. 
But the more contemporary approach to public relations is strategic, and most practitioners 
see themselves as strategic communicators.

However, not all strategic communicators practice public relations in a narrow sense. 
Marketing communication also embodies the concept of strategic communication. Here are 
some other specific examples involving strategic communication:

•	 Public health and social marketing campaigns.

•	 Diplomacy and international relations.

•	 Constituent relations.

•	 Political campaigns.

•	 Ecumenical and interreligious affairs.

•	 Many types of lobbying and negotiation.

•	 International relations and diplomacy.
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In this final category, note that international relations deals with relationships among 
governments, and diplomacy involves the management of these relationships. Some analysts 
see a difference between diplomacy (which is discrete, formal, and official) and public 
diplomacy (which involves direct and open communication among governments and foreign 
publics). The latter is more akin to the practice of public relations.

Moreover, public relations itself is sometimes known by alternative names, often linked 
to subsidiary areas such as media relations or employee communication. Nevertheless, a 
research-based strategic planning process is necessary for effective management of all the 
various aspects of public relations regardless of their names, including community relations, 
special events planning and promotion, membership development, political campaigns, 
nonprofit events, and fundraising and development (Austin and Pinkleton, 2006).

To that list we can add other elements of strategic public relations: issues management, 
crisis communication, risk management, public information, public affairs, consumer and 
customer relations, lobbying, investor relations, and so on.

Additionally, there are some new players on the field: litigation public relations, risk 
communication, and reputation management.

Regardless of the label, we look to public relations for leadership and insight in the 
practice of strategic communication, because most of the related fields and specialties have 
adopted the set of skills and approaches that public relations has developed over the last 
75 years or so (Botan, 1997; Botan and Soto, 1998).

Meanwhile, public relations is beginning to more consciously borrow some of the 
techniques and approaches developed by other fields, particularly marketing and its primary 
communication tool, advertising.

At the same time, the emerging field of social media is offering new tools that can be used 
to support the public relations missions of all kinds of organizations.

Attributes of Strategic Communication

An effective communication program includes the following attributes, which apply 
equally to corporations and nonprofit organizations, as well as to large and small 
endeavors.

Spurred both by regulation and customer demand, organizations must be 
accountable to their publics. Most publics increasingly expect quality performance 
and open communication. Long-term success comes to organizations with high 
performance, delivering quality products and services. All organizations operate in 
a competitive environment. Publics besought by rivals will remain loyal to 
organizations that earn loyalty consistently and continuously.

Effective communication involves cooperation and integration between public 
relations and marketing. Just as each knight was an equal participant at the round 
table in King Arthur’s court, so too should both disciplines have effective and equal 
voices at the boardroom table.

The consumer philosophy has taken hold of all aspects of society, and 
organizations must answer with a customer-driven response, focusing on benefits 
for their publics. People support organizations that serve their interests and needs. 
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Integrated Communication
Public relations and marketing are distinct yet overlapping fields. Each has its own focus and 
its own particular tools, and each discipline fulfills different purposes within an organization. 
More and more, it is evident that the coordination of public relations and marketing 
communication can increase an organization’s efficiency and effectiveness.

Organizations, in turn, must be open to adaptation to new environments and 
changing needs of their publics and markets.

Organizational communication adheres to high ethical standards of honesty, 
accuracy, decency, truth, public interest, and mutual good. Growing numbers of 
organizations have developed clear credos, values statements, or codes of ethics.

Mergers, downsizing, and restructuring have led both businesses and nonprofits 
to seek ways to operate with lean resources, and the duplication and counterproductive 
actions that exist when marketing is isolated from public relations is too great a 
price for organizations to pay.

Strategic communication is part of an organization’s management role and 
decision-making process. It is rooted in the organization’s mission as lived out 
through its bottom line. This bottom line goes beyond money earned or raised; it 
focuses on the organization’s fundamental purpose or mission. Strategists plot 
courses, set objectives, and measure results.

Many media changes affect the way organizations communicate. The “mass 
media” have fragmented to the point that none rules supreme any more. Lines have 
blurred between news and entertainment. Social media have become a major 
communication platform for most organizations. Meanwhile, increasing advertising 
costs and tighter promotional budgets have led organizations to look for more cost-
effective communication and promotional tools from the public relations side of the 
house.

Strategic communication uses multiple tools, drawing from all communication-
related disciplines to talk with various groups of people. New technologies make it 
easier to supplement general media with more personal and interactive targeted 
communication vehicles.

The strategy of choice in a competitive environment is proactive, two-way 
communication in which organizations plan for and initiate relationships with the 
people important to their success. This approach emphasizes dialogue over 
monologue.

Organizations are successful to the extent they enjoy a strong reputation, which 
results from neither luck nor accident. Strategic planning can identify and evaluate 
an organization’s visibility and reputation. No organization can afford to be a best-
kept secret among a relatively small number of supporters.

All kinds of organizations are more keenly realizing the need for long-term, 
mutually beneficial relationships between the organization and its various publics 
and market segments. Public relations practitioners long have recognized this, and 
marketing more recently has been discussing the need for relationship marketing.
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Let’s look first at the common distinctions between public relations and marketing 
communication and then at how they complement each other.

Public Relations

Public relations is a management function that classically focuses on long-term patterns of 
interaction between an organization and all of its various publics, both supportive and 
nonsupportive.

In contemporary understanding and application, public relations seeks to enhance these 
relationships, thus generating mutual understanding, goodwill, and support, while focusing 
on a wide range of audiences and publics.

Public relations measures mutually beneficial relations between an organization and its 
key publics. It also deals with reputation management and crisis communication.

Marketing Communications

Marketing communications is part of the management function of marketing, thus having 
the purpose of fostering the sale of goods satisfying consumers, and promoting the sales goals of 
an organization.

Whereas public relations generally takes a long-range approach, marketing communication 
focuses more immediately on products and services that respond to the wants and needs of 
consumers.

And whereas public relations considers the wide range of publics, marketing 
communication focuses mainly on consumers, seeking to foster an economic exchange 
between the organization and its consumers. Additionally, since marketing relies heavily on 
advertising, it is significantly more expensive than public relations.

Merging Communication Functions

Both public relations and marketing communication deserve a seat at the management table. 
Both disciplines identify wants, interests, needs, and expectations of key groups of people, 
and both structure ways to interact and communicate with them.

Both disciplines rely on research, and both are rooted in the organization’s mission and 
directed toward its bottom line.

The lines between marketing and public relations have never been neat and clean. 
Laypersons and the media use the terms more or less interchangeably, and distinctions have 
been built more on stereotypes than on a reality.

Consider, for example, stale notions that advertising is solely a marketing tool or that 
public relations is only about publicity. In truth, public relations traditionally has engaged in 
public service advertising, and it is a public relations perspective that drives image, branding, 
advocacy, and political advertising.

Marketing, meanwhile, has used media relations, publicity, and special events to launch 
new or modified products. Many marketing concepts and techniques have proven useful to 
public relations practitioners in nonprofit organizations attempting to recruit volunteers or 
participants, lobby regulators, and raise funds.

Distinguishing the relationship between public relations and marketing communications 
often depends on which side of the table you are sitting. People rooted in public relations see 
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their profession as a parallel function to marketing; that’s the approach of this text. However, 
marketing people sometimes assert that theirs is the umbrella under which public relations 
falls. Sometimes we just have to agree to disagree.

Controversy about Integrated Communication

Strategic communication feeds into the policy-making function of an organization. To 
emphasize the blending of various communication activities, the term sometimes used is 
integrated communication, making all aspects of communication work together toward 
common goals, increasing impact at minimal cost.

Some organizations combine the concepts and the tools of public relations and marketing 
communication, though not always smoothly.

Purists argue against diluting the disciplines, often fearing that integration will demote 
public relations to just another piece of the marketing mix or subsume public relations under 
the advertising tent. Others accept integration in principle but dread lopsided implementation, 
such as the “full-service” marketing agency that claims to offer integrated communication 
while allocating most of the client’s budget to advertising.

Whereas corporate and nonprofit practitioners have been comfortable about integrating 
various aspects of strategic communication, conflicting advice sometimes has come from the 
academic community.

When the Association for Education in Journalism and Mass Communication suggested 
integrating public relations and advertising into a shared curriculum to reflect new practices 
in the field, the PRSA Educational Affairs Committee reacted quickly to oppose such a 
blending. Yet in the past dozen or so years, many educators have taken a second look at the 
benefits of integration, as practitioners seem to be embracing the opportunities that such 
blending can bring.

What to Call It?

Controversy exists even on naming rights. Some people want to call the blending “integrated 
marketing communication.” Others dub it “integrated communications,” “corporate 
communications,” “marketing public relations,” or “total communications.” Some bulky 
terms being kicked around are “marketing-based public relations” and “integrated 
communications (advertising and public relations).”

In this textbook, we’ll stick with the terms “integrated communication” and “strategic 
communication”—used more or less interchangeably—to designate the comprehensive 
professional environment in which public relations practitioners and educators find 
themselves.

Whatever the label, the key is to respect the complementary roles of marketing and public 
relations while maximizing the potential of cooperation and coordination. Leaders in the 
area of integrated communication include CEOs who direct their marketing and public 
relations teams to collaborate in new-product campaigns, and university presidents who 
enjoin their media relations people to be attentive to recruiting and fundraising needs.

Their ranks also involve professors and other educators who blend public relations and 
marketing/advertising within a single academic program. The survey Where Shall I Go to 
Study Advertising and Public Relations? (Ross and Richards, 2017, aaoa.wildapricot.org 
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page-1557252) identifies 74 freestanding public relations programs, 57 advertising programs, 
and 32 combined advertising/public relations programs, the latter often called strategic 
communication.

A Global Phenomenon

Communication integration seems to be happening globally. The concept is gaining 
momentum not only in the U.S. but also in the United Kingdom, New Zealand, Australia, 
and India.

The integrated model has been adopted by corporations such as Xerox, Motorola, HP, 
Apple, Starbucks, Porsche, Red Bull, Coca-Cola, American Express, Snickers, and Federal 
Express, among many others. Such companies use integrated communication on three levels: 
externally with a focus on customers, internally for vertical communication between senior 
management and front-line workers, and internally with horizontal communication across 
departments and other boundaries.

Some folks say the concept of integrated communication is wrapped in the history of 
public relations itself. After all, public relations’ founding father Edward Bernays engineered 
the debutante march in New York City’s Easter parade in 1929 to make smoking fashionable 
among women, enabling Lucky Strike to sell more cigarettes. Contemporary medical and 
ethical implications aside, it was a brilliant and cost-free strategy.

The late Thomas L. Harris was a leading proponent of integrated communication, which 
he called an outside-in process that begins with understanding consumer publics, particularly 
their wants, interests, needs, and lifestyles. Harris (2000) points out that public relations is 
particularly effective in building brand equity, which is based on the organization’s 
reputation.

Persuasion and Dialogue

Persuasion isn’t bad. The same principles and techniques that persuade people to buy this 
app or that perfume can be deployed on behalf of responsible sexual behavior, nutritional 
literacy, volunteerism, or other social virtues. Public relations students are exposed to this 
persuasion-based model through case studies and campaigns courses, through practicums 
and senior seminars, and especially through professional internships.

Here’s an idea: Perhaps we need to envision public relations anew. Let’s see it as serving 
the persuasive needs of client organizations as well as fostering more productive and 
beneficial relationships between organizations and their various publics. Public relations 
practitioners should be prepared to help organizations engage their publics in both word and 
deed.

This is the vision that guides Strategic Planning for Public Relations. The planning 
process this book presents can be used for persuasion or dialogue, because each is a strategic 
activity and each helps practitioners influence behavior and generate consensus. The 
planning process also can help organizations both overcome obstacles and capitalize on 
opportunities.

Additionally, the process works equally well for businesses and nonprofits, whether they 
be large or small, local or international, grassroots or well organized, richly endowed or 
impoverished.
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Public Relations for Good

Case Study: Suicide Prevention
Raising awareness of suicide was the goal of Project 84’s “Campaign Against Living 
Miserably” (TheCalmZone.net). In 2018, CALM commissioned 84 sculptures atop a 
London skyscraper, each representing one of 84 men who take their own life every 
week in the UK, where suicide is the leading cause of death among men under 45.

Partnering with Harry’s Razors and W Communications, CALM generated an 
earned media reach of 2.1 billion, as well as three days of live daytime TV coverage. 
These resulted in a 34 percent increase in phone calls to CALM from men seeking 
help. The organization was credited with preventing 675 suicides in 2018.

CALM also sponsored a petition garnering 400,000 signatures asking Britain’s 
government to do more to prevent suicide. Six months after the campaign was 
launched, a new position of UK minister for suicide prevention was created.

The campaign earned seven awards at the Cannes Lions Festival of Creativity.

Case Study: Human Trafficking.1
About 17,000 people are brought into the United States each year against their 
will. Some are kidnapped, others tricked or coerced. Most end up in prostitution or 
sweatshops.

During the Obama administration, Health and Human Services created “Restore 
and Rescue” to address this. Ketchum Public Relations conducted research and 
found that programs directed toward victims don’t work because victims have little 
access to the outside world.

HHS planners built a coalition of law enforcement, social workers, religious 
personnel, medical staff, women’s organizations, and labor groups. They launched 
an information website and a multi-language hotline. They distributed 625,000 
pieces of print materials. The campaign created 70 million media impressions, 
attracting 60,000 visitors in its trafficking website.

The first-year pilot project referred more than 1,000 victims to social workers. 
The Trump administration abandoned the federal program, but it has been adopted 
by many cities and states.

Case Study: Human Trafficking.2
“When spider webs unite,” says an Ethiopian proverb, “they can tie up a lion.”

That is the hope of Talitha Kun, an international group of Catholic nuns, street 
artists, and their supporters fighting human trafficking.

The organization, represented in 92 countries, is associated with the Vatican 
and the heads of religious congregations. The Pope became the first donor to the 
Patreon.com/SuperNuns fundraising website that combines sisters, artists, and anti-
trafficking experts. It was opened on the feast day of St. Josephine Bakhita, herself 
a victim of slavery and trafficking.

The term for the group’s fundraising, “Super Nuns,” comes from images of 
Superman and Superwomen, with the connotation of fearless sisters joined by 
thousands of supporters around the world.
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Strategic Public Relations
We’ve seen too many corruptions of ethical public relations: anonymously funded politicians 
who lie about their opponents; corporations that misrepresent environmental, consumer 
safety, and financial information; schools, hospitals, churches, and youth organizations that 
hide information about abuse.

Likewise, we’ve seen mistreatment and unlawful killings within law-enforcement agencies, 
lying by government officials and business executives, and business leaders more interested 
in profits than customer service and safety.

Talitha Kun enjoys the support of the Galileo Foundation, which works with the 
Vatican to fight trafficking and slavery. The project uses social media and draws on 
street artists to help spread its message.

The head of the Galileo Foundation also had worked with Edelman Public 
Relations, and he suggested that Edelman take up the cause of the sisters fighting 
trafficking.

Case Study: Community Development
In many TV ads for pizza delivery, something goes amiss and the pizza is 
upended. Domino’s capitalized on the link between pizza delivery and 
good  roads by adopting a corporate social responsibility approach. Its 2018 
“Paving for Pizza” campaign gave $5,000 to a city in each state, enough to fix 
30–50 potholes.

The PavingForPizza.com website shows state-by-state results and a user-friendly 
pothole impact meter. The campaign generated user comments on Facebook, 
Twitter, and Instagram.

Results? The corporation reaped positive publicity and built goodwill across the 
country with a $250,000 investment. Several mayors encouraged their citizens to 
support Domino’s, and supporters and critics alike used the program to call for 
better funding for roads.

Case Study: Blood Donation
In South Africa, less than 1 percent of people donate blood. The South African 
National Blood Service wanted to improve the stat, launching a “New Blood” 
campaign for Human Rights Day 2018. The organization collected 6,700 units of 
blood from people who had not donated before—50 percent above the goal.

The blood service also targeted young people during Youth Month to increase 
their rate of donations. And in a “Missing Types” campaign, the service asked 
companies to eliminate from their logos the letters A, B, and O to illustrate the 
importance of the blood types. Previously the blood service has partnered with 
university rugby teams to highlight the need for blood donations.

The results of such low-cost campaigns are better awareness of the value of 
blood donation and increasing donations among South Africans.
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All of these are problems for society. The fault is not in public relations but rather in its 
corruption by a few organizational voices more interested in privacy than transparency, 
expediency instead of ethics, and greed rather than customer service.

The tools of public relations can be used for good by organizations and advocates for 
social justice, education, minority rights, environmental safety, and so on. Government, 
nonprofit organizations, and businesses all can use public relations for the betterment of 
society. Usually they do, but our professional reputation is tarnished by the bad apples in the 
barrel.

Here are eight ways by which organizations as well as society at large benefit from effective 
and ethical public relations.

1	 Financial Health. Companies and nonprofit organizations can shore up their 
financial base with programs that increase productivity, retain customers, enhance 
support by donors and stockholders, and influence legislation. They can generate 
new customers and attract interest in products and services.

2	 Safety. Public relations helps save lives by advocating behaviors related to seat-belt 
use, organ donations, domestic violence, child abduction, school bullying, and many 
other causes.

3	 Health. Public relations can encourage healthy lifestyles through education and 
advocacy programs dealing with nutrition, obesity, fitness, and detection and 
prevention of diseases, as well as awareness and treatment for alcoholism, drug 
addiction, mental illness, and other aspects of healthy living.

4	 Recreation. Sports and entertainment public relations help people enjoy their leisure 
time. Recreational facilities, travel destinations, athletic teams, and entertainment 
venues use public relations to engage fans, publicize events, and promote offerings.

5	 Civic Awareness. Government agencies and lawmakers promote programs and 
services to their constituents. Military units use public relations to recruit, foster 
public support, and report their progress to members, families, and legislators.

6	 Community Service. Nonprofit organizations such as charities, schools, and religious 
groups share their expertise and promote their services. Medical organizations 
promote health literacy and help people make healthful choices.

7	 Reputation. Public relations helps organizations minimize opposition and gain 
support by generating favorable publicity, encouraging alliances with like-minded 
organizations, and developing programs that serve the public good.

8	 Survival. Public relations helps organizations reverse negative opinions, weather 
crises, and survive lawsuits.

Here’s a historic example of the value of a strong reputation and good public relations. In the 
1992 Los Angeles riots, the 30 McDonald’s restaurants in the riot area were untouched while 
more than 2,000 other buildings were destroyed. Observers said that was because McDonald’s 
had long been involved and visible in the community. A recent parallel was seen in 2015, 
when black-owned businesses in Baltimore generally escaped the wrath of rioters protesting 
the death of a black man while in police custody.
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Public Relations in the Public Interest

Public relations is an ally of marketing and an organizational function focused on the 
corporate bottom line, a term that identifies an organization’s mission or fundamental goal.

For some organizations, the bottom line is about more than selling products, raising 
money, winning votes, increasing membership, or building a customer base. Sometimes 
public relations is about things that matter in more personal and societal ways, such as 
finding an abducted child, reforming criminal justice practices, or freeing a political prisoner.

There is a long history of public relations involvement (often in a leadership role) in 
reform movements: women’s voting rights, safety standards for food, immigration reform, 
LGBTQ rights, education reform, gun control, education for girls, animal rights, humane 
treatment of the mentally ill, prisoner rights, racial reconciliation, and the issues of pro-
peace/anti-war and pro-choice/anti-abortion.

This history also involves awareness campaigns against negative practices such as child 
labor, smoking, drug use, alcohol misuse, pornography, gambling, and other social vices.

KASKY VS NIKE
The integrated link between public relations and marketing is a fact of life, often assumed by people 
and forces outside the profession more readily than it may be recognized from within.

Outsiders often link public relations and marketing, or publicity and advertising. Laypersons may 
ask, for example, how much it costs to get a news release published, or they may talk about sending 
an ad to a newspaper when they actually mean a news release.

Here’s an example that is more ominous, because some external entities are forcing an unwanted 
link between public relations and marketing. This was the problem in play in the legal case of Kasky 
v. Nike.

Consumer activist Marc Kasky sued Nike under false advertising provisions over its public defense 
against charges of using child sweatshop labor. Nike claimed its statements were free speech 
protected by the First Amendment.

A local court sided with Nike, but a chill was caused when the California Supreme Court upheld 
Kasky’s claim that Nike had engaged in commercial speech, a legal term denoting advertising 
messages.

But Nike had done no advertising. Rather, it defended itself through traditional public relations 
venues: news releases, its website, speeches, and letters to the editor.

The court based its ruling on the premise that a commercial speaker (the Nike corporation) was 
communicating with a commercial audience (customers) and therefore any such communication was 
commercial speech. Never mind that previous rulings by the federal Supreme Court had anchored the 
concept of commercial speech to an advertising format, explicit reference to a product, and economic 
motivation (Bolger v. Youngs Drug Products Corp., 1983), and specifically “expression related solely 
to the economic interests of the speaker and its audience” (Central Hudson Gas & Electric Co. v. 
Public Service Commission, 1980).

Kasky v. Nike posed a legal question that remains unanswered. An out-of-court settlement in 2003 
ended the five-year legal battle, but it didn’t settle the legal question of where public relations ends 
and marketing begins, or whether businesses can rely on the First Amendment.CA
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For specific campaigns of public relations in the public interest, check the archives of 
programs of these professional organizations:

•	 Excellence Awards, Chartered Institute for Public Relations. ciprinside.co.uk/
cipr-excellence-awards

•	 National Awards of Excellence, Canadian Public Relations Association. cprs.ca/
Awards/Awards-of-Excellence/Previous-Winners

•	 Golden Target Awards, Public Relations Institute of Australia. vivacommunications.
com.au/awards

•	 Golden World Awards of Excellence, International Public Relations Association. 
ipra.org/golden-world-awards/winners

•	 PRINZ Awards, Public Relations Institute of New Zealand. prinz.org.nz/
PRINZ-Awards

•	 Silver Anvil Awards, Public Relations Society of America. Overview available online 
but text locked to nonmembers.

Advertising
From the perspective of integrated communication, advertising can be seen as a tool for both 
public relations and marketing. Advertising is persuasive communication through purchased 
media to promote a product, service, or idea on behalf of an identified organization or sponsor.

Sometimes enlightened organizational leaders see the big picture, recognizing the value of 
a coordinated and strategic approach to communication. Some of the most successful 
corporations integrate their communication, blending the traditional disciplines of public 
relations, publicity, and advertising to creatively present a clear and consistent message to 
their various publics.

Often public relations leads the way. Here are some examples in which advertising came 
following the buzz created by public relations.

•	 Walmart became the world’s largest retailer with little initial advertising.

•	 Starbucks spent less than $10 million in advertising during its first ten years.

•	 Spanish fashion retailer Zara relies on its reputation, not consumer advertising.

•	 Sriracha hot sauce doesn’t advertise, yet it has been named “ingredient of the year.” 
The brand began by giving samples to Asian chefs, which soon became influencers.

•	 With no advertising, Costco became the second largest retailer in the U.S. when the 
rest of the country was climbing out of recession in 2015. Instead of advertising, 
Costco puts money into employee salaries (averaging more than $20 an hour), 
resulting in low turnover and better customer service.

•	 The Harry Potter book series soared to previously unheard-of sales without any 
appreciable advertising, making British author J. K. Rowling literally richer than the 
queen of England.
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•	 Using only media relations, special events, and social media—but no advertising— 
Hyundai launched its zero-emissions hydrogen fuel-cell automobile that sold out before 
it hit dealer showrooms. Advertising came later, much of it focused on social media.

•	 Pfizer used publicity alone to sell $250 million worth of Viagra and gain a 90 percent 
market share before any consumer advertising began.

•	 When Krispy Kreme Doughnuts announced plans to open a store in several cities, 
the publicity created such a huge expectation among prospective customers that 
extra police had to be hired for opening day to handle the traffic jams.

The integrated approach also has been used by nonprofit organizations such as the American 
Cancer Society in its campaign for sun block, and has been adopted by more loosely organized 
social campaigns dealing with bicycle safety, teen smoking, animal rights, birth control, 
utility deregulation, and AIDS research.

As a practical matter, an integrated approach to strategic communication often begins 
with publicity, followed by advertising. Al Ries and Laura Ries note this in The Fall of 
Advertising and the Rise of PR:

The purpose of advertising is not to build a brand, but to defend a brand once the brand 
has been built by other means, primarily public relations or third-party endorsements … 
Advertising cannot start a fire. It can only fan a fire after it has been started.

(2004, p. xx)

Ries and Ries present both an opinion (public relations is more creative than advertising) 
and a fact (public relations is more credible). The father–daughter writers also note some of 
the differences between public relations (or publicity) and advertising:

•	 Advertising uses a “big bang”; public relations uses a slow build-up.

•	 Advertising is visual; public relations is verbal.

•	 Advertising reaches for a mass audience; public relations reaches a targeted audience.

•	 Advertising favors news lines and extensions of existing brands; public relations 
favors new brands.

•	 Advertising likes old names; public relations likes new names.

PESO (Paid, Earned, Shared, and Owned Media)
Public relations once was thought of as primarily related to news. It was seen through the 
lens of media relations. It’s not wrong to link public relations and news, but that’s not the 
only way to see it.

Like the Indian parable of the blind men and the elephant in the anecdote at the beginning 
of this Introduction, we need to adopt an up-to-date understanding of media. Even the news 
media are changing. Consider these examples:

•	 Most newspapers have online versions, including The New York Times, Washington 
Post, Arizona Republic, San Francisco Chronicle, London Sun, London Guardian, and 
most other daily newspapers.
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•	 Some newspapers are published only online, such as All Nova Scotia, Seattle Post-
Intelligencer, UK’s Independent, and the Arabian Post.

•	 Many bloggers are online journalists.

•	 Some news organizations such as Politico disseminate news through website, print 
publications, television, radio, and podcasts.

•	 News aggregators such as Google News, SmartNews, and Feedly curate news from 
various publications and sites.

•	 Some news organizations such as the Daily Beast provide their own news and 
commentaries as well as links to articles in other publications and news sites.

•	 Axios has online newsletters to complement its daily online reporting.

Once public relations and marketing communications existed separately. Public relations 
dealt with news media, communication strategies, and crisis situations. It never paid to get 

PESO
Model

Earned Media
Journalistic Coverage

News Release
Review & Testimonial

Word-of-Mouth
Interview

Shared Media
YouTube
Facebook

Twitter
Likes and Retweets

SEO

Owned Media
Website

Blog
Newsletter

Online Newsroom
Email

Paid Media
Ad & Commercial

Sponsorship
Pay-per-Click

Banner Ad
Direct Mail

Exhibit Intro.1  PESO model for public relations and marketing communications
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its messages out. Marketing paid for messages and creative content to be placed before 
various market segments.

But boundaries have been penetrated. The media environment expanded with the internet 
and its subsequent organizational websites, social blogs, Facebook, YouTube, Instagram, 
Twitter, and related media opportunities.

Public relations blogger Gini Dietrich (spinsucks.com) offered an integrated model of 
media venues in her 2014 book Spin Sucks: Communication and Reputation Management in 
the Digital Age. She called it the PESO model, an acronym that stands for paid, earned, 
shared, and owned media.

Paid Media

Paid media involves communication channels that are purchased by an organization.
This includes print and broadcast advertising, social media advertising, online ads, pay-

per-click search ads, sponsored content, and traditional nonmedia promotional techniques 
such as sponsorships, point-of-sale displays, banner advertising, and direct mail.

The premise of paid media is simple: The more you spend, the more people you reach. 
That’s why paid media is the most expensive category of media.

Because of this, most organizations look first to the three other less-costly categories, 
which research also shows to be more effective than paid media. As noted previously, there 
are many examples in which advertising is used to sustain a product only after it was launched 
through earned media.

Earned Media

Earned media are journalism-based communication channels that provide opportunities for 
the credible presentation of organizational messages to large audiences through the news 
media.

These allow organizations to present messages, extend visibility, enhance credibility, and 
promote ideas and ideals. News coverage and positive public opinion that can result from it 
must be earned through solid and accessible information. Earned media’s alternative name 
is free media because it cannot be owned or purchased.

Public relations and marketing communications people earn publicity by giving reporters, 
columnists, bloggers, and other journalists newsworthy information or access to information 
sources.

Earned media is gained through interviews and background info, news releases and op-ed 
pieces, and other assistance to help journalists prepare their reports and commentaries.

It also is earned by the creative use of special events.
Sometimes earned media comes from mentions of an organization or client by bloggers 

and columnists, online reviews and ratings, testimonials, references in letters to the editor 
and online comments, and other word-of-mouth, which is mention of an organization by 
customers and other publics.

Studies consistently report that consumers trust earned media significantly more than 
paid or owned media. They especially trust word-of-mouth. One study reported a 90 percent 
trust level for word-of-mouth recommendations from friends, 70 percent from online 
consumer opinion postings, and 69 percent from newspaper articles.
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Associated with earned media is the concept of information subsidy through which 
public relations people proactively give reporters information through news releases, FAQs, 
and story idea memos.

It also may be provided in response to journalists’ requests for information or by arranging 
interviews they may request. This information thus subsidizes media reporting, especially in 
a time of decreasing staffs with most news organizations.

Shared Media

Shared media are communication channels, not controlled by the organization, providing 
user-generated messages that are shared on a social media network, usually for free.

This is an evolving part of social media. Examples of shared media include an organization’s 
Facebook and Twitter messages, video postings on YouTube, Pinterest and Instagram 
postings, likes and retweets, comments, and search engine optimization.

User-generated content, sometimes called UGC, has the advantage of creating authenticity 
and building trust. That’s why reviews and recommendations are so important to 
organizations and brands. For example, the crowd-sources review platform Yelp led the way 
in offering widely used ratings for restaurants, an approach soon adopted by other service 
establishments.

Meanwhile, Netflix uses UGC to highlight fan posts on shows and movies. Starbucks 
offers elaborate gifts in a photo contest among coffee drinkers. BMW lets owners show off 
their cars in interesting settings.

Owned Media

Owned media are communication channels that are published or produced by the organization, 
which controls the message content as well as its timing, packaging, distribution, and audience 
access.

These include websites and webinars, online newsrooms, blogs, email, and newsletters. 
This category involves nonmedia promotional elements such as employee uniforms and 
logos on company vehicles.

Owned media draws on an information-on-demand model. Interested members of an 
organization’s publics often seek out info. This, in turn, suggests their predisposition to 
trusting what they learn through the organization’s owned media.

Blending Categories

Boundaries are fluid among paid, earned, shared, and owned media. They are not distinct 
classes of media but rather opportunities to collaborate and to exploit the many possibilities 
for communicating messages to your publics.

Here are some few examples of how practitioners can amplify and broaden the reach of 
their messages with the PESO model.

•	 A news release (earned media) can be placed on the organization’s website (owned 
media).

•	 A newspaper might tweet to subscribers a link (shared media) to an article in today’s 
edition (earned media).
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•	 An organization may tweet a link (shared media) to an article in a newspaper (earned 
media).

•	 A blog (owned media) can be promoted through Facebook and Twitter (shared 
media), perhaps even with a sponsored ad (paid media) through a search engine.

•	 Print advertisements or TV commercials (paid media) can show up as links in blogs 
and websites (owned media) or on YouTube and Instagram (shared media).

•	 Op-ed articles (earned media) may be posted at the organization’s website (owned 
media) or perhaps recycled as an advertisement (paid media).

•	 The video of an important speech, a form of face-to-face communication not 
included in the PESO model, can be posted at an organization’s website (owned 
media) and incorporated into a news release (earned media), with a note posted on 
Facebook and Twitter (shared media) with links back to the website.

State of the Profession

The Chartered Institute for Public Relations in 2019 published its State of the 
Profession survey. Though the survey was done in the United Kingdom, there is no 
reason to believe it does not reflect the profession as a whole. Here are ten 
significant findings:

1	 The workforce is fairly evenly divided among four areas: in-house in private 
sector, in-house in public sector, in-house in nonprofit/NGO, and agency. 
About 13 percent of the workforce is independent practitioners.

2	 Salaries for full-time professionals with 10–12 years in practice is £53,055, 
about $68,125.

3	 A gender gap for salaries still exists, though it is shrinking. The CIPR report 
found that women earn about 83 percent of what men earn. In the UK, as in 
many other countries, public relations is a predominantly female profession 
(67 percent female versus 33 percent male), which translates into lower 
wages.

4	 With professionalism comes higher salaries. CIPR members (and by extension, 
members of other public relations organizations) earn more than practitioners 
without professional credentials.

5	 A skills gap exists between what employers want and what employees have 
to offer. This is especially in terms of strategic planning, research, and 
management skills.

6	 The most common professional activities involve (in descending order) 57 
percent for copywriting/editing, 50 percent media relations, 47 percent 
campaign development, 42 percent crisis/issues management, 38 percent 
strategic planning, 37 percent internal communication, 35 percent community 
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Step-by-Step Planning
Most textbooks dealing with public relations encourage a four- or five-phase process. Several 
authors have developed acronyms around the process. Here are a few:

•	 RACE: Research, action, communication evaluation (Marston, 1963).

•	 ROPE: Research, objectives, programming, evaluation (Hendrix and Hayes, 2012).

•	 RAISE: Research, adaption, implementation strategy, evaluation (Kendall (1997).

•	 ROPES: Research, objectives, program, evaluation, stewardship (Kelly, 2001).

•	 ROSIE: Research, objectives, strategy, implementation, evaluation (Crifasi, 2000).

However, most comprehensive public relations textbooks—including this one—simply refer 
to a four-stage process without constraining it to an acronym. While acronyms can be useful 
mnemonic devices, they often are too confining.

Marketing communication books also present a step-by-step process, but with less 
consistency about the number of steps involved. Often, they revolve around four general 
stages: analysis of the environment, identification of audiences and objectives, development 
of a strategic approach, and development of the implementation plan.

relations, 31 percent events/conferences, and 28 percent social media 
relations.

7	 Only 59 percent of senior practitioners say they influence organizational 
policy, and 37 percent say they have no influence at all.

8	 The biggest challenge is the changing landscape, including social media. 
Other significant challenges are lack of representation at the board level, lack 
of diversity, expanding skills expectations, unethical public relations practices, 
the emergence of fake news, and interestingly, a collective lack of self-belief 
and confidence.

9	 Respondents reported an average 6.7 on a 1–10 scale for on-the-job stress. 
This ran across all job levels from assistant to director. It also ran across all 
organization types for an average stress level of 66 percent, though people 
working in nonprofits/NGOs reported less stress (59 percent) and those in 
agencies significantly more (73 percent); independent practitioners reported 
a stress level of 44 percent.

10	 CIPR found a “mental health challenge” in the profession, 21 percent reporting 
a diagnosis of a mental health condition associated with anxiety, stress, and 
depression. These were largely attributed to unmanageable workload, 
unrealistic deadlines, and grueling always-on-call working hours, lack of 
clarity about tasks, underutilization of skills, and poor supervision.
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Strategic Planning for Public Relations offers a model that is meant to be both logical and 
easy to follow. The steps are grouped into four phases:

1	 Formative research.

2	 Strategy.

3	 Tactics.

4	 Evaluative Research.

These are both descriptive and accurate, but their names don’t lend themselves to an 
acronym. So without a great deal of fanfare, this model is called, simply, the Nine Steps of 
Strategic Public Relations.

The process of these steps is deliberate, and they must be taken in sequence. After 
identifying a problem, our tendency too often is to skip ahead to seeking solutions, leaping 
over research and analysis. This can result in unwarranted assumptions that later prove to be 
costly, counterproductive, and embarrassing.

Careful planning leads to programs that are proactive and preventive rather than to 
activities that are reactive and remedial. Yet these nine steps are flexible enough to allow for 
constant monitoring, testing, and adjusting as needed.

Experienced communication managers don’t necessarily articulate their planning 
specifically along the lines of these nine steps. But talk with them about their work and you 
are likely to find that they go through a process pretty much like the one being presented 
here, whether they identify steps or not.

A few practitioners may admit (with a certain amount of guilt) that they don’t do much 
planning. If they are being honest, they’ll tell you they know they’ve been lucky so far with 
their hunches. Perhaps they don’t do formal planning because they don’t have the time or 
because the environment is so unstable that all they can do is react.

But often they draw on prior research and analysis. Some practitioners may tell you their 
bosses and clients want action rather than planning, though such short-sighted bosses and 
clients often don’t remain in business very long.

PHASE THREE 

TACTICS
7. Selecting Communication Tactics
8. Implementing the Strategic Plan 

PHASE ONE 

FORMATIVE RESEARCH 
1. Analyzing the Situation
2. Analyzing the Organization
3. Analyzing the Publics

PHASE TWO 

STRATEGY
4. Setting Goals and Objectives
5. Creating Action and Response Strategies
6. Developing the Message Strategy

PHASE FOUR 

EVALUATIVE RESEARCH 
9. Evaluating the Strategic Plan

Exhibit Intro.2 N ine steps of strategic planning
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If you could observe how professionals work, however, you’d probably find that effective 
communication managers do plan, and plan well. The good ones have learned how to build 
the research and planning components into their work, embedding them in their service to 
clients and bosses. Increasingly, public relations organizations are using their websites to set 
the stage for such a four-stage planning process.

Phase One: Formative Research

During the first of four phases, the focus is on the preliminary work of communication 
planning. This is the need to gather information and analyze the situation. In three steps, the 
planner draws on existing information available to the organization and, at the same time, 
creates a research program for gaining additional information needed to drive the decisions 
that will come later in the planning process.

Step 1: Analyzing the Situation

Your analysis of the situation is the crucial beginning to the process. It is imperative that all 
involved—planner, clients, supervisors, key colleagues, and the ultimate decision makers—
are in solid agreement about the nature of the opportunity or obstacle to be addressed in this 
program. It’s also important to learn what researchers have discovered about the relevant 
issue and to note best practices and pertinent case studies.

Step 2: Analyzing the Organization

This step involves a careful and candid look at three aspects of the organization:

•	 Internal environment (mission, performance, and resources).

•	 Visibility and public perception (reputation).

•	 External environment (competitors and opponents, as well as supporters).

Step 3: Analyzing the Publics

In this step, you identify and analyze your key publics—the various groups of people who 
interact with your organization on the issue at hand. Strategic Planning for Public Relations 
provides an objective technique for setting priorities among the various publics, helping you 
select those most important on the particular issue being dealt with. This step includes an 
analysis of each public in terms of its wants, needs, interests, and expectations about the 
issue; its relationship to the organization; its involvement in communication and with 
various media; and a variety of social, economic, political, cultural, and technological trends 
that may affect it.

Phase Two: Strategy

The second phase of the planning process deals with the heart of planning—making decisions 
dealing with the expected impact of the communication, as well as the nature of the 
communication itself.
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Step 4: Setting Goals and Objectives

Step 4 focuses on the ultimate position sought for the organization and for the product or 
service. This step helps you develop clear, specific, and measurable objectives that identify 
the organization’s hoped-for impact on the awareness, acceptance, and action of each key 
public. A good deal of attention is given to objectives dealing with acceptance of the message, 
because this is the most crucial area for public relations and marketing communication 
strategists.

Step 5: Creating Action and Response Strategies

A range of possible actions is available to the organization, and in this step you consider what 
you might do in various situations. This section includes typologies of public relations 
initiatives (proactive) and responses (reactive). No strategic campaign would include every 
possible option, but a well-planned campaign would consider each in light of its goals and 
objectives.

Step 6: Developing the Message Strategy

This step deals with various decisions about the message, such as the person or entity who 
will present the message to the key publics, content of the message, its tone and style, verbal 
and nonverbal cues, and related issues. Lessons from research about persuasive 
communication and dialogue will be applied for the ultimate purpose of designing a message 
that reflects the information gained through Step 3 focusing on key publics.

Phase Three: Tactics

During the third phase, various communication tools are considered and the visible elements 
of the communication plan are created.

Step 7: Selecting Communication Tactics

This inventory deals with the various communication options. Specifically, the planner 
considers five categories based on face-to-face communication and opportunities for 
personal involvement, followed by the four elements of the PESO mode—paid, earned, 
shared, and owned media.

Step 8: Implementing the Strategic Plan

This step turns the raw ingredients identified in the previous step into a recipe for successful 
public relations and marketing communication. In Step 8, planners package the tactics 
identified in the menu review of the previous step into a cohesive communication program. 
Here planners also develop budgets, set schedules, and otherwise prepare to implement the 
communication program.
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Phase Four: Evaluative Research

The final phase of strategic planning deals with evaluation and assessment. It enables you to 
determine the degree to which the stated objectives have been met and thus to modify or 
continue the communication activities.

Step 9: Evaluating the Strategic Plan

This is the final planning element, indicating specific methods for measuring the effectiveness 
of each recommended tactic in meeting the stated objectives.

Jargon of Strategic Public Relations

Consider the following terms that distinguish among various types of public relations 
activities and review the examples associated with the “Public Relations for Good” 
box.

Project
A project is a single and usually short-lived public relations activity designed to 
meet an objective.

Examples of projects include a news release, a Facebook page, a coordinated 
series of tweets, or a few related tactics for an open house. In the CALM example 
of the suicide-prevention activity in the UK, the petition drive for government action 
is a project within a wider campaign.

Program
A program is an ongoing public relations activity dealing with several objectives 
associated with a goal.

Programs have a continuing commission within the organization and focus on its 
relationship with a particular public. Examples include an organization’s program 
in community relations or employee relations, or its social media program involving 
coordinated tools and venues. In the “Public Relations for Good scenarios, the 
ongoing human trafficking program created by Health and Human Services 
exemplifies a public relations program.

Campaign
A campaign is a systematic set of public relations activities, each with a specific 
and finite purpose, sustained over a length of time and dealing with objectives 
associated with a particular issue.

Examples of campaigns include ongoing efforts to reduce accidents associated 
with drunk driving, or an internal campaign to improve employee morale and 
productivity, or the Blood Collection campaign of the South African National Blood 
Service outlined in “Public Relations for Good.”
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Effective Creativity
Before we begin putting a plan together, a word about creativity. Most communications 
professionals are creative people. They are visual or verbal artists who bring imaginative 
ideas to the task at hand.

But mere novelty doesn’t guarantee success. We all have seen people whose creative ideas 
seem to flop around without any sense of direction, artists who can’t seem to apply their 
artistic concept.

Creativity often is associated with the arts and entertainment, though increasingly it is 
seen as a problem-solving tool in the commercial world. Creativity goes hand in hand with 
innovation, and often the two terms are used interchangeably. But there is a difference.

•	 Creativity is the ability to imagine new, going beyond traditional concepts and 
patterns to produce new forms and relevant alternatives.

•	 Innovation is the ability to apply creative thinking for practical applications.

For creativity to be effective, it must have relevance. Groundbreaking ideas need to serve a 
purpose. Too many campaigns never get off the ground because they are built more on 
novelty than on effectiveness. Some are just too cute for words; others are downright bizarre.

An inside joke in the advertising industry is that sometimes agencies win creative awards 
but lose the account. Their innovative programs didn’t sell the product, or their imaginative 
approach failed to achieve the desired results for the client. Not a very funny joke, is it?

TV commercials featuring puppies and horses are popular with Super Bowl fans, but 
Budweiser has to be concerned with more than popularity.

“We’ve done the puppy commercials on the Super Bowl for the last three years and 
everybody loves them,” said Jorn Socquet, vice president of U.S. marketing for Anhauser-
Busch. “They have zero impact on beer sales. Those ads I wouldn’t air again because they 
don’t sell beer.”

In the not-so-distant past, some practitioners worried that strategic planning might interfere 
with their creativity. That’s changing. In a crowded field of competitors all courting the same 
audiences, communication professionals have turned to greater use of research as a complement 
to the creative approach. Practitioners who once flew by the seat of their pants have found that 
planning can raise an organization’s messages above the commotion of everyday life.

One thing has become clear: It is counterproductive to separate creative and research 
people, because each can help the other. They share the common purpose of helping their 
client or their organization solve a problem.

Research nurtures creative inspiration, helps develop ideas, keeps things on target, and 
evaluates the effectiveness of the creative endeavors. Creativity can take the facts and data 
generated through research and give them pizzazz to produce a Wow! factor that can make 
a public relations campaign soar.

Strategic Planning for Public Relations is built on two notions that can help make you 
creatively effective.

•	 A step-by-step system of planning is essential to learning how to develop an effective 
communication program.

•	 Effective creativity is more likely to result from careful and insightful planning than 
from a lightning bolt of inspiration.
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Roadmap to Success

This book is for people who appreciate roadmaps. A map doesn’t tell you where you must go. 
Rather, it helps you explore possibilities. You consider options, make choices, select 
alternatives, and develop contingencies. In other words, you plan. Then you implement the 
plan by getting behind the wheel and beginning the road trip.

So it is with Strategic Planning for Public Relations. This book won’t tell you what has to 
be done in developing your communication program, but it will lead you through various 
decision points and options.

The resulting program will be as unique as each individual student or practitioner and as 
tailored as each organization needs it to be. It will be a comprehensive, carefully thought-out 
program that is both deliberate and creative.

Every person can be both deliberate and creative, each to a greater or lesser degree. 
Strategic Planning for Public Relations tries to help you cultivate both qualities. It helps 
creative people become more organized in their planning, and it helps methodical people 
bring more creative energy to their work.

This book gives you a model—one to be considered, adapted to fit your particular 
circumstances, and used to the extent that it helps you be both effective and creative in your 
communication planning. Use Strategic Planning for Public Relations to nurture your 
creativity and channel it to make your work more effective.

Creativity and Structure

Most people consider themselves at either side of a coin. Some are creative people. 
Some are analytical types. Strategic Planning for Public Relations is geared to both.

Are you easily creative?
This book will help transform your artistry, insight, and spontaneity into something 

more than mere novelty. It will lead you to consider every aspect of a strategic 
communication plan, helping you be creative within an effective framework. 
Everybody is creative, somewhere between a tree stump and an inspired virtuoso 
such as Prince, Madonna, Stephen Spielberg, Albert Einstein, Leonardo da Vinci 
(pick your favorite genius).

Are you analytical and well organized?
This book will enhance your innate sense of organization and structure, freeing 

your creativity to enhance your program effectiveness. Everybody can be analytical. 
You just need to train yourself to look for patterns, puzzles, and applications.

The reality is that we are seldom one or the other—creative or structured. Don’t 
use the either–or visual metaphor of a coin with two sides.

Rather, think of a pole with two ends. Then focus not on the ends but on the 
continuum in between. Regardless of where you place yourself on this continuum, 
Strategic Planning for Public Relations can help you work through your strengths 
and at the same time shore up less-dominant aspects of your work style.
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