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Developing The Public Relations Campaign 3rd Edition
Contemporary public relations practice has developed over the last several decades from the weak third sister in marketing, advertising, and
public relations mix to a full player. To help you keep up to speed with the exciting changes and developments of publications, this book has
been updated to provide you with the necessary understanding of the problems and promises of public relations research, measurement, and
evaluation. As a public relations professional, this book will guide you through the effective use of methods, measures, and evaluation in
providing grounded evidence of the success (or failure) of public relations campaigns. This third edition takes a best practices approach-one
that focuses on choosing the appropriate method and rigorously applying that method to collect the data that best answers the objectives of
the research. It also presents an approach to public relations that emphasizes the profession's impact on the client's return on investment in
the public relations function, the measurement of social media and the use of standardized measures.
Never HIGHLIGHT a Book Again! Virtually all of the testable terms, concepts, persons, places, and events from the textbook are included.
Cram101 Just the FACTS101 studyguides give all of the outlines, highlights, notes, and quizzes for your textbook with optional online
comprehensive practice tests. Only Cram101 is Textbook Specific. Accompanys: 9780205569908 .
Developing Public Relations Campaigns is an authoritative, insider's perspective on the key strategies for creating, implementing, and
benchmarking successful public relations campaigns. Featuring Presidents and CEOs representing some of the nation's leading PR firms,
this book provides a broad, yet comprehensive overview of the key steps and considerations involved in planning and launching a public
relations program. Discussing the optimal campaign development process as well as the role and responsibilities of the CEO in these
matters, the authors articulate the finer points of an industry focused on reaching and engaging the consumer. From the importance of hiring
the right people and understanding clients? goals to the benefits of utilizing new media and training campaign spokespeople, these
authorities offer practical and adaptable strategies for providing excellent client service and building a reputation in the market. The different
niches represented and the breadth of perspectives presented enable readers to get inside some of the great strategic minds of today, as
experts offer an insider's glimpse into this fascinating industry. Inside the Minds provides readers with proven business intelligence from CLevel executives (Chairman, CEO, CFO, CMO, Partner) from the world's most respected companies nation-wide, rather than third-party
accounts from unknown authors and analysts. Each chapter is comparable to an essay/thought leadership piece and is a future-oriented look
at where an industry, profession, or topic is headed and the most important issues for the future. Through an exhaustive selection process,
each author was hand-picked by the Inside the Minds editorial board toauthor a chapter.
In this new, fully revised and expanded Fourth Edition, Rice and Atkin provide readers with a comprehensive, up-to-date look into the field of
public communication campaigns. The subject of campaigns has become increasingly high profile in the academic world in the decade since
the last edition, and hundreds of new studies on campaign theory and practice have been published since 2001. Moreover, the rise of new
media has expanded the array of strategies for designing and implementing campaigns. Largely rewritten to reflect the latest theories and
research, this text continues in the tradition of ongoing improvement and expansion into new areas, including sun protection, organ donation,
human rights, social norms, corporate social responsibility, use of condoms, ocean sustainability,fear messages, and digital games. Classic
chapters are updated, on topics such as campaign history, theoretical foundations, formative evaluation, systems approaches, input-output
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persuasion matrix, design and evaluation, meta-analysis, and sense-making methodology.
Public Relations Campaigns: An Integrated Approach introduces you to the process of creating public relations campaigns using a hands-on
approach that emphasizes the tools you will need when working in the industry. Authors Regina M. Luttrell and Luke W. Capizzo present real
examples and current case studies to help you develop practical skills for creating more effective PR campaigns. You are given multiple
opportunities to practice and build your skills throughout the book by learning how to incorporate the PESO model—Paid media, Earned
media, Social media, and Owned media. The PESO model helps students understand the importance of creating integrated campaigns that
coordinate PR efforts with both advertising and marketing. Key Features The book offers a timely focus on the PESO model and its use in
integrated campaigns, providing students with an understanding of today’s best practices in PR. Numerous case studies and exercises
throughout the book aid in a deeper understanding of how research, perspective, and insights can be leveraged in public relations
campaigns. Real-world information including sample PR plans with budgets prepare students for success in their future careers.
The second edition of Pitch, Tweet, or Engage on the Street offers a modern guide for how to adapt public relations strategies, messages,
and tactics for countries and cultures around the globe. Drawing on interviews with public relations professionals in over 30 countries as well
as the author’s own experience, the book explains how to build and manage a global public relations team, how to handle global crisis
communication, and how to practice global public relations on behalf of corporations, non-profit organizations, and governments. It takes
readers on a tour of the world, explaining how to adapt their campaigns for Asia-Pacific, Europe, the Middle East, the Americas, and SubSaharan Africa. Along the way, readers are introduced to practitioners around the globe and case studies of particularly successful
campaigns. This new edition includes updates to country profiles to reflect changes in each local context, as well as expanded coverage of
social media and the role of influencer engagement, and a brand-new chapter on global crisis communication. The book is ideal for graduate
and upper-level undergraduate public relations students, as well as practitioners in intercultural markets.
This new edition continues to give students a foundation in the principles of digital audience engagement and data metrics across platforms,
preparing them to adapt to the quickly evolving world of digital media. It takes students through the processes of social listening, strategic
design, creative engagement, and evaluation, with expert insights from social media professionals. Thoroughly updated, this second edition
includes: • new strategies to guide students in the initial campaign planning phase • added content on influencers, social care teams, and
newsjacking • coverage of research evaluation, the implications of findings, and articulating the ROI • expanded discussion of ethical
considerations in campaign design and data collection and analysis. The book is suited to both undergraduate and post-graduate students as
a primary text for courses in social/digital media marketing and public relations or a secondary text in broader public relations and marketing
campaign planning and writing courses. Accompanying online resources include chapter reviews with suggestions for further resources;
instructor guides; in-class exercises; a sample syllabus, assignments, and exams; and lecture slides. Visit
www.routledge.com/9780367896201
This text guides students through the essential elements and structures of a social media campaign, beginning with conception and finishing
with evaluation. Designing engagement with audiences through listening; strategic design; engagement; and evaluation, it outlines the
process for public relations students and professionals to use when developing digital strategies. Using a set structure for learning key
elements to managing social media, this text presents a holistic cycle in which students can understand communication processes in a social
media environment. It will also serve practitioners who have had little or no formal training in producing and executing social media
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campaigns.
ALERT: Before you purchase, check with your instructor or review your course syllabus to ensure that you select the correct ISBN. Several
versions of Pearson's MyLab & Mastering products exist for each title, including customized versions for individual schools, and registrations
are not transferable. In addition, you may need a CourseID, provided by your instructor, to register for and use Pearson's MyLab & Mastering
products. Packages Access codes for Pearson's MyLab & Mastering products may not be included when purchasing or renting from
companies other than Pearson; check with the seller before completing your purchase. Used or rental books If you rent or purchase a used
book with an access code, the access code may have been redeemed previously and you may have to purchase a new access code. Access
codes Access codes that are purchased from sellers other than Pearson carry a higher risk of being either the wrong ISBN or a previously
redeemed code. Check with the seller prior to purchase. -- This access code card gives you access to all of MySearchLab's tools and
resources, including a complete eText of your book. You can also buy immediate access to MySearchLab with Pearson eText online with a
credit card at www.mysearchlab.com. A practical, easy-to-follow approach to public relations Written for students taking advanced courses in
public relations, Developing the Public Relations Campaign takes a team project approach to learning about the field. The book introduces a
three-step process-the PIE chart-that more accurately reflects the campaign development process used in the real world. Exercises and case
studies in every chapter guide students through the development of their own public relations campaigns. This text is available in a variety of
formats -- digital and print. Pearson offers its titles on the devices students love through Pearson's MyLab products, CourseSmart, Amazon,
and more. To learn more about our programs, pricing options and customization, click the Choices tab. Learning Goals Upon completing this
book, readers will be able to: Develop their own public relations campaigns Apply public relations skills to the real world Understand how to
apply communication theories to public relations
International Public Relations: Negotiating Culture, Identity, and Power offers the first critical-cultural approach to international public relations
theory and practice. Authors Patricia A. Curtin and T. Kenn Gaither introduce students to a cultural-economic model and accompanying
practice matrix that explain public relations techniques and practices in a variety of regulatory, political, and cultural climates. offers the first
critical-cultural approach to international public relations theory and practice. Authors Patricia A. Curtin and T. Kenn Gaither introduce
students to a cultural-economic model and accompanying practice matrix that explain public relations techniques and practices in a variety of
regulatory, political, and cultural climates.
Political Public Relations maps and defines this emerging field, bringing together scholars from various disciplines—political communication,
public relations and political science— to explore the area in detail, and to establish a research agenda for future studies.
Getting a public relations campaign or programme off the ground can seem an overwhelming task. But, as with any project, the secret of
success lies in good planning and effective management. This fully updated second edition of Planning and Managing Public Relations
Campaigns provides a blueprint for all practitioners. It describes how to initiate and manage the ongoing development of a programme in a
structured way to benefit both the organization and its clients. Practical and easy to read, the book takes the form of a step-by-step guide,
covering many vital areas including: the public relations function; starting the planning process; research and analysis; setting objectives;
strategy and tactics; timescales and resources; evaluation and review. Packed with numerous case studies, the book demonstrates a
10-point plan for ensuring successful campaigns and programmes. By using the techniques presented here, public relations practitioners will
be able to drive events instead of being driven by them. Endorsed by the Institute of Public Relations, Planning and Managing Public
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Relations Campaigns is vital reading for students, practitioners or managers who want a definitive guide to the planning and management
process.
Proven techniques that maximize media exposure for your business A seasoned PR pro shows you how to get people talking When it comes
to public relations, nothing beats good word of mouth. Want to get customers talking? This friendly guide combines the best practical tools
with insight and flair to provide guidance on every aspect of PR, so you can launch a full-throttle campaign that'll generate buzz -- and build
your bottom line. Discover how to * Map a winning PR strategy * Grab attention with press releases, interviews, and events * Cultivate good
media relations * Get print, TV, radio, and Internet coverage * Manage a PR crisis
The first guide of its kind, Public Relations Campaigns and PortfolioBuilding outlines, for students and professionals alike, the building blocks
of creating a professional PR portfolio and designing a successful PR campaign. Through examples and case studies, this text brings
students through the step-by-step process of successful PR practices. Readers will see the lasting impact a campaign can have on a
nonprofit, business, or the community while simultaneously learning how to quantify their results to demonstrate their progress and success
to the client. Written by an industry insider, this text gives students tips for communicating effectively with clients, timelines for maintaining
progress and various outlets to utilize as they promote their cause.
Over the past four decades, a series of PR campaigns have helped to shape popular culture and influence public opinion. Campaigns that
Shook the World provides the inside story on the pivotal PR campaigns of the past four decades, following and celebrating the maturation
and expansion of the PR industry towards today's practice. It examines ten of these campaigns in detail from the 1970s to the present day,
explaining their strategy and tactics, looking at the imagery and icons they created and interviewing the powerful, flamboyant personalities
who crafted and executed these seminal projects. Each chapter is built around extended case studies including Thatcherism (1979), New
Labour, The Royal Family, The Rolling Stones (1981), David Beckham, London 2012, Product [RED], The Obama Campaign (2008) and
Dove Real Beauty. Featuring campaigns by Saatchi & Saatchi, Bell Pottinger, Ogilvy, Freuds, Pitch and other well-known agencies,
Campaigns that Shook the World grapples with PR's uneasy place at the nexus of politics and celebrity, holding the best campaigns up to
scrutiny and showcasing just how powerful PR can be as an instrument of change, for the good, and at times for the less than good. It
contains insights from Alastair Campbell, Lord Tim Bell, Alan Edwards, Paddy Harverson, Matthew Freud and many others.
A definitive guide to planning PR and event campaigns. Contains everything readers need to know to design, execute and evaluate
campaigns of any size, with techniques laid out and explained clearly.

Along with such traditional management tools as budgeting, HR, planning, and leadership, The Practice of Government
Public Relations, Second Edition demonstrates that the 21st-century government administrator needs new tools to
address the changing context of government communication. It provides public managers with an understanding of the
uses of public relations as tools to advance the goals of public agencies, including media relations, an informed public,
public branding, listening to the citizenry, and crisis management. While no manager can be an expert in all aspects of
public administration, this book will help managers know what external communications tools are available to them for
advancing the mission and results of their agencies. The authors argue that government public relations activities can
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serve three broad purposes: mandatory activities, which support governance; optional activities, which offer a pragmatic
means of improving policy outcomes, inputs, and impacts; and dangerous but powerful activities, which may serve
political interests. The book focuses on practitioners throughout the public sector, including the U.S. federal government,
state and local governments, and public administrators outside of the U.S. Several new chapters address the use of
digital communications as social media and the resultant rapid diffusion of information has transformed the responsibility,
accessibility, and vulnerability of government communications. In addition, two new chapters examine the topic of
branding, its growing influence in the public sector, and how it can be used to connect with citizens and increase public
engagement. The Practice of Government Public Relations, Second Edition is designed to help government managers at
various levels of administration looking to specialize in public relations, those assigned to communications offices, and
program managers seeking innovative and cost-effective ways to implement their programmatic missions. It will also be
of interest to students of publication administration who will become the government workers of the future.
Developing the Public Relations CampaignA Team-based ApproachPearson College Division
As an entrepreneur, you need every helpful tool you can get your hands on to build your business. And if you know the
tricks of the trade, perhaps nothing can gain more attention for your small business and build your company’s credibility
than a good, old-fashioned public-relations campaign. Whether you’re an established company or a cost-conscious startup, The Little Book of Big PR tells you all you need to know to be able to use public relations effectively as a businessbuilding tool.Drawing on the expertise gained during her long career in public relations, Jennefer Witter shares simple,
smart, and budget-friendly methods for getting your business noticed, including what she calls the seven key elements of
public relations:• Self-branding• Media relations• Social Media• Networking• Speaking engagements• Cause-related
marketing• Selecting a PR agencyComplete with real-world case studies and sample content (such as media pitches) to
use as-is or to modify to fit your own specific needs, this all-encompassing resource will provide for you the expert
guidance all entrepreneurs need to grow their business to new, attention-getting heights.
In the world of business, public relations affects all types of organization, however large or small, commercial or noncommercial. In this practical guide, Philip Henslowe, a public relations expert, takes the reader through the process of
creating a PR campaign. He provides a valuable overview of the main areas of work involved, including: Planning and
outsourcing Business writing Working with printers, photographers and designers Promotions, functions and other events
Crisis management New developments in technology Assessment and evaluation This fully updated second edition now
includes new information on professional advisers, spin doctors, PR in local government, financial PR, the advent of
corporate social responsibility, and developments in technology. Public Relations: A Practical Guide to the Basics is
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endorsed by the Institute of Public Relations as a start-up guide to PR. Ideal too for the small or developing business, the
book will serve as an indispensable reference tool for PR and non-PR professionals.
'This has always been the definitive text for PR in Australia. Public Relations: Theory and Practice is the complete
companion for new and not-so-new practitioners. I'll be keeping a copy on my bookshelf.' - Tracy Jones, FPRIA former
president, Public Relations Institute of Australia Public relations is a dynamic and rapidly growing field which offers a
variety of career paths. Whether you're building the public image of an organisation, developing news and social media
strategies, or managing issues for a company or political party, you need strong communication skills and a sound
understanding of public relations processes. In this widely used introduction to professional practice, leading academics
and practitioners outline the core principles of public relations in business, government and the third sectors. They show
how to develop effective public relations strategies and explain how to research, run and evaluate a successful public
relations campaign. Drawing on a range of communication and public relations theories, they discuss how to work with
key publics, using all forms of media for maximum impact. It is richly illustrated with examples and case studies from
Australia, New Zealand, Asia and other countries. Public Relations has been substantially revised and includes newly
written chapters on social media, tactics, integrated marketing communication, risk and crisis communication, public
relations history, corporate and investor public relations, and law, as well as a new glossary of theoretical terms.
Public Relations Lookbook breaks down the basic principles and practices of fashion public relations. What it is, how it is
done, and, most importantly, how it can be implemented by YOU… without hiring experts. From writing press materials, to
media relations, to utilizing social media to promote your business, this e-book explains it all and provides simple howtos, helping you to secure media coverage and build your brand. What many PR agencies or publicists won’t tell you is
that while everyone and everything can benefit from good PR, small fashion lines don’t always need to hire an expert,
and can actually create and sustain their very own PR program. Until you are ready to bring on the pros, save some
money and do the PR yourself. Between then and now, why not save a lot of money without compromising one of the
most crucial aspects of marketing, and successfully launch your own PR campaign? This e-book will teach you how!
This second edition of Erica Weintraub Austin and Bruce E. Pinkleton’s popular text, Strategic Public Relations
Management, helps readers move from a tactical public relations approach to a strategic management style. Building on
the first edition, it demonstrates skillful use of research and planning techniques, providing updated research methods
that make use of the Internet and programs aiding data entry and analysis. This version also expands its focus to
communication program planning more broadly. Chapters in the book cover such critical topics as: *creating a framework
for planning; *identifying the elements of a campaign; *determining research needs and developing the research plan;
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*gathering useful data for strategic guidance; *making research decisions; and *applying theory to professional practice.
This book is valuable as a text in public relations management and communication campaigns courses, while also
serving as a reference for practitioners. It introduces readers to the tools necessary for developing and presenting
comprehensive, effective, and accountable public relations plans, ensuring they are well prepared for managing and
executing communication campaigns.
The world's most widely used and seminal introduction to public relations—now fully revised and updated for the 21st
century with online strategies that work Every Fortune 500 corporation, movie star, and scandal queen knows that a good
publicist is essential to building success and maintaining public support. But if you're a small business owner, an
entrepreneur, or an undercapitalized beginner seeking an edge in a highly competitive arena, it's unlikely that you have
your own high-powered publicist. Guerrilla P.R. 2.0 offers all the resources necessary to mount your own campaign and
get the media exposure you need. In clear and concise language, Michael Levine, one of the top public relations
counselors in the country, reveals the same procedures he uses every day to get press on major stars—and how those
strategies can be utilized on little or no budget. You'll learn how to think like a publicist and map out the perfect strategy
for success.
Strategic Public Relations has been produced as a core book for what will become a series of second generation books treating public
relations as a new, and separate discipline which has strategic implications for the whole business. Written primarily for senior executives and
PR practitioners, Strategic Public Relations also serves students and young executives, covering such topics as: corporate goals and
strategies; marketing communications; financial public relations; employee and local community relations; parliamentary and EU relations;
building an international reputation; corporate advertising; sponsorship and media relations; communications research and corporate
responsibility. All of the 16 contributors to this book, in addition to being recognised authorities in their fields, are senior practitioners. They will
broaden your business horizons by showing you that corporate relations, if done properly, will lead to improved efficiency, improved
competitive performance and, ultimately, to greater profit.
Presents the planning and execution of a public communication campaign from start to finish.
Cases in Public Relations Strategy draws on original, real-world case studies to provide students with a strategic approach to meeting the
needs of a client before, during, and beyond a campaign. Using the RACE (Research, Action Planning, Communication, and Evaluation)
model, students explore successful contemporary campaigns and evaluate best practices in all major areas of public relations activity. This
practical, client-oriented text shows students how to systematically evaluate and adapt to the needs of a particular client—whether big or small,
global or local, for-profit or nonprofit—in order to launch the most effective campaign. Each case includes a brief introduction focused on
fundamentals and core competencies, and all cases have been carefully selected to present a wide range of client types. In addition to the
lessons from professionals in the case studies, a section on PR consulting and an appendix on advancing your PR career give students the
knowledge and skills they need for success in the field. Give your students the SAGE edge! SAGE edge offers a robust online environment
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featuring an impressive array of free tools and resources for review, study, and further exploration, keeping both instructors and students on
the cutting edge of teaching and learning. Learn more at edge.sagepub.com/stjohn.
Public relations as described in this volume is, among other things, society’s solution to problems of maladjustment that plague an
overcomplex world. All of us, individuals or organizations, depend for survival and growth on adjustment to our publics. Publicist Edward L.
Bernays offers here the kind of advice individuals and a variety of organizations sought from him on a professional basis during more than
four decades. With such knowledge, every intelligent person can carry on his or her activities more effectively. This book provides know-why
as well know-how. Bernays explains the underlying philosophy of public relations and the PR methods and practices to be applied in specific
cases. He presents broad approaches and solutions as they were successfully carried out in his long professional career. Public relations is
not publicity, press agentry, promotion, advertising, or a bag of tricks, but a continuing process of social integration. It is a field of adjusting
private and public interest. Everyone engaged in any public activity, and every student of human behavior and society, will find in this book a
challenge and opportunity to further both the public interest and their own interest.
Deciding whom you want to reach and how you are going to reach them are crucial steps in developing your public relations plans. More than
any other aspect of the campaign, your audience helps define the type of program you should run and the direction you should take. Having
set your goals and establishing the longevity of your project will determine your schedule and resource allocation. A well organized public
relations campaign can help develop a public awareness of your services and educate people on how to use them. It can also be used to
counteract negative public perceptions and attitudes, or to enhance a maligned public image, while maximizing the utilization money and
resources.
A practical, easy-to-follow approach to public relations Written for students taking advanced courses in public relations, the book takes a team
project approach to learning about the field. The book introduces a three-step process--the PIE chart--that more accurately reflects the
campaign development process used in the real world. Exercises and case studies in every chapter guide students through the development
of their own public relations campaigns. This text is available in a variety of formats - print and digital. Check your favorite digital provider for
your eText, including CourseSmart, Kindle, Nook, and more. To learn more about our programs, pricing options and customization, click the
Choices tab. Learning Goals Upon completing this book, readers will be able to: Develop their own public relations campaigns Apply public
relations skills to the real world Understand how to apply communication theories to public relations
Bestselling authors and world-renowned marketing strategists Al and Laura Ries usher in the new era of public relations. Today's major
brands are born with publicity, not advertising. A closer look at the history of the most successful modern brands shows this to be true. In fact,
an astonishing number of brands, including Palm, Starbucks, the Body Shop, Wal-Mart, Red Bull and Zara have been built with virtually no
advertising. Using in-depth case histories of successful PR campaigns coupled with those of unsuccessful advertising campaigns, The Fall of
Advertising provides valuable ideas for marketers -- all the while demonstrating why advertising lacks credibility, the crucial ingredient in
brand building, and how only PR can supply that credibility; the big bang approach advocated by advertising people should be abandoned in
favor of a slow build-up by PR; advertising should only be used to maintain brands once they have been established through publicity. Bold
and accessible, The Fall of Advertising is bound to turn the world of marketing upside down.
Adventures in Public Relations engages students in the practice of public relations with exciting, timely, representative cases combined with a
strong focus on critical thinking and problem solving. This text conveys the excitement and challenge of public relations by presenting
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students with a real-world portrait of the profession. Students will learn from the successes and failures of the public relations campaigns
examined in the text. The book's focus on critical thinking helps students develop the problem-solving skills essential to success in public
relations. As with the authors' successful introductory text, Public Relations: A Values-Driven Approach, this text also encourages readers to
identify, refine, and test their own values systems.

"Creativity in Public Relations" guides the reader through a range of techniques and tips for generating creative ideas, as
described by the "five IUs" of the creative process: information, incubation, illumination, integration, and illustration.
First published in 2004. Routledge is an imprint of Taylor & Francis, an informa company.
Offering clear explanations, relevant examples, and practical exercises, this text identifies and discusses the decision
points and options in the development of a communication program. The cases and examples included here explore
classic public relations situations as well as current, timely events. This fourth edition includes updated case studes and
additional international case studies. The robust companion website contains PowerPoint slides, Test Bank, Case
Analysis Worksheets, Chapter Recaps, Glossary, and Career and Internet Resources -Evaluating Public Relations advises PR practitioners at all levels how to demonstrate clearly and objectively to their
clients and managers the impact that their work has. The authors draw on both their practical and academic experience
to discuss a diverse range of evaluation methods and strategies, illustrating them throughout with award winning case
studies and interviews. Fully revised and updated, the second edition of this book allows practitioners to more closely
monitor and evaluate their campaigns and helps them develop more robust campaign strategies. This edition includes
new information on: online evaluation; measuring relationships; practitioner culture, evaluation procedures and
structures; payment by results; econometrics; word of mouth. Covering both theory and practice, Evaluating Public
Relations is a handbook for both students and experienced practitioners.
Exciting, engaging and dealing with both the theory and day-to-day practice of public relations, this is a conscise and
approachable alternative to the larger, dryer and more expensive textbooks currently on the market.
Never HIGHLIGHT a Book Again! Virtually all of the testable terms, concepts, persons, places, and events from the
textbook are included. Cram101 Just the FACTS101 studyguides give all of the outlines, highlights, notes, and quizzes
for your textbook with optional online comprehensive practice tests. Only Cram101 is Textbook Specific. Accompanys:
9780205066728 .
Unleash Your Secret Weapon for Restoring Trust: Open, Honest Communications! Most PR books tell you how to "spin"
your message. People are sick of that! Spin Sucks will teach you how to communicate honestly, responsibly, openly, and
authentically...and truly earn the trust of your customers, stakeholders, investors, and communities. Top PR thought
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leader and blogger Gini Dietrich runs the number one PR blog in the world, spinsucks.com, where she shares cuttingedge tips and tools for effective, ethical communications. Now, she's integrated all she's learned into a complete,
actionable guide for every business leader who understands there are new rules to communications, but don't know what
to do. No matter what your organization does, Dietrich will help you: Share your story more powerfully--without sex,
extortion, or "truth-stretching" Humanize your organization, even if you don't have outsized personalities Tell the truth,
using the best techniques honed by centuries of storytellers Overcome whisper campaigns, anonymous attackers, and
trolls Create fresh, honest content that's compelling to both humans and Google Systematically prepare yourself to
engage more successfully online Clarify and close gaps between your message and your customer's perception
Celebrate your brand ambassadors Master seven steps for handling online criticism, and transforming critics into fans
Keep others from stealing your great content Learn actionable lessons from others' successes (and failures) Develop
more positive, productive agency (or client) relationships Converge paid, owned, earned, and shared media--and get
more value from all of them spinsucks.com
The PR Campaigns Worktext by Maria Scott walks students through building their own PR campaigns by combining
coverage of fundamental PR campaign concepts with the classic design of a workbook. Unlike other campaigns texts, the
worktext presents concepts, applications, and examples in campaign building, and then ask students to complete
worksheets with focused tasks so students have all the tools and direction to create and customize their specific
campaign.
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