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Using dozens of case studies from well-known companies such as General Electric, FedEx, Procter & Gamble, Merck,
Boeing, and Intel, Delahaye president and public relations scientist Mark Weiner offers a research-based model for
creating and implementing public relations programs that will generate desired results and improve an organization’s
ROI. Written as a highly accessible hands-on guide, Unleashing the Power of PR explains how to use market research
methods to plan and evaluate public relations programs scientifically. The author explores the benefit of learning to speak
to senior executives in a way that will improve communications and ultimately help strengthen PR performance and
results. In addition, the book debunks common myths—such as “PR is impossible to measure!”—that undercut the
effectiveness of PR and obscure its real value.
Every programme and project manager knows that they need interaction and engagement to be truly effective, but their
understanding of what good communication looks like can vary. All too often people are put into communication roles
without the necessary skills or experience. Whilst there are many texts on public relations and an increasing number on
internal/employee communication, programme and project communication spans a number of disciplines and has its own
requirements. Communicating Projects gives programme and project communicators a framework for developing an
effective strategy that goes well beyond inter-programme/project communication and looks at how to achieve behaviour
change and even increase employee engagement through the process. The book follows a best practice model for
communication strategy development and planning. The model is supplemented with vignettes that explore
communication concepts in more detail (for example employee engagement, communication theory and persuasion). At
the same time, the text follows the project lifecycle with the appropriate approaches for initiation, development and
delivery stages outlined. If you accept the crucial role communication plays in securing project success then this book is
a must-have guide for any project manager or anyone tasked with stakeholder engagement.
A Manager's Guide to PR Projects picks up where classic public relations textbooks leave off. It provides hands-on
guidance in planning the preliminary research for a public relations project and creating a plan to achieve specific goals,
guiding the reader through managing the project's implementation. It contains worksheets that can be used for a visual
representation of the planning process for both student edification and presentation to clients. The book is designed as a
user-friendly guide to take the reader through the four-step public relations planning process from a number of vantage
points. Intended as a learning tool for use in both the class and beyond, this book's approaches are based on real
experiences in the management of communications projects designed to meet organizational goals through achieving
public relations objectives.
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
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.
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.
In the evolving business education environment, South-Western leverages its learning materials across all forms of
media, from traditional textbooks to web-based formats. Top scholars, business authorities and thought leaders offer
expertise in a broad range of subjects.
Global Writing for Public Relations: Connecting in English with Stakeholders and Publics Worldwide provides multiple
resources to help students and public relations practitioners learn best practices for writing in English to communicate
and connect with a global marketplace. Author Arhlene Flowers has created a new approach on writing for public
relations by combining intercultural communication, international public relations, and effective public relations writing
techniques. Global Writing for Public Relations offers the following features: Insight into the evolution of English-language
communication in business and public relations, as well as theoretical and political debates on global English and
globalization; An understanding of both a global thematic and customized local approach in creating public relations
campaigns and written materials; Strategic questions to help writers develop critical thinking skills and understand how to
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create meaningful communications materials for specific audiences; Storytelling skills that help writers craft compelling
content; Real-world global examples from diverse industries that illustrate creative solutions; Step-by-step guidance on
writing public relations materials with easy-to-follow templates to reach traditional and online media, consumers, and
businesses; Self-evaluation and creative thinking exercises to improve cultural literacy, grammar, punctuation, and
editing skills for enhanced clarity; and Supplemental online resources for educators and students. English is the go-to
business language across the world, and this book combines the author’s experience training students and seasoned
professionals in crafting public relations materials that resonate with global English-language audiences. It will help public
relations students and practitioners become proficient and sophisticated writers with the ability to connect with diverse
audiences worldwide.
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;
*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.
Evaluating Public RelationsA Guide to Planning, Research and MeasurementKogan Page Publishers
A Practical and Concise Introduction to Agency Life The PR Agency Handbook guides you through the day-to-day
operations of a professional PR firm and offers best practices for creating a successful career in the industry. Authors
Regina Luttrell and Luke Capizzo highlight real-world examples from the field as well as interviews with PR experts to
help you bridge the critical gap between college and professional life. Throughout the book, you are introduced to many
of the sub-fields of integrated communication practice, including traditional public relations and corporate communication,
marketing, social media, creative production (print, digital, video, audio), web and user experience design, and search
engine optimization (SEO). You will not develop a fundamental understanding of the different components found within
an agency, but you will also gain an appreciation for the positive impact that excellent agency work can have on
organizations. Key Features: Real-world examples from the field ensure that the practical concepts presented become
concrete for you. Numerous interviews with industry professionals from across the country and around the world are
included at the end of each chapter to provide you with snapshots of the agency experience. A chapter dedicated to
social media (Chapter 6) offers you a comprehensive look at how companies utilize these important platforms An
introduction to the PESO and ROSTIR models shows you how to adapt your campaigns to meet the needs of today’s
integrated agency environment. A chapter dedicated to tools and templates gives you exposure to real documents you
will need in your career.
Visitors to museums, galleries, heritage sites and other not for profit attractions receive their information in changing
ways. Communications channels are shifting and developing all the time, presenting new challenges to cultural PR and
Marketing teams. Marketing and Public Relations for Museums, Galleries, Cultural and Heritage Attractions, as well as
providing some of the theory of marketing, provides the latest available case studies coupled with comments and advice
from professionals inside and outside the cultural sector to describe the possibilities and outline strategies for the future.
A strong theme of change runs through each chapter. The economic climate is already affecting the publicly funded
sectors and business and private sponsorship. How will it change over the next few years? The print media is
contracting; reading and viewing patterns are changing as online and mobile media grow. What are the trends here, in
Europe, US and elsewhere? Sustainability and global warming are not just buzz words but will have a real impact on
public and private institutions and their visitor patterns.ãeePopulation patterns are also changing with new immigrants
arriving and the proportion of over 60s increases in Western countries. Cultural tourism has enjoyed a great surge in
popularity and huge investments are being made in museums, galleries and events. Marketing and PR play a crucial role
in the success of such ventures and will be illustrated with case studies from the UK, US, Canada, Australia, Middle East
and China.ãee Marketing and Public Relations for Museums, Galleries, Cultural and Heritage Attractions is aimed at
students of marketing, museums, culture and heritage as well as professionals working in a range of cultural
organisations from small to large and at different stages of market development from new entrants to those offering
mature products. This includes museums, galleries, heritage and visitor attractions, community organisations, as well as
organisers of festivals, markets, craft fairs and temporary exhibitions.
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.
Proven techniques that maximize media exposure for your business A seasoned PR pro shows you how to get people
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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
Public Relations Writing Worktext provides the fundamental knowledge and the basic preparation required for the
professional practice of public relations writing. This textbook introduces readers to public relations and writing, providing
an overview of the four-step public relations process in addition to defining and detailing the writing activities involved. It
presents in-depth information on the writing formats and approaches used in implementing strategic public relations
plans, and offers instruction for developing all types of writing assignments, starting with memos, proposals, and news
releases, and moving on to the more complex tasks of advocacy writing, newsletters, crisis planning, and online
communication. Examples accompany the discussions, providing guidance and structure for the varied writing activities.
Retaining the approach of the second edition, this text incorporates numerous changes and updates, making it suitable
for use as a primary course text. Updates include: increased focus on writing for the web, blogs, and electronic media,
including information on writing social media releases and a new chapter entitled "New and Social Media" a new planning
outline to help writers develop more effective messages expanded checklists for writers to reference when working on
assignments additional examples of effective public relations writing by leading companies in a variety of organizational
settings, including Mattel, UPS, Burger King, Sara Lee, Xerox, Frito-Lay, and many more new assignments based on
topics, issues and problems that public relations professionals in all sectors face today restructured content for improved
writing flow and consistency full instructor manual available at www.routledge.com/textbooks/zappala Authors Joseph M.
Zappala and Ann R. Carden offer a clear and engaging introduction to the writing activities involved in public relations
practice, resulting in a valuable resource for professionals as well as a practical classroom text for students planning
careers in public relations.
First published in 2004. Routledge is an imprint of Taylor & Francis, an informa company.
In this updated edition of the successful Public Relations Handbook, a detailed introduction to the theories and practices
of the public relations industry is given. Broad in scope, it; traces the history and development of public relations,
explores ethical issues which affect the industry, examines its relationships with politics, lobbying organisations and
journalism, assesses its professionalism and regulation, and advises on training and entry into the profession. It includes:
interviews with press officers and PR agents about their working practices case studies, examples, press releases and
illustrations from a range of campaigns including Railtrack, Marks and Spencer, Guinness and the Metropolitan Police
specialist chapters on financial public relations, global PR, business ethics, on-line promotion and the challenges of new
technology over twenty illustrations from recent PR campaigns. In this revised and updated practical text, Alison Theaker
successfully combines theoretical and organisational frameworks for studying public relations with examples of how the
industry works in practice.
Evaluating Public and Community Health Programs Evaluating Public and Community Health Programs combines an
introduction to public and community health program evaluation with a detailed survey of methods in community
assessment, planning, program design, quantitative and qualitative data collection, data analysis, and reporting of
findings. The book presents an approach built on the two primary evaluation frameworks that are most common in public
and community health: the Donaldson three-step program theory-driven evaluation model and CDC's six-step Framework
for Program Evaluation in Public Health. The author emphasizes practical, ongoing evaluation strategies that involve all
program stakeholders, not just evaluation experts, and presents a simple and effective standards-based four-step model
that will produce rich and useful results. The book's resources (scenarios, worksheets, and guidelines) can be used
throughout the planning, implementation, and evaluation process. In addition, each chapter includes a list of learning
objectives, key terms, and ideas for review, as well as summaries and discussion questions that can reinforce each
chapter's lessons.
Evaluating Public Relations, now published with the CIPR as part of the PR in Practice series, advises PR practitioners at
all levels how to demonstrate clearly and objectively the impact that their work has to their clients and managers. The
authors draw on both their practical and academic experience to discuss a diverse range of evaluation methods and
strategies, illustrated throughout with many award winning case studies and interviews. Fully revised and updated, the
second edition of this invaluable 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 an essential handbook for both students
and experienced practitioners.
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 second 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.
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This book will provide the business reader with the necessary understanding of the problems and promises of public
relations research, measurement, and evaluation and the public relations practitioner as guide to effective use of
methods, measures, and evaluation in providing grounded evidence of the success (or failure) of public relations
campaigns.
The Public Relations Strategic Toolkit provides a structured approach to understanding public relations and corporate
communications. The focus is on professional skills development as well as approaches that are widely recognised as
'best practice'. Original methods are considered alongside well established procedures to ensure the changing
requirements of contemporary practice are reflected. Split into four parts covering the public relations profession,
campaign planning, corporate communication and stakeholder engagement, this textbook covers everything involved in
the critical practice of public relations in an accessible manner. Features include: definitions of key terms contemporary
case studies insight from practitioners handy checklists practical activities and assignments Covering the practicalities of
using traditional and social media as well as international considerations, ethics, and PR within contexts from politics to
charities, this guide gives you all the critical and practical skills you need to introduce you to a career in public relations.
Thousands of public relations (PR) students and professionals have relied on this authoritative text to understand the key
role of research in planning and evaluating PR campaigns. Revised and expanded to reflect today's emphasis on
standards-based practice, the third edition has a heightened emphasis on setting baselines, creating benchmarks, and
assessing progress. Stacks presents step-by-step guidelines for using a wide range of qualitative and quantitative
methods to track output, outtakes, and outcomes, and shows how to present research findings clearly to clients. Every
chapter features review questions and a compelling practice problem. PowerPoint slides for use in teaching are provided
at the companion website. Instructors requesting a desk copy also receive a supplemental Instructor's Manual with a test
bank, suggested readings, and case studies. New to This Edition: *Chapter on standardization, moving beyond the prior
edition's focus on best practices. *Chapter on different types of data sets, with attention to the advantages and
disadvantages of using Big Data. *Addresses the strategic use of key performance indicators. *Covers the latest content
analysis software. Pedagogical Features: *Each chapter opens with a chapter overview and concludes with review
questions. *End-of-chapter practice problems guide readers to implement what they have learned in a PR project.
*Appendix provides a dictionary of public relations measurement and research terms. *Supplemental Instructor's Manual
and PowerPoint slides.
Communication and relationships sit at the centre of our hyper-connected lives, and their effective management is a
strategic necessity for all organisations today. As the communication and public relations industries continue to grow
globally, they offer a dynamic career for those with the right skills and knowledge. Jane Johnston and Leanne Glenny
show how strategic communication and public relations plug into the social, economic and political world, creating crucial
links between organisations and people. They explain how communication professionals build partnerships, motivate and
engage stakeholders, manage content, media and planning, develop reputations, and troubleshoot crisis communication.
Strategic Communication is a complete introduction to the fundamentals of communication and public relations for the
next decade. It presents innovative and creative approaches to deliver 100 tools and tactics, over 30 theories and
models, and three levels of strategy that underpin successful communication. The authors include examples from around
the world, from private sector, public sector and not for profit organisations.
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 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.
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
Discovering Public Relations introduces students to the field of PR in a practical, applied, and hands-on way that prepares them for the
modern workplace. Author Karen Freberg guides students through the evolution of contemporary PR practices with an emphasis on social
media, digital communication, creativity, and diversity. Understanding that innovation alone can’t create success, Freberg shows students
how to use, choose, and implement evidence-based practices to guide their strategic campaigns. The text will transform today’s students into
tomorrow’s successful PR professionals by giving them the tools to think creatively, innovate effectively, and deploy research-backed tactics
for successful campaigns.
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• A supplementary guide for students who are learning how to evaluate reports of empirical research published in academic journals. • Your
students will learn the practical aspects of evaluating research, not just how to apply a laundry list of technical terms from their textbooks. •
Each chapter is organized around evaluation questions. For each question, there is a concise explanation of how to apply it in the evaluation
of research reports. • Numerous examples from journals in the social and behavioral sciences illustrate the application of the evaluation
questions. Students see actual examples of strong and weak features of published reports. • Commonsense models for evaluation combined
with a lack of jargon make it possible for students to start evaluating research articles the first week of class. • The structure of this book
enables students to work with confidence while evaluating articles for homework. • Avoids oversimplification in the evaluation process by
describing the nuances that may make an article publishable even though it has serious methodological flaws. Students learn when and why
certain types of flaws may be tolerated. They learn why evaluation should not be performed mechanically. • This book received very high
student evaluations when field-tested with students just beginning their study of research methods. • Contains more than 60 new examples
from recently published research. In addition, minor changes have been made throughout for consistency with the latest edition of the
Publication Manual of the American Psychological Association.
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.
When initially published in 2005, the two-volume Encyclopedia of Public Relations was the first and most authoritative compilation of the
subject. It remains the sole reference source for any library serving patrons in business, communication, and journalism as it explores the
evolution of the field with examples describing the events, changing practices, and key figures who developed and expanded the profession.
Reader’s Guide topics include Crisis Communications & Management, Cyberspace, Ethics, Global Public Relations, Groups, History, Jargon,
Management, Media, News, Organizations, Relations, Reports, Research, and Theories & Models. Led by renowned editor Robert L. Heath,
with advisory editors and contributors from around the world, the set is designed to reach a wide array of student readers who will go on to
serve as opinion leaders for improving the image and ethics of the practice. The Second Edition continues to explore key challenges facing
the profession, such as earning the trust and respect of critics and the general public. Much greater emphasis and space will be placed on a
theme that was just emerging when the First Edition appeared: the Internet and social media as public relations tools. International coverage
and representation has been greatly expanded, as well. Finally, biographies (which are now widely available on the Web) have been deleted
to give room to areas of enhanced coverage, and biographical material are included where appropriate within the context of topical entries.
However, a long entry on women pioneers in public relations has been included as an appendix.
How to Market Your School is a comprehensive guide that provides school administrators with tools to help them create, implement, and
maintain a successful marketing program. Topics covered include developing a marketing strategy, marketing research, communications,
media relations, building beneficial partnerships, public relations, and fund raising.
Written for library administrators, this book presents the basic concepts and techniques of marketing and public relations, showing how they
have been applied to libraries both historically and in the present context. Annotation (c)2003 Book News, Inc., Portland, OR
(booknews.com).
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
Relations Campaigns is vital reading for students, practitioners or managers who want a definitive guide to the planning and management
process.

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.
Operating under tight budget constraints and with an ever-increasing range of tools and technologies to choose from, PR
professionals have never been under so much pressure to justify their decisions. Evaluating Public Relations advises PR
practitioners at all levels on how to demonstrate clearly and objectively the impact that their work has to their clients and
managers. The authors draw on both their practical and academic experience to discuss a diverse range of evaluation methods
and strategies. This fully updated edition of Evaluating Public Relations includes coverage and advice on the industry standards on
PR measurement. Covering both theory and practice and containing case studies on Philips, Pepsi, St John Ambulance, Medicare
and Westminster City Council, it is an essential handbook for both students and experienced practitioners.
1:Principles of Public Relations Practice 2:Evaluation and Communication Psychology 3:Practitioner Culture - Why We Do What
We Do 4:Gathering and Interpreting Information 5:Evaluation Structures and Processes 6:Developing a Media Evaluation System
7:Evaluation in Practice: Case Studies 8:Objectives and Objective Setting 9:Future.
In the world of business, public relations affects all types of organization, however large or small, commercial or non-commercial.
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
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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 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.
First Published in 2007. Routledge is an imprint of Taylor & Francis, an Informa company.
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 Sub-Saharan 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 brandnew 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.
Social Media for Strategic Communication: Creative Strategies and Research-Based Applications Second Edition teaches
students the skills and principles needed to use social media in persuasive communication campaigns. This book combines cutting
edge research with practical, on-the-ground instruction to prepare students for the real-world challenges they’ll face in the
workplace. By focusing on strategic thinking and awareness, this book gives students the tools they need to adapt what they learn
to new platforms and technologies that may emerge in the future. A broad focus on strategic communication – from PR,
advertising, and marketing, to non-profit advocacy—gives students a broad base of knowledge that will serve them wherever their
careers may lead. The Second Edition features new case studies and exercises and increased coverage of diversity and inclusion
issues and influencer marketing trends. INSTRUCTORS: Your students save when you bundle Social Media for Strategic
Communication, Second Edition with Freberg?s Portfolio Building Activities in Social Media, Second Edition featuring 125 realworld activities across various social media platforms. Order using bundle ISBN 978-1-0718-6142-4.
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