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relations
textbook (Cutlip, Center, & Broom, 2!
presents a four-step model of the publ
tions prox

i€ rela

2. Planning public re

L

. Implementing public rela
grams through actions and com-
munications

4. Evaluating the program

The rest of this chapter uses this model

fous forms of public re

Defining Public
Relations Problems
The first phase in the pre
gathering inform n th
anticipate possible public relat
lems. Several technigues are useful at th
stage: environmental monitori Iso calle
boundary scanning) i tions audir:
communications audits, and social audis.

Environmental Monitoring Programs. Re-
searchers use environmental monitoring pro-
grams to observe trends in public opinion
and social events that may ha ifi
pact on an orga
argues that envire
should be integrated into a compal
ment function. (

he early
an attempt to identify eme;
akes the form

ay conduct a content analysis o
journals in the fields of economics, politi
and science; another company may
50T @ continui ysis of trade and gen-
newspapers. Gregory (2001) presents

er:

a typology of monitari
y four sectors: politics

xternal environment. An al-

ternative method is to perform panel stud-
y leaders or other influential
ble citizens. These people
v about the ideas they
rerviews
new topics of in-
sts several strategies
onmental monitoring including
monitoring discussion groups, chat rooms,
and blogs. Whether these techniques are
used may depend on several factors. Okura,
Daozier, Sha, and Hofstetter (2009
t the use of for
ning methods wa
mental conditions and also on

| environmental scan-

Brody and Stone (1
of monit
maoni

concern
the Exxon Val.
heavy visibil

and th
sparked inee
ge alienation. However, there is no scien-
tific way mine what is or what may
become a trigger event. Monitors are left to
trust their instincts and judgment.

The technique of precursor analysis is
similar to trigger events analysis. Precursor
analysis assum g rs establish trends
t ultimately trickle down to th
:ty. For e

det

500
nd to lead in inne

which have caught on in the
United St At home, California tends te
be a leader i rance concerns and Flori
in health issues. Monitors are instructed to
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pay partic
the 3

The second phase o
oring consists of
n on major issues. Typically
s either a longitudinal panel stud
which the same re
several

smpany have conducted
rate tracking studies. The Insur
ch Council conducts a pre
the Public Attitude Moni
continuing nationwide st

g consume

uled person
vided by vario
might ask about a variety of topics, I
political opinions to basic market re-
arch information. For e
poration sponsors CARAVAN,
ly national telephone omnibus
blic opinion. Public
lize in

political campaigns ma
public opinion surveys. Some of the pol
techniques used include the fi

current trends in public opinion in a
ate or community that could be

.

tempt ¢
changes in se

Such a poll can
lish positions on various i

50

—polls that take plac
ne poll and that are used

le monitor-
ing studies more efficient. Moreover, several
commercial fi provide Internet m

ices. CyberAlert, for example,
s publiciry comp: prod-
on thousands of news and information
sites, discussion groups, and other are
the web. Pol

ni-

ErEpOrt.com contains a

Public Relations Audits. The public
audit, as the name suggests, is a com
f the public relati
ization. Such sudie
f ling bath
) and externally
{opinions of customers, stockh
munity leaders, and so on). In
on (1986, p

lders
hort, as st
the public

| used spe-

15 Prc I
The first step in a publ

the organ

called

ers, empl ors, and the

public. This stakeholde sis is usually
-onducted via perso h key
ment in each d by a

content analysis of the company’s external
communications. The second step is to deter-
mine how the 2 53 i ch
of these audi

ac




409

Figure 16.1

A Semantic Differential Scale for Elicifing Perceptions of Eleciric Companies

The ideal Electri

bad
concarnad
unresponsive
warm

Profiles of ideal

Figure 16.2
Ratings Study

05"} and Actual ("As") Electric Companies Resulfing fram

The Idaal Electric Company

good
unconcemed
responsive
ook

big

bad

concarned

__ unresponsive
wam

small

s are often used. For ex-
pondents might be asked to rank
their perceptions of the ideal electric con
n a seven-point scale for a series o
¢ pairs, as shown in Figure 16.1
Later the respondents would rate a spe

fic electric company on the same scale
rach item w
5 placed on a

figure to
re 16
e is represented by the “Os”
actual electric company’s standing
“Xs."By comparing the two, pu
archers can readi

I electric

relarions campaign and again ar the conclu-

ion of the campaigr
tiveness. A search of the
that many mark compa
lic relations auditing services.

es offer pub-

Communication Audits. The communi-
cation audit resembles a public relations

audit but has narrower goals; it concerns

L1

the inte and external means of com-
munication used b ization rather
than the co

& v 0P M F
point communication problems.
b3 yze a sample of all the
y blications
hicles.
3. Conduct focus ups and inten-

es that
s toward
tions. Use this

sive in




ud report results to em-

ns audit fol
but the focus
¢ done

An external communica
lows the ure

other external groups.
wo research techniques ge
in conducti uch an audi

people read certain
employee newsl
remember thi

and
The

0 Improy content, af
pearance, : thod of distribution of tf
blications. Sparks {1997}, for example,
d the attitudes of and

uge the
ions and press relea

Social Audits. A so
scale environmental m
» measur

blic responsibilities.
iback on company-
ms such

sponsored social action pre

ronmental ¢

st form of public
st challeng-

ations r
Researche
s as which
<t data, and h

ams. Nevertheless, several

social audits. When the Unil pany
uired Ben & Jerry’s ice cream in 2000,
y conduct a social audit so
would continue to carry
missions of Ben & Jerry's.
of the corporate scandals of
v companies began conduct-
g integrity audits. These audits concern

how tk ganization’s ethics are viewed
by employees and me f eral
iblic. The results sh 1 prac-

es of the company conform to the stated
mpany value,

Planning Public
Relatiens Programs

After gathering the information from
the various methods of environmental
scanning, the next step in the process is to

NS program

Analyzing Annual Reports

The top management of most |

companias is inferasted in how

annual report is recei

fo spend $50,000 or more to

analyze reactions fo its annual report.




cerning
sional

1sers of the pr umt and
val users. Among investors, the go:
t be to increase stock purchases by ilies Fu:‘lhm
VEStOrs Army, a computer game
example, environmental monitoring for free over the [nterne
. Army turned up the fact that re-  ment d

at can be played
as another it

e,

t numbers were down, and young Additionally, the qualitative techniques

¢ atitudes about  discussed in Chapter 5 can be used in the

the n‘..l.-mr\'. lhu a public rela-  planning phas 1[\‘ , State Farm
tions agency to pl in which
ment. Asa fi ¥ = 10 most

to find out which 2 zar ersections in the United

blems the Army faced. Surveys .1rd focus  States. In an attempt to find a name for the
up research uncovered the fact that young campaign that would resonate with consum-
pmph- valued such qual ers, the co conducted a number of
anr'n which word
npaign.
re discussed, including
and haz . but
ants thought that
ost appropriate. As

a I'\.'\Llll State Farm labeled its ¢
The Ten Most Dangerous Inters
In addition, researchers also conducted
intensive interviews with local officials in
those communities u'|r'n th dange

es as independence

)

tions program. The new
Id “Be All You (
splaced it with a new t
One”— that emphasized indi
agency pi a number of
and executions of this theme. Appro .1\.|‘|_'-.
did not rur'lul their oup were
¥, an ac program  welcome the publicity because the
\\¢1\|1u’1\.|1\.d Measurable goals included in. ’1 m f.t 1h;I problem and thar
creasin, ruitment, inc ! nce no significant
of hits on GeArmy.com, and an incre: a5 2 result of the
number of calls to the Army’s 800 number

The

the
results ¢

phase also involves re-
.unmp.n to determine the me
but it wa media fo the pro-
holders—  gram. At its most b rch
ed that the  entails finding the reach, mqmnu and




A second
media audit
porters, ed

type a research is th
A media audir is a surve v of re-
and other onnel
1\ I stories
and hvn they perceive the puM relations
Most mulm audit sur
a profession-
For example,
ions division at a le
s market research com
media audit with rep:
publications. The s
that the reporters had little
the firm or understanding about w L
Other questions asked what kinds of infor-
mation the reporters would most |
ceive from companies. Responses r
that case studies were the prefern
As a result, the
relations appro
rigs in tr. du an

CV s chients.
HIJL- abo
(“Media Audits
the publi
telecom
pany condu,

a nudn audir ¢
revealed, am
ism” was nc
uatr

| rld.l journalists rhu
other things, that ©
an important consideration in
ews releases. Journalists ranked

news value and an interes as the
two factors that were most significant in suc-
cessfully getting a news rel The
survey aled that the chief complaint
of the journalists was that public relations

ers were not familiar with the puk
ns th re contacting. Ledingham

Implementing Public
Relations Programs

The most common
i tatio
ng the efforts ¢

research during
phase consists of moni-
of the public relations

ram. Two of the most

ori

frequently used
iques are gatekeeping re-

o tech

moni
search and output analy

Gatekeeping Research. e prmw study

e characteristic

mm [u ‘th conte:
examined [cn u\lmpl..
Varren (1992) examined which

, and Starr (1994}

between the grammar
I news releases and
l-‘L nd th
ses and make
ication. H
7) noted that the newsworthiness of a
ease 15 a strong predictor of whether
ase is used but is not related to the

edi-

; used some of lh
the story but seldom
e. Harmon and White
use of 14 VNRs that
ere aired more than 4000 times across the
United States. They found that most w
used in newscasts, and \\Ih

06) found that lak .|H'I‘
¥ \]l as a product of an outside o
i not affect judgments of the
of the story, the reporter,

industry.




L‘u[pu[ analysis meas!

wel \ Ihu nr‘

lization receive
w\l in ourput a

= or articles that appear in selected mass
media. In addition, it is possible to gauge the
A public relations cam-
e number of sto-

ries that are ney
is less useful th
n positive ¢
eastre

an a campaign tha
age. It is also possible to
p n‘:nn‘cdl.ﬁ OUEPULS SUC

nmann (1997) lists s
C output r1n.1|\
tra mrmnll conten
termine the type of story that appeare
feature, editorial,

\w SOUICE €
[\ru\\ conference, i
exposure (column inches in print med
numbe ninutes ¢ f‘ur time in the

what company «
issues were covered, h
age was given to competitors, and so on
Additionally, content analysis is used to
loak ar more subtle qualities. Public rela-
dge the tone of the
, neutral, or

AVOT-
2. As Lindenmann points
sis must be based on
essing posi-

qu(-[ul wl Imt
¢ much cover-

ness -.f a public re
number of hits on a comp.

additional information or fi
forms can also be measured.
Nonmedia activ ities can also l‘u studied
I1 outpur analysis, such as artend

of mﬂm ce wnh\n the field. Researchers can

bulate the number of promotional
nd the number of
ements generated

sis is
number of impres-
sions \llll ibuted to a public
. This measurement
LJI\.l‘I.“[IIIL the reach and frequency of th
various media in which campaign-related
stories appeared to determine the number

o, which has an audited circ
000, thar arricle
ions or opportunities to
v. If two stories app
would create 8(
rion, researchers can determine
of those impressions actual

audience
fl."ma such as
(see Chapter 14).

The problen using impressions is
that the researcher has to make seve
sumptions. For instance, it is assumed that
all readers included in the circu
ports actually read the articles associated

as compiled
Mediamark and Nielsen

with the paign and that who
visits the ) ite | the
item. In |Lnrum to that connection, Brody
(2003) points out the follow Suppose
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a news r
that reac

; the act
» (60 % 50 x

25). In sum, the

al exp
ate the

her method is i

calculate adver-
tising equivalenc by ¢ i

by countin|
spapers
er of seconds
ge for a cli
g them into the equivalent ad-
rtising costs. For exa sume a local
TV station | ra 30-second
spot. A public relations firm manages to
place a 90-second VINR on the station’s
ivalency would

cal

The advertising
0. The

item. The % spot on the loc
newscast might have been edited so
referen: d visuals related to the client

were removed.

Evaluation Research. Evaluation research
refers to the process of judgin f
ness of prog plannir
tation, and impact. Baskin,
Lattimore (1997) sugpest that evaluation
should be involved in virtually every phase

pose the following

pr
after the cam
ers check to see
havin

f the program is
its intended effects. If thera

s seem to be
the
madified.

Outcome

. When the
the prog i
These finding

anges for the

result:
are used ¢
future.

assessed.

Suggest

ier {1990} compare
to a field experiment
“hapter 5).
npaign is simil
eatment, and the targer
similar to the subjects in the ex
If possible, public relations researchers
Id try t oups
olate campaign effects from other
: The public relations
and-after measures
nificant differ-
ences exist that can be attributed to the
campaign. However, Broom and Dozier
attention to the fact that public rela-
amic settings,
and as with most field experiments, it is
difficult to control e s variables
t, it may not be scientifically p
gram caused the resalts.
om a management standpoint,
systematic eval search may
he best available eviden
flectiveness.

Vel

the same three levels of effect that were
mentioned in Chapter 157s discussion of
nitive, affective, and con-

titudes, opinions,
frequently. Final
the conative |
gauge public rel

ins impact. Obviously,




the tech
effectiveness \rud es—prete:
tracking studies—can be applied in measur-
ing the impact dimension of public relations

- relations researchers should be
some common mistakes that can
nation research. Baskin, Aronoff,
timore (1997) caution against the

This

with results.
15 a case of confusing outy

th outcome res
of press clipping
fort, but the pile

ul‘Jur!l' ef-

2.8 mea-
ns practitio-
Itute intuit
jecti
L\\\\I-I’k has no
»n research (or any
3.

ples may lead to e
nfounding knowledge and a
titudes. It is pcuthu that a pu
ght Imv

TOTS.

,nr'luun;cu

Confusi

result in favorable behavior,

Benchmarking is a method used
npact that is
ichmark is a s
pany t
ress; research is conducted before

SE55 an
A

used by a o
tions pre
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the standards of
\['lH\\h Clh nch-

m’rk nn,:l‘.'.' i

Gronstedt (199
ing benchmarking ~[u\\y
Furopean design firm. The cc
veys its mel
such as “My makes
ties” and
for me to improve my ne
job.” Employee responses are then compared
to a benchmark
e survey Lm-n i
more than 40 countr
Lindenmann (198
examples of
orations

a continu-
one by a top
mpany annu-
yees with questions
yod use of my abili-

discusses sever: 1I
luation r
The Aetna 1
used before-and-after pe
to iﬁ[rnimu a

Company
art (Jf-\l camp

rlmt a \Jr‘.: n1\1|0.
ctly believed that )

tinely extended to nu
After a communication campa
s polls found
of Medi
en befo
The lm(.turv for Public Relations” web-

y articles about eval

Qualitative Methods
in Pqu: Relations
qual = technique has
popularity in public re
Ih\mnn and H way (2002) su

tiv

one reason behind this trend is thar pub

r ns practitioners have shifted th
cus from one-way communi m- n
trol to dialogue and colla
now organizations must hear, appreciate,

and ¢
I
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. the qualit
used by public
the
nigues mentioned
ample, Wri

ley {2 used focus groups
w women viewed the
in the public relations
er, Cropp,
ducted a case study of the public relations
impli f Norfolk Southern’s hos-
tile takeover bid of C . and Bardk
(2003) conducted intensive interviews in
= cultural context of public

qualitative methods, how-
ever, are becoming more popular in public
relations research: critical incident technique
d discourse analysis.

Critical Incidents

The critical incident technique is a com

bina of in-d i ing and the
alue is that

ther in- h

cident from the perspective of those who
were involved in it. A critical incide

fined as an incident in which the purpose or
intent of th ear to the observer and
the consequen: inite. Further, the
event must ha arcated be-
i a researcher must
led account of the

s de-

demar.

« It focuses on a particular event or
phenomenon

It uses informants” detailed
descriptions of the
the phenomenon.

content analysis to anal
these descriptions.

« It interpretive themes based on
the results of the content analysis.

One common method is to ask about
positive and negative incidents.
2}, for exam used the criti-
hnique to examine thy
1ons implications o
sts at a large Las Vegas he
asked to identify two incidents
ying and one dis-
were then asked a series
bout the incidents. The research-
ers next asked em ) identify
one satisfying and one incident
and respond to the inte €
from the point of
The responses were categ
emes and analyzed. Tt
areas th

he technique is that it focuses
orld incidents as seen through the

of different critical in-
e examined compared, :
can lead to greater theorerica
ns operations
publ
n of the critic
cidents technique is that it depend
memory of the informants for its da
people may remember more d
others, and some may their memories
distorted by selective perceptions. Research-
ers using this technique need to consider
the reliability of mformation that they
gather. A second limitation is linked to the
sometimes sensitive nature of critical in-
cidents, particularly those that involve




Research
1 pracrice
! ality of informa-

a critical incident analy-

n gained duri
sis (see Ch:

apter 3)

Discourse Analysis
Discourse analysis is a me
ed gualitative t
used to stud
tion. /

nization

tions or written messages. Discou
sis is concerned with the
is used in so cts and h
make s vf one another’s me
van Dijk (199
S examines
nd when.

1. The form and content of the lan-
ua
he ways people use I
communicate ideas and beliefs

ed

3. Institutional and o

factors that might shape
lan

L ples of te
es that are relevant to the prob-
lem being investigated. These may consist
of existing documents, such as speec
by ¢ executives, press r
internal memos, and advertisem

addition, the researcher can
data by conducting inte
formants.

There is no concrete
cting a disce

segments of language to identify
themes, and |
searcher mig
rsis that looks

: nguage. Finally, the
or should pay special attention to
the context of the | axamining such
i he circumstances

in and Behrens (2
1 a discourse analysis of Nike's
1 and external communications.
analyzed such linguistic structures as
semantic associati opposites, degrada-

el nipulation, p m selection,
obfuscation, slanting, speech acts, restricted

3), for examp

Positive Perceptions

Although public relations studiss may show
that consumers perceive a

way, it doas not mean
consumers will buy

the company. For example, wi
be perceived posifively, many people may no
shop at Sears bacause they have
finding a salesps

ult fime
n in the store to help them.
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Inquiry Studies

gests another type of
4y for publ
inquiry shudy. An inquiry shudy is @
i swvia and analyais of the range
and types of unsolicited inquiries that an orga-
nization receives from the key audience groups
with which it communicates. Such a stud:
could be done by radifional content analys
ng.

Lindenmann (2006) st

relations proctitio-

or by telephana or enling infer

style, and metaphor.
the height of Nike’s popularity, b
pany literature and press reports contair
preponderance of positive im
this changed when the company
of unfair labor practices. The press aban
ned its positive portrayal and used the
same lingui ces Lo Create a more ne
tive image. er example, Holtzhausen
) conducred a discourse

s conducted s publi
ssionals and found that many
postmodern values. Finall
(2009

com-
da

used discourse
rystallex Internation

analysis to e
i 5 in South

Corp

N NEWSPApPers, :

specialized media in the
found that the company C I
forts improved once it started emphasizing

COTpOrate resy

Advantages and Disadvantages. Di
can be used to study di
wns and subjects. It allow
c relations researchers to unc
Iy held attitudes and perceptions that

deepl

For example, it might benefit an organize-
le who contacted
formaticn, sam-

tion to inferview thos
it requesting background
plas, ot proeatianal masris OF o,
such a group of people is a self-selected
unscientific sample but interviewing 1
people would provide information about the
very target audience that the
trying to reach

are important in an organization’s ima
and communication practices that mi
not be uncovered by any other methods.
On the other hand, discourse analysis can
take large amounts of time and effort.
A second disadvantage is that this tech-
nique focuses s¢ Although
1 n ment
of public re 1
the whole story. Consequently, discourse
1 be supplemented by
iques such as ohserv

ng

ht

Is

PUBLIC RELATIONS
RESEARCH AND THE
INTERNET

Much of the current research in public rel
s is focused on the Internet. In addition
a research ool for
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non-wiki sites.
The last area of r

arch uses methods
similar to the usability research dm‘u»w\J
\'Im_mur 13. Vo

ranch of introspective research m
at r|1. beginning of Ilu chapter. Se
ys h scribe how pul

lic relations prnruw.-ml\ feel about using
the various features of the Internet. For ex
ample, Wright and Hinson (2009} surve
practit
that blogs had ch

& reported that their companies had
missioned research

nt. nd Sweetser (2
SUIVE) ut their
of 18 s ocial nud|.1 tools and thei

cial media are cl

k them tc questions about t
ression phase. One disadvantage of this
it looks at website usage in
nment.

ars will undou
an muu\m in the amount and type
5 research that examines h
\nhc relations process has been ck
the Internet.

As mentioned earlier, monitc
Internet has become part of the pro
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