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15-10-15 formula, 165-166
The 7th Sense (Helmering), 323
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accessibility, 159-160, 320
account executive, 42
accountability, 291
action plan, 26, 27
active voice, 330
advertising
agencies, 38
bribes, 321
cost, 151
versus direct-response PR, 294
versus editorial, 157-158
manager, 50
market research, 291
myths, 311
newsmaking element, 28-29
paid search, 228-229
versus public relations, 10— &, 288
public relations professionials’
attitudes, 321
rationale for public relations, 313
strategic plan creativity, 32
synergy with public relations, 68, 316
waste, 31
advertising equivalency (AE), 287-289
affinity group, 62-63
after-dinner talk, 138
The Agency Databases (Lexis Nexis), 46
agenda, 270
All-in-One Media Directory, 340
alphabetical organization, 328
analyst meeting, 160-161
angle
advertising versus public relations, 18
blog strategy, 239
newsletter content, 88

press release tips, 104
publicity event benefits, 264, 265
relationship with media, 153
strategic plan creativity, 32
TV pitch, 193-194
anniversary, 265
annual report, 216
anxiety, 333-334
AP Day Book (Assoziaied Press), 193
apology, 283
application story, 109, 118-119
approval auv’hority, 44, 50, 104
article. Se= cico feature article
newslctter content, 91-92, 95-96
Web site design, 216
arrist, 42-43
asset, 34
Associated Press (news agency)
AP Day Book, 193
contact information, 342
The Associated Press Stylebook and Libel
Manual (Goldstein), 338
attachment, e-mail, 106, 150
attorney, 281
attractiveness, 18
Audacity (podcast software), 243
audience
cultural differences, 150
goal setting, 25
key groups, 18-19
newsletter, 86-88
pre-planning research, 24
presentation handouts, 141-143
press release tips, 102
public relations assessment, 21
public speaking delivery, 136-138, 139
radio advantages, 173
strategic plan format, 26
strategy assessment, 35
talk show preparation, 177
target, 30-32
tips for writing success, 329
visual aids, 140-143
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audiotape, 134-135
audiovisual aids, 140-143
audit, 23-24

author, 127, 161

award, 86
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Bacon’s Media Directories, 341
Bacon’s PR Service, 57
bad press, 29, 165-166
banner ad, 224, 227
Barnum, P. T. (circus founder), 261
Berkman, Robert I. (Find It Fast: How to
Uncover Expert Information on Any
Subject — In Print or Online), 338
Bernays, Edward (father of public
relations), 299-300
Bernhardt, Sarah (actress), 16
Big Blue (computer), 304
biography, 54
BlastPodcast (podcast software), 243
blog
benefits, 237
business strategy, 238-241
creation, 237-238
importance, 232
monitoring tips, 232-235
negative comments, 234-235
overview, 231-232
pitch, 235-237
promotion, 240-241
Blog Search Engine (search engine), 240
Blogdex (search engine), 240
Blogger.com (Web site), 238
Bloglines (RSS reader), 233
blogroll, 241
Bloogz: Worldwide Blog (Web site), 338
Bly, Bob (author)
audience target, 31
blog tips, 240

The Copyuwriter’s Handbook: A Step-by-Step

Guide to Writing Copy That Sells, 338
radio pitches, 181
strategic plan creativity, 33
body, 98, 99-100

body language, 168, 170
boilerplate, 104
books, 161, 338-339
booklet, 202-204
bookmark, 225
bookstore, 62, 71
boredom, 322
brand awareness
blog benefits, 237
brand evangelists, 255-258
brand terrorists, 258-259
viral marketing, 82
breakout session, 131, 138
bribe, 109, 321
broadcast intervievr, 162-170, 179-181
Broadcasting and Cuble Yearbook
(directory). 542
brokerage; 21
b-roll, 27, ' 31
budg=t
efi=cts, 11
lnaximization of agency services, 45
paid search, 230
public relations agency selection, 41-42
public relations benefits, 11-12
publicity event, 265-267
rationale for public relations, 316, 317
strategic planning, 25-26, 27
TV broadcasts, 193-194
Bulldog Reporter magazine, 339
Burrelle’s Media Directories, 341
Burrelle’s (monitoring service), 53
business audience, 25
Business Wire (newswire), 342
buying habit, 63-64
Buzz Index (buzz monitoring service),
251-252
buzz marketing
benefits, 248-249
e-mail, 259-260
legends, 261-262
measurement and tracking, 260-261
strategies, 249-252
timing, 252-253
tips for success, 253-254
versus viral marketing, 247-248
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Cabbage Patch Kids (toy), 303
call list. See media contact
call-in radio show, 33, 177, 179
call-to-action press release, 211
camera crew, 188-189
Canadian Public Relations Society
(CPRS), 337
canned presentation, 137
Caponigro, Jeffrey R. (The Crisis Counselor:
A Step-by-Step Guide to Managing a
Business Crisis), 338
case history, 95, 109, 118-119
catalog, 60, 216
celebrity, 259, 265
chain, of command, 50
character creation, 81
charitable cause, 15, 77
chart, 216
chat room, 221
checklist
crisis rules, 283
idea formulation, 69
press release, 104-105
children, 264
chronological organization, 328
clarification, frame of, 165
client list, 41
Clinton, Bill (former Presidexc), 301-302
clipping file, 68
clipping service, 53, 292-293
closing paragraph, 104
clothes, 168-169
Cohan, George M. (composer), 13
cold name, 21, 56, 157
Coleman, Derek (basketball player), 320
College Media Directory, 341
Collegiate Presswire (newswire), 342
color, 219
column, 96, 127
combination, synergistic, 68, 316
comment, declined, 319-320
commerce, 220

commercial message
overview, 29-30
radio advantages, 172, 173
communication
crisis management plan, 281, 282-283, 286
event planning, 269
maximization of agency services, 45
rationale for public relations, 315
Communication World magazine, 339
communications training, 15
community
affairs, 96
brand evangelists, 258
e-business success; 220-221
relations, 14
company
background/history, 214
fact sheet, >4
official message to employees, 86
Web sire design, 214-216
comany newsletter. See newsletter
touipassion, 283, 284-285
competitor, 40, 317
complexity, 254
compliment, 257
computer file, 109
concentration, 168, 170, 174
concept. See idea; strategy
conference call, 45
confidentiality, 214
consistency, 336
constructive criticism, 323
contact information, 98, 99, 215
content, online
blog strategy, 238
control of, 17, 163
e-business success, 220
podcast pitch, 243
search engines, 226
user-friendly Web sites, 218-219
contest, 75-76
convention, 130-139
conversational tone, 164
conversion, 221
co-op marketing, 223
copyright, 188
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The Copyuwriter’s Handbook: A Step-by-Step

Guide to Writing Copy That Sells
(Bly), 338
corporatese, 329-330
coupon, 93
cover letter, 103
CPRS (Canadian Public Relations
Society), 337
creativity
benefits, 12
criteria, 12
inspiration, 70-71
maximization of agency services, 44
press release, 200-211
process, 66-70
public relations opportunities, 275-277
public relations principles, 10
requirements for success, 65
role of public relations, 19-20
strategic planning, 32-34
credentials, 116
credibility, 17-18, 164, 222
crisis
definition, 279
management plan, 280-283
potential, 279-280
purpose of public relations, 10
rules, 283
Tylenol’s example, 301
unethical behavior, 325
view as red alert, 285
The Crisis Counselor: A Step-by-Step Guide
to Managing a Business Crisis
(Caponigro), 338
criticism, 322-323
culture, 150
customer
crisis management plan, 283
demand, 62
goal setting, 25
newsletters, 89-90, 95
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data processing story, 96
database
contact list creation, 56
increased Web traffic, 224

online articles, 126
presentation prospects, 144
daybook, 193
Daypop (search engine), 240
deadline, 109, 126, 152
Deadline Online (Web site), 338
deductive organization, 328
definition, frame of, 164-165
DeLuca, Fred (chairman of Subway
sandwich company), 184
deputy crisis manager, 281
design, newsletter, 90-92
deskside briefing, 162
desktop publishing, 52
A Dictionary of Meiern English Usage
(Fowler), 336
digital camera, 120
direct mail; 324-295
directory
comiriaid and control center setup, 52
incustry segments, 57
1edia contact list, 148-149
PR agency selection, 46
radio, 175
resources, 340-342
direct-response PR, 293-295
discussion group, 223, 258
distribution
media selection, 151-152
methods, 149
presentation handouts, 142-143
press release, 105-106
resource list, 340-342
targeted efforts, 61-62
Domino’s Pizza (restaurant), 303-304
draft, 32, 327-328, 335-336
Drudge Report (Web site), 338
duration, 221
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e-business, 220-221
e-commerce, 291
editorial calendar, 54, 111
editorial guidelines, 110
editorial space, 102, 311



Index

education
buzz techniques, 249
crisis management, 286
idea formulation, 67-68
tips for writing success, 329
Elements of Style (White), 335
e-mail
archived site, 215
attachments, 106, 150
blog pitch, 236
buzz marketing, 259-260
digital photos, 120
distribution methods, 149, 150
journalist contacts, 152
myths, 310
newsletter, 93-94, 127, 225
press release, 105-106
sig file, 222-223, 225
viral marketing, 82
Web site design, 217
emotion
definition, 34
negative blog comments, 235
public speaking tips, 139
strategic plan creativity, 33
strategy assessment, 34
employee. See internal audience
Encyclopedia of Associations
(Gale Research), 132
entrepreneut, 70
ethics, 253, 324-326
evaluation, public relations, 287-296
event, publicity. See publicity event
evergreen, 194
excitement, 253-254
exclusive, 98, 114, 155, 192
executive speech, 138
executive summary, 26
expense, 27, 45, 266
expensive product, 254
expert hub, 250
expertise
agency selection, 40
feature articles, 116, 127
go-to guy, 154
media interview tips, 164, 168
pitch letter, 124

public speaking delivery, 138
radio pitch, 176
rationale for public relations, 315
talk show preparation, 178
explanatory article, 95
external factor, 23-24
extranet community, 220

ofFe

Factiva (monitoring service), 53
fan club, 258
FAQ (Frequently Asked Questions)
page, 224
fax
broadcast, 149
myths, 310
press releas=, 105-106
TV pirch, 192-193
feature ~rticle. See also article
2cceeptance, 125
bzaginner’s mistakes, 108-109
benefits, 108
deadline, 109, 126
distribution methods, 149
editorial calendar, 111
editorial guidelines, 110
exclusivity, 114
follow-up query, 112-113, 120-122
ideas, 109-111, 116
illustrations and photos, 120
initial contact with magazine, 114-115
lead, 100, 116
length, 125-126
market study, 110-111
media contacts, 122
online content, 126-127
overview, 107-108
pitch letters, 122-125
placement, 111-115
press kit contents, 188
query letter guidelines, 115-122
self-promotion, 110, 114
feedback, 69, 234-235, 252
FeedDemon (podcast software), 243
Feedster (search engine), 234
15-10-15 formula, 165-166
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file, information, 67

financial data, 216

financial news, 95

Find It Fast: How to Uncover Expert Informa-
tion on Any Subject — In Print or Online
(Berkman), 338

flip chart, 141

floor plan, 269

focus group, 291

Fog Index test, 331-332

font, 90, 219

footage, prepared, 190-191

forum, 96, 221

Fowler, H. W. (A Dictionary of Modern
English Usage), 338

framing, 164-165

free-booklet press release, 202-204

freelancer, 42-43, 92

Frequently Asked Questions (FAQ)
page, 224
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Gale Research (Encyclopedia of
Associations), 132
gem, 70
general knowledge, 67-68
gift, 60
Gilbert, Robert (motivationai e:zpert), 35
Gillette Sensor Razor, 304-595
gimmick, 96, 264, 265, 21¢
giveaway, 264
global marketplace, 59
global public relations, 149-151
goal setting
direct-response PR, 294
idea formulation, 66-67
media interviews, 162-163
overview, 25
strategic plan formation, 26
Goldstein, Norm (The Associated Press
Stylebook and Libel Manual), 338
Golenbock, Peter (Personal Fouls), 192
goodwill, 286
Google Adwords (paid-search service), 229
Google Alerts (monitoring service), 53, 251

Google’s Blogger (hosted blog service), 238
Gore, Al (former Vice President), 271
Gossip Monger (interviewer type), 167
go-to guy, 154
government relations, 14
grammar
blog strategy, 240
feature mistakes, 109, 116
writer’s block, 334
graphics
design studio selection, 43
e-business success, 220
Web site design, 217-218
“green sheet” methodq, 142-143

o/ o

handout, 742-:143
headhiatery, 21, 215
head’ine, 98, 99-100, 104
heaitn industry, 11
He'mering, Doris Wild (The 7th Sense), 323
Hepburn, Katherine (actress), 13
Hiam, Alexander (Marketing Kit
For Dummies), 339
high-profile magazine, 317
high-tech industry, 11
history, 96
hit, 221
holiday
overview, 77-78
public relations opportunities,
273-2714, 277
publicity event tips, 265
strategic plan creativity, 33
TV broadcasts, 194
Holmes Report magazine, 339
home-based business, 58
honesty, 104, 283, 319, 325
hook, 200-202
horizontal publication, 311
Horowitz, Shel (buzz legend), 261-262
hostile interviewer, 166-168
Hotmail (e-mail service), 261
house list, 56
how-to article, 95, 109



HTML software, 226
hub, 249-251
Hudson, Howard Penn (Publishing
Neuwsletters), 339
human resources, 96
humor
broadcast interview tips, 170
overview, 80-81
product spotlight strategy, 75
public speaking tips, 139
viral marketing, 248
Hypothetical Questioner (interviewer
type), 167

o]e

IABC (International Association of
Business Communicators), 337
IBM (company), 304
idea
creative process, 66-70
feature articles, 109-111, 116
inspiration, 70-71
newsletter stories, 95-96
publicity event, 267-268
requirements for success, 65
Ideas & Research: Elements of Articie
Writing (Krantz), 339
I'll Get Back to You: 156 Ways to Get People
to Return Your Calls o:'a Cther Helpful
Sales Tips (Shook ziici-Yaverbaum), 339
illegal act, 325
illustration, 120
impression, 260
inbound link, 226-227
inductive organization, 328
industry
analyst meeting, 160-161
blog monitoring, 232-235
expertise, 40
inspiration, 71
targeted, 57
tips for writing success, 329
information package, 270
inquiry, sales, 293-295

inspiration, 70-71
Institute for Public Relations, 337
Intelliseek (blog monitor), 233
interactivity, 220
interest level, 329
internal audience
crisis management plan, 282
inspiration, 71
key audience of public relations, 19
newsletter, 86
public relations components, 14
unethical behavior, 325-326
internal factor, 23-24
International Association of Business
Communicaterz (IABC), 337
International Puiiicity Checker
(directory). 541
Internet. Sce 2iso Web site
brand terrorists, 258
clippiiy service, 53, 292-293
fravure articles, 126-127
1arket research, 291
maximum buzz, 259-260
pre-planning steps, 24
resource list, 338
speaker handouts, 135
viral marketing, 82
Internet blog. See blog
Interrupter (interviewer type), 166
interview
media, 223
newsletter story, 96
pre-planning research, 24
public relations agency selection, 42
radio talk show, 179-181
tips for success, 162-170
Web site profitability, 223
intranet community, 220
inverted pyramid organization, 328
investor
analyst meetings, 160-161
key audience of public relations, 19
public relations components, 14-15
iPod (audio player), 242
iPodder (podcast software), 243
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Jack O’Dwyer’s Newsletter, 339
Jangro, Scott (cofounder of MechMedia,
Inc.), 229
jargon, 330
job title, 60, 329
journal. See trade publication
journalist
contact guidelines, 152
contact list, 52-53, 147-149
immediate availability, 159-160
lack of time, 197-198
media—public relations link, 13
name, 164
networking tips, 55
relationship with publicist, 152-156
thank-you letters, 55
view of publicists, 152-153
Web site visit, 214
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Kasparov, Gary (chess champion), 304

Kelley, Joseph J. (speechwriter)
boredom, 322
Speechuwriting: The Master Tovch, 339
value of public relations, 12

key code, 203-204

key message point, 290-"391

key public, 282-283

key release, 54

keyword, 227-228, 229, 240

knowledge, general, 67-68

Krantz, Marshall (/deas & Research: Ele-

ments of Article Writing), 339

o/ o

language, 219, 329-330

large corporation, 58, 285

Larry King Live (TV show), 185, 187

Late Show with David Letterman
(TV show), 185

lead, 99-100, 116

Lee, Ivy (public relations consultant), 300
legal issues, 76, 279-280
Leno, Jay (talk show host), 186
Lesko, Matthew (author), 185, 288-289
letter, pitch. See also query letter
sample for event, 189-190
writing, 122-125
Lexis Nexis (The Agency Databases), 46
Lime Public Relations and Promotions
(PR firm), 39
Limiter (interviewer type), 167
linear media, 31
linking sites
blog pitch, 235
blog strategy, 236
increased traffic, 225
search engine access, 226-227
list, 328
listening, 170, 256
live raniote, 188
locar.on, 59, 266, 269
'oyaity, 171, 291
1.uce (monitoring service), 53
Lucky Strike (cigarette brand), 299-300
luncheon talk, 138

ol o

Machine Gunner (interviewer type),
166-167
magazine
advertising versus editorial, 157-158
article length, 125-126
clipping service, 53, 292-293
deadlines, 109, 125
editorial guidelines, 110
feature article benefits, 108
feature article placement, 111-115
initial contact, 114-115
market study, 110-111
media impressions, 289, 290
niche publications, 63
number, 197
online articles, 126-127
pitch letter, 122-125
query letter, 115-122
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targeted efforts, 58-59, 61
useful resources, 339-340
mailing
buying habits, 64
convention notice, 132
cost, 151
directory assistance, 148-149
distribution methods, 149
labels, 148
myths, 310
newsletter list, 89-90
press release, 105-106
public relations assessment, 21
public speaking effects, 134
rationale for public relations, 316
service, 92
makeup, 169
manager
entrepreneurial firm, 70
large corporations, 58
newsletter mailings, 90
rationale for public relations, 315-316
tasks, 51-52
team selection, 49-50
Web site design, 215
manufacturing story, 96
map, 217
March, Winston (business consuitant), 314
market research, 291-292
marketing
components, 15
integration of public relations, 50-52
manager, 50
messages, 25, 28-32, 268
newsletter uses, 93-96
objectives, 10, 25, 66-67
versus public relations, 15-16
rationale for public relations, 315, 316
targeted efforts, 56-64
viral, 82
Marketing Kit For Dummies (Hiam), 339
Mattel (toy company), 303
media. See also specific outlets
advertising versus public relations, 17
alert, 188-189, 193
as client, 152-153

crisis management plan, 283, 286
declined comments, 319-320
directory, 52, 148-149
familiarity with outlets, 53-54
global public relations, 150-151
goal setting, 25
immediate availability, 159-160, 320
impression, 271, 287, 289-290
interviews, 162-170, 223
journalist—publicist relations, 152-156
link to public relations, 12-13
meetings, 159-162
myths, 308-312
pre-planning research, 24
rationale for puhi.c relations, 318
selection, 151152
strategic plan, 26, 32-34
strong-arie: tactics, 324
targev. 30
tour, io1
vievr of publicists, 152-153
Wiedia Alerts (directory), 341
1nedia contact
cold-calling guidelines, 157
command and control center, 52-53
features, 122
follow-up, 156
list compilation, 52-53, 147-149
long-term relations, 324
mailing cost, 151
myths, 309-310
public relations principles, 10
media coverage
elements, 1
myths, 308
news, 274-275
publicity event, 270-272
rationale for public relations, 317
timing, 273-274, 277
media kit. See press kit
Media Link (monitoring service), 53
MediaMap (Web site), 338
MediaMap (directory), 341
Mediamatic (calendar of editorial
information), 341
MediaStudies.com (Web site), 338
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medium-size company, 58

Meeks, Frank (Domino’s franchisee), 77
mega hub, 250-251

message. See marketing

milestone, 95

model, testimonial, 256-258
monitoring service, 53

monologue, 193

Moreover (search engine), 240

movie tie-in, 74

MP3 player, 242

multiple submission, 122

Museum of Public Relations (Web site), 338
My Yahoo! (RSS reader), 233

myth, 307-312

o\ o

National Geographic magazine, 221
National Investor Relations Institute
(NIRD), 55, 337
navigation, 218
nervousness, 168
networking, 55, 223, 309
New York Times newspaper, 31
new-hire press release, 198-200
new-product press release, 206-297
NewPR/Wiki (Web site), 338
news
blog pitch, 237
definition, 32
event planning, 270
external newsletters, 87-88
lead, 99-100
media coverage, 274-275
media relations strategy, 155
newsletter stories, 95-96
podcasting, 242-243
press conference, 161
press release tips, 102
publicity event tips, 265
strategic plan creativity, 32, 33
survey strategy, 78
tie-in strategy, 73-74, 208, 209
TV programs, 185
News Relater (interviewer type), 167
newsletter
design, 90-92
e-mail, 93-94, 127, 225

external audience, 87-88
frequency, 88
fresh content, 88, 95
increased Web traffic, 225
internal, 86
mailing list, 89-90
marketing uses, 93-96
overview, 85
public speaking attendees, 144
public speaking effects, 134
size, 88
story ideas, 95-96
targeted efforts, 58-59
newsmaking, 28-29
newspaper
clipping service. 53, 292-293
media imprassions, 289, 290
number, 127
target=a <itorts, 58-59
newswire, 342
NIRI (National Investor Relations Institute),
55, 337
nonconstructive criticism, 323
nonlinear media, 31
Northern Light (monitoring service), 53

o () o

observable product, 254

O’Dwyer Directory of Public Relations
Firms, 46

off-page considerations, 226

online discussion group, 223

on-page considerations, 226

opinion, 103

Oprah Winfrey Show (TV show),
186, 289, 294

organized writing, 327-328

outline, 328

overnight delivery, 310

overseas activity, 96

oo

page view, 221

paid promotion, 16
paid search, 228-230
pamphlet, 203
panel, 138



panic, 139
Paraphraser (interviewer type), 167
Partyline magazine, 340
pass-along circulation, 289
passive voice, 330
Patterson, R. A. (founder of Lucky
Strike), 300
Pauser (interviewer type), 167
PDF newsletter, 94
personal chemistry, 41
personal contact list. See media contact
personal experience, 254
Personal Fouls (Golenbock), 192
personal information, 236
personality, 184-185
Personalizer (interviewer type), 167
perspective, frame of, 165
phone call
call-in radio show, 33, 177, 179
cold-calling technique, 157
crisis management plan, 282, 283, 285
feature article, 114-115, 121
journalist contacts, 152
press release follow-up, 156
radio pitch, 175
TV targeted approach, 187
photo, 120
pickup, 148
pinging search engines, 240
pitch letter. See also query 'eiter
sample for event, 189.-120
writing, 122-125
place, 15
placed feature. See feature article
placement, 43
planning. See strategic planning
planted feature. See feature article
Podcast Alley (podcast software), 243
podcasting, 160, 242-243
Popdex (search engine), 240
portfolio, 40
post-crisis summary report, 286
posture, 168, 170
Power Public Relations (Saffir), 339
PowerPoint presentation, 140
PR. See public relations
PR Newswire, 342
PR Week magazine, 340
prepared footage, 190-191

press conference, 161
press kit
command and control center, 54
contents, 187-192
distribution methods, 149
elements, 54
radio pitch, 176
TV targeted approach, 186-192
press release
blog pitch, 236
checklist, 104-105
contest, 75-76
creativity, 200-211
direct-response PR; 294
distribution, 105=109, 149
elements, 98
follow-up, 156
format, 95:-162
freelancer capabilities, 43
increas=d Web traffic, 224
riyuhs, 307, 308, 310
cuilne release service, 227
overview, 98
photocopies, 98
product application, 60-61
standard version, 198-200
timing, 35-36
tips for success, 102-103
Web site archives, 215
Presumptive Negative (interviewer type),
167
preview, 95
pricing, 15
print interview, 162-170
print media, 183-185. See also specific types
printer, 92
procrastination, 320
product
application, 60-61
buzz marketing tips, 253-254
creative press releases, 201
feature article ideas, 109
marketing components, 15
new-product press release, 206-207
newsletter ideas, 95
public relations rationale, 314
radio pitch, 181
spotlight strategy, 74-75
Web site profitability, 222-223
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productivity story, 96
professional association, 337
professionalism, 54, 178
promotion
blog strategy, 240-241
marketing components, 15
public speaking negotiation, 133-135
talk show preparation, 177
promotional newsletter. See newsletter
proxy statement, 216
PRSA (Public Relations Society of
America), 55, 337
PSA Research Center (Web site), 338
psychographic, 173
public, key, 282-283
public relations agency
versus advertising agency, 38
cost, 39, 41-42
directories, 46
hiring considerations, 39-40
maximization of services, 44-45
overview, 37, 38-39
rationale for use, 37-38
selection tips, 40-42
public relations department
approval authority, 50
integration with other departmer.ts,
50-52
PR team selection, 49-50
targeted efforts, 56-64
viability, 296
workspace setup, 52-26
public relations (PR)
versus advertising, 16-18, 288
assessment, 20-21
benefits, 11-12
components, 14-15
definition, 13
good versus bad, 29
key audiences, 18-19
link to media, 12-13
versus marketing, 15-16
myths, 307-312
principles, 10
purpose, 10-11
rationale, 313-318
requirements for success, 65
roles, 1, 19-20
routine versus risk taking, 19-20

synergy with advertising, 68, 316
ten best coups, 299-305
viability, 296
view of success, 295-296
Public Relations Society of America
(PRSA), 55, 337
The Public Relations Strategist
magazine, 340

Public Relations Tactics magazine, 46, 340

public speaking
benefits, 130
deal negotiation, 133-135
fees, 134-135
invitation screening; 132-133
opportunities, 120-131
overview, 129-120C
preparatior-and delivery, 135-140
prospect-dtabase, 144
timing 156-140
topicseiection, 131-132
visual aids, 140-143
nuuicist, 13, 42-53, 152-156
publicity

advertising versus public relations, 16

definition, 14
event coverage, 270-272
public relations components, 14
targeted efforts, 56-64
publicity event
benefits, 264, 266
budget, 265-267
ideas, 267-268
media coverage, 270-272
news release tips, 204-206
overview, 263
planning guidelines, 269-270
results analysis, 271-272
risks, 271
sales, 264
staging tips, 80
tips for success, 265
The Publicity Handbook (Yale), 339
Publishing Newsletters (Hudson), 339
PubSub (blog monitor), 234
puffery, 114
pull, 61
punctuality, 178
purchasing options, 222
push, 61
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qualitative concept, 28

quantitative concept, 28

query letter. See also pitch letter
feature article mistakes, 108

feature follow-up, 112-113, 120-122

myths, 308-309

writing tips, 115-122
question

analyst meetings, 160-161

media interviews, 163, 180

public speaking delivery, 137, 139

strategy assessment, 35

testimonials, 256-257

Web site FAQ, 224
quotation, 103

o R o

radio
benefits, 172-174
deskside briefing, 162
directory, 175
interview tips, 162-170
overview, 171
satellite, 171, 174
strategic plan creativity, 33
radio talk show
benefits, 175
interview tips, 162-170,179-181
media impressions, 289
number, 171
pitch techniques, 175-176
preparation, 177-179
product pitch, 181
taped appearance, 194-195
Radio/TV Directory, 342
The Ragan Report magazine, 340
rapport, 137-138
readability, of text, 218-219
Real Simple Syndication (RSS),
233-234, 241
reciprocal linking, 227
recognition, 86, 255
recommendation, 26, 27
recycling, 290
reference library, 68
regular hub, 249-250

rejection, 187
release date, 98, 99
Repeater (interviewer type), 167
repetition, 17
reporter. See journalist
reprint, 96, 188
reputation, 324-325
Request for Proposal (RFP), 42
research
blog pitch, 236
blog strategy, 238
crisis management plan, 281
crisis rules, 286
idea-generation process, 67-68
market, 291-292
myths, 311-312
newsletter ideas, 95
pre-planring steps, 23-24
publit rerations components, 14
strategic plan creativity, 33
tips tor writing success, 335
rezource box, 134
1esource guide, 143
response coupon, 93
response information, 98, 100-102
revised writing, 335-336
RFP (Request for Proposal), 42
Rich Site Summary (RSS), 233-234, 241
Ripken, Cal (baseball player), 271
risk taking, 19-20, 322-323
Ritchie, Paul C. (public relations
consultant), 325
Rockefeller, John D. (famous American
businessman), 300
routine press release, 198-200
RSS (Real Simple Syndication/Rich Site
Summary), 233-234, 241
rule, 90

oS e

Saffir, Leonard (Power Public
Relations), 339

sales
buzz measurement, 260
manager, 50
news, 95
order generation, 293-295
publicity event, 264
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salespeople, 89-90
sampling program, 257
SASE (self-addressed stamped
envelope), 121
satellite, 171, 174, 191, 305
scanability, 219
scope, frame of, 165
search engine
blog monitoring, 234
blog promotion, 240
increased Web traffic, 224, 225-227
specialist, 44
season, 33, 277
self-addressed stamped envelope
(SASE), 121
seminar, 131
sentence length, 331-332
service story, 96
The 7th Sense (Helmering), 323
Sex For Dummies (Westheimer), 154
Shook, Robert L. (I'll Get Back to You: 156
Ways to Get People to Return Your Calls
and Other Helpful Sales Tips), 339
show kit, 133-134
SIC (Standard Industrial Classification); &7
sig file, 222-223, 225
Simpson, O.J. (athlete), 185
Sirius Satellite Radio, 171, 305
site map, 226
size, company, 57-59
sleep, 68-69, 334
slides, 140, 141
small business
crisis possibilities, 279-280
overview, 57-58
public relations agency selection, 41
rationale for public relations, 313
social hub, 250
software package, 62
space rep, 321
spam, 253
on spec article, 120
Speechwriting: The Master Touch
(Kelley), 339
spelling, 116, 240
sponsored link, 228
spreadsheet, 216

stakeholder
crisis management plan, 282-283
definition, 15
key audience of public relations, 19
public relations assessment, 21
public relations components, 15
Standard Industrial Classification (SIC), 57
Stein, Jeff (cofounder of Camp Beverly
Hills Clothing), 194
Stern, Howard (radio personality), 305
sticky Web site, 221, 225
stock, 160-161
Stone, Julian (actress), 267
stonewalling media, 519-320
store opening, 260
strategic partneirship, 225
strategic planning
assessment;-34-35
budget, 25-26, 27
creativity, 32-34
di auit, 32
gual and objective setting, 25
plan format, 26-27
pre-planning steps, 23-24
public relations components, 14
strategy
assessment, 34-35
blogging, 238-241
buzz marketing, 249-252
character creation, 81
charitable causes, 77
contest, 75-76
elements, 28-32
event staging, 80
holiday tie-in, 77-78
humor, 80-81
media relations, 153-156
news tie-in, 73-74
product spotlight, 74-75
surveys, 78
trade-in campaign, 81
TV and movie tie-in, 74
viral marketing, 82
streaming podcasts, 242
studio, 169-170
stunt, 259
style, 330-333



subhead, 103

subscription, 89-90

success, 295-296

Successful Client Newsletters (Zwicker), 339
supermarket, 62

surround strategy, 153-154

survey, 24, 78, 208

swap campaign, 34

syndicate, 233

synergistic combination, 68
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tactic. See strategy
tag, 240
talent, 65
talking head, 184
taped appearance, 194-195
target keyword, 227-228
tax day, 273, 274
tea, 169
teamwork, 70
Technorati (search engine), 234, 240
teen, 60
testimonial, 256-258
thank-you letter, 55
timekeeping, 139
timing
accessibility to media, 320
blog strategy, 239
buzz marketing, 252223
control of, 35-36
crisis management plan, 283, 285
event planning, 269, 270
feature placement, 112
great ideas, 70
media coverage, 273-274, 277
media relations, 156
myths, 312
paid search, 230
public relations opportunities,
273-274, 277
public speaking, 138-140
radio interview, 180
transition statement, 166
tip sheet
definition, 98
media interviews, 163

press release elements, 98
press release tips, 103
talk show preparation, 178-179
tone, of voice, 164
topic, writing, 334
tour, media, 161
toy store, 71
trackback, 240
trade group, 55
trade publication
article length, 125-126
bribes, 321
deadlines, 109, 125
distribution channeis, 61
editorial guidelirts, 110
feature article bernefits, 108
feature article placement, 111-115
initial comtacc, 114-115
market study, 110-111
onling irticles, 126-127
pitch letter, 122-125
Lublic speaking opportunities, 130-131
query letter, 115-122
targeted efforts, 58-59
trade show
kits, 133-134
newsletter mailing list, 90
public speaking opportunities, 131
Web site listing, 217
trade-in campaign, 81, 208, 211
training, communications, 15
transition statement, 166
trend, 109
trivia, 204
TV
angle, 193-194
budget, 193-194
clipping service, 293
deskside briefing, 162
interview tips, 162-170
media impressions, 289, 290
personality, 184-185
pitch guidelines, 192-193
versus print media, 183-185
show types, 185-186
talking heads, 184
taped appearance, 194-195
targeted pitch, 186-187
tie-in strategy, 74
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Tylenol (medication), 301
Typepad (hosted blog service), 238
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urban myth, 258
U.S. Newswire, 342
usability, 218-219
user group, 258
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Valentine’s Day holiday, 78-79

vendor, 21, 54, 283

venture capital, 317

verbal announcement, 86

vertical publishing, 290, 311

Video Monitoring Service (monitoring
service), 53

video news release (VNR), 27, 192

video production company, 191

videotape, 134-135

Viral Chart (Web site), 338

viral marketing, 82, 247-248

virtual pressroom, 213

visual aid, 140-143

VNR (video news release), 27, 192

voice, 164, 239

von Oech, Roger (A Whack cn the Side
of the Head), 71

VW Beetle (car), 302
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wardrobe, 168-169

waste, 31

water, 169

web log. See blog

Web site. See also Internet
design, 43, 213-217
e-business success, 220-221
increased traffic, 224-230
speedy downloads, 217-218
sticky, 221, 225
tips for profitability, 222-223
usability, 218-219

Web surfer, 221
webcast, 244

Westheimer, Ruth (Sex For Dummies), 154

A Whack on the Side of the Head
(von Oech), 71
White, E. B. (Elements of Style), 335
white paper, 216
white space, 104
Winfrey, Oprah (talk show host), 186
women, 60, 299-300
word
choice, 332-333
length, 125, 126
of mouth, 261
of mouse, 82
word processing, &7
workspace, 52-56
writer, 42-4%;.533-334

Writer’s wiciret (publisher listing), 59, 112

writing
conimand and control center, 54-55
event planning, 269
Inspiration, 71
myths, 308
newsletter content, 91-92, 94-96
pitch letter, 122-125
press release tips, 102
query letter, 115-122
tips for success, 327-336
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53, 251, 252

Yahoo! (search engine), 225, 229, 240
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