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Using both a national focus groups and email survey,
this study examined the ways public relations practitioners
are using the World Wide Web to gain power and enact
different roles in their organizations. The qualitative and
quantitative results of this study both suggest that
practitioners are effectively using the World Wide Web for
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productivity and efficiency.

However, findings remain mixed regarding the effects of
this use. While practitioners were found to have
significantly increased their levels of power by using the
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efficiency, no relationships were found between research and
evaluation and greater levels of power, challenging the a
priori assumption that research and evaluation enhances
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I nt roducti on/ Chapter Overview



Before the invention of the Wrld Wde Wb, a
col l ection of academ cs and scientists popul ated the
I nternet, exchanging highly technical information in a
textual format. However, with the creation of the Web in a
Swi ss particle physics laboratory in 1990, a new nedi um was
born (Sherwin & Avila, 1997). Today nore than 457 mllion
peopl e have access to the Internet worldw de, with 254
mllion active users (Nielsen/Netratings, 2002). Fifty
mllion people are online daily in the United States al one
(Media Metrix, 2002), and census nunbers show two mllion
new users are com ng online each nonth (Report: Mre than 50
percent of U S. on Internet, 2002). The UCLA Internet
Project recently showed that 72.3 percent of Americans were
online in 2001, up from66.9 percent the previous year. For
the first time in over 30 years of mass comuni cati on
research, overall television view ng was down anong
Americans, with Internet users watching approximately four
hours | ess per week than those not connected to the Internet
(UCLA Internet Project, 2002). Twenty percent of the
current audi ence are accessing the Web from broadband

“always on” connections (Nielsen/Netratings, 2002).



Public relations practitioners are heavier users of the
Internet than the average person. In a recent international
emai| study released by the Institute for Public Relations,
Wight (2002) found that 98 percent of public relations
practitioners agree that the Internet is having an inpact on
the practice of public relations. WMst (86 percent) agree
that this inpact has been positive. These practitioners
report going online 5.8 days during an average week and
spendi ng between 15 and 19 hours per week online. Perhaps
nost indicative of the rise of the Internet in public
rel ati ons, these respondents indicated that email was now
the nost popular way to provide information to journalists.
Kruckeberg (2001) rmaintains that public relations
practitioners will be charged with preparing society for the
massi ve cul tural changes that rapidly devel oping
conmmuni cation technology will bring about:

At the forefront of those who nust understand the

soci etal inpact of communication technol ogy are public

rel ations practitioners; they must reconcile their

organi zati ons’ ongoing relationships with a range of

seem ngly anorphous publics that are evolving within a

gl obal —yet multicultural and highly diverse—society



that shows little inclination toward becom ng a gl obal

comunity. (p. 146)

Wth the rise of Internet use anong both practitioners
and the publics they target, the Wrld Wde Wb is fast
becom ng an inportant nediumfor public relations. Public
rel ations practitioners have consistently | agged behind in
adopti ng new technol ogi es (Anderson & Reagan, 1992; Hll &
White, 2000; Ledbetter & Warner, 1999; Porter, Sallot,
Canmeron & Shanp, 1999, 2001; Springston, 2001; Wite &
Raman, 2000) or have used technology incorrectly and to the
detrinment of the profession (Marken, 2001). However,
research has shown the Wb is providi ng nunerous
opportunities for practitioners to assunme powerful decision-
maki ng roles within organizations (Johnson, 1997; Thonsen,
1995; Porter et al., 1999, 2001; Springston, 2001; Wight,
2002). Yet, previous studies have failed to operationalize
power and have used outdated rol es neasures. Kruckeberg
(2001) states that public relations practitioners nust first
| earn about thensel ves and the profession as a whole before
they can represent their organizations’s world views:

For public relations to nake its maxi mum contri bution,

not only to client corporations, but also to a rapidly



changi ng worl d that denmands appropriate relationship
bui | di ng and conmunity building, public relations
practitioners nmust know who they are and what they
bel i eve before they can hel p corporations define

t hensel ves and defend their role in a rapidly changing

mul ti cultural and diverse gl obal society. (p. 156)

In that spirit, this study will investigate how
practitioners’ use of the Wrld Wde Wb affects
practitioner roles and deci sion-nmnmaki ng power in public
rel ations.

Chapter I wll reviewthe literature on public
rel ati ons and new technol ogi es, particularly the Wrld Wde
Web. Chapter Il will cover the literature relating to
public relations and power, while Chapter Il wll review
the literature relating to public relations and rol es.
Chapter IV will outline the hypothesis and research
guestions pursued in this study. Chapter V will describe
t he net hodol ogy. Chapter VI will discuss the qualitative
results, while Chapter VII details the quantitative results
of this study. Finally, Chapter VIII presents the

concl usions of this study.



Chapter |

New Technol ogi es and Public Rel ations



The Web and Public Rel ati ons

The Web hol ds enornous potential for the practice of
public relations. Practitioners can use the Wb for
observing the conpetition, conducting industry research,
nmonitoring the recent news, searching for archived news
stories, and finding email addresses for potential nedia
contacts (Sherwin and Avila, 1997). They can easily gather
data from publics through online forns that feed information
into databases. While allowi ng target publics to manipul ate
data through online calculators, etc., practitioners can
present their own information in a custom zable, nultinedia
fashi on, through video, audio and |ive broadcasts. Finally,
practitioners can conmuni cate directly with publics through
Web- based di scussion forunms, bypassing traditional nedia
outlets (Holtz, 1999). Wth the advent of the Wb, sone
practitioners have declared the traditional press rel ease
dead (Cchman, 2000). At the least, public relations
materi al s have taken a sonewhat abbreviated formw th the
weal th of information avail able online (Ceibel, 1999).
Konmenar (1997) stated public relations is the key to
i ncorporating a successful Wb presence into an overal

pronoti onal plan:



Public relations is not always given its due in the

m dst of the frenetic excitenment over glitzy new

t echnol ogi es and eye-cat chi ng adverti si ng canpai gns.
Neverthel ess, it is the backbone along which all of the
brandi ng and i mage nmessages nust be built in order to
be strong, coherent, and intentionally guided.” (p.

132)

In a qualitative study of practitioner use of online
t echnol ogi es, Johnson (1997) set out to “investigate
technol ogy and practitioner roles and their ability to carry
out two-way conmuni cation” (p. 215). For her study, Johnson
interviewed 17 practitioners selected fromthe nenbership of
PRSA in a major southeastern United States netropolitan
area. She questioned the subjects on their challenges,
constraints and benefits derived fromthe uses of new
technologies in public relations. Practitioners felt that
the Internet inproved productivity and efficiencies and
research and eval uation possibilities. Lastly,
practitioners thought the Internet was inproving two-way
comuni cati on. Johnson concluded that new technol ogi es help

public rel ations enact the manager role:



Enpowering technicians with nore interactive nedia

i mproves two-way symmetric commruni cation, coaxing them
toward managenent role enactnent. Although the
greatest inpact of new technology is on nmanagenent role
enact nent, new nedi a have the capability of shifting
nore public relations practitioners fromtechnician

roles to nanager roles. (p. 234)

Li kewi se, in their study of relationship marketing,
Petrison and Wang (1993) found that through online database
mar ket i ng and dat abase nedia relations, new technol ogi es
offer public relations practitioners an opportunity to
“extend their responsibilities as well as nore efficiently
manage and evaluate their core operations” (p. 235).
Petrison and Wang said that practitioners can “increase the
I nportance and prestige of the public relations function
Wi thin marketing functions” (p. 242). Chikudate (1996)
poi nted out that online databases can be an effective tool
in nmedia relations, even nonitoring the accuracy of
reporting: “Media can be the watchdogs of corporations, but
(using online databases,) corporations can be the watchdogs

of nmedia today” (p. 187).



Thonmsen (1995) interviewed 17 practitioners in 12
organi zations to exam ne how public relations practitioners
use online databases for issues managenent to enact the
manager role in organi zations. He characterized online
dat abases as coll ections of text and inages updated
periodically and accessible fromrenpte conputer termnals
(e.g. Lexis-Nexis, etc.). Thonsen found that practitioners
felt that they were able to intercept issues earlier and
devel op nore proactive strategies. He also found that
practitioners were able to gain autonony and deci si on-nmaki ng
power as boundary spanners and "information entrepreneurs.”

Bui I ding on Thonmsen’s work, Porter, Sallot, Caneron and
Shanmp (1999, 2001) surveyed 152 practitioners and found that
practitioners were using online databases (nostly Wrld Wde
Web- based) to enact managenent rol es by respondi ng nore
effectively to their environments, by conducting nore fornmal
research, and by inproving two-way communi cations between
internal and external environments. However, these
researchers also found that few practitioners were using new

technologies to inprove their work environnments.
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Public Relations Practitioners Still “Laggards” in
Technol ogy Use

While the Wb offers great potential for public
rel ations, practitioners may not be taking full advantage of
t hese capabilities. |In fact, practitioners have a history
of being |l ate adopters when it conmes to technology. Prior
to the Wb’s comrerci al adoption, Anderson and Reagan (1992)
surveyed 104 practitioners in the state of Washi ngton to see
how public relations roles related to use of new
technol ogi es. Respondents were asked how often they used
wor d processing, desktop publishing, electronic bulletin
boards, electronic mail, internal databases and external
dat abases, facsinile, tel econferencing, spreadsheet, and
accounti ng software.

Techni ci ans were found to use new technol ogies to
enhance their job responsibilities, such as the production
of news rel eases, graphics and literature searches, while
managers were found to use technology for nore “strategic”
pur poses, such as budgeting and statistical database
searches for market and denographic data. Managers al so
used new technol ogi es for setting comruni cati on goal s and
new product |aunches (Anderson & Reagan, 1992). However,

t hese researchers found practitioners to be “laggards” in

adopti ng new technol ogi es.
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More recent research shows this trend conti nuing.
According to Eric Ward, president of URLWre, who represents
Amazon. com and consults for Burston-Marsteller, the Internet
has “blind sided” traditional public relations (Ledbetter &
Warner, 1999). Practitioners continue to use email |ess
often regular nail and the fax choosing to rely on tried and
true methods (Cantel no, 2001).

In a study that conprised a content anal ysis of
nmessages posted on a public relations online discussion |ist
with 1,200 to 1,600 nenbers and national survey of 750
practitioners, Springston (2001) assessed the inpact of new
technol ogi es on individual public relations practitioners,
organi zati ons and the profession overall. Springston found
that the Web and online interaction were by far the nost
menti oned categories (9-10,000 nessages each).

However, Springston found that the public relations
departnments programmed the content for only 16 percent of
Wb sites. Practitioners had fairly strong agreenent that
the Internet provides both an opportunity for individuals
and snmal |l er organi zations to conpete with |arger
organi zations and significant opportunities for the
activists to influence public opinion. Wile nost

respondents agreed the Internet presents great opportunities

12



and tools for practitioners, many in the sanple disagreed on
whet her practitioners were actually taking advant age of
t hese opportunities.

Springston’s results show how nore work needs to be
done to ascertain whether practitioners are using these
technol ogi es effectively. Springston found that new
technology is having a significant effect on public
rel ations. He concluded that although new technol ogi es are
having a significant effect on the field, respondents
i ndi cated they need additional training and that they suffer
frominformation overload. |In addition, while email and use
of the Wrld Wde Wb appear common, the nultinedia and
i nteractive features of the Internet appear to be under-
utilized:

The literature and this study remain m xed regarding

new nmedi a technol ogy's inpact on the efficiency and

productivity of public relations practitioners. As in
ot her studies, respondents in this study report routine
use of the Internet to scan the environnent for issues
and devel opi ng trends. However, practitioners appear
relatively neutral regarding the role of new nedia

technol ogy in enhancing their careers. (p. 613)
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The World Wde Wb: Practiti oners Conti nue to Lag Behi nd

Public rel ations research on new technol ogi es focusing
specifically on the Wrld Wde Wb al so supports the
position that practitioners are not yet taking advantage of
new t echnol ogi es. White and Ranman (1999) interviewed 22
“Web deci sion nakers (WDM” by tel ephone and found t hat
comuni cation professionals are conducting little research,
pl anni ng or evaluation in programring Wb sites. Wite and
Raman identified those WDMs that planned the content and
format of the sites as nanagers, while those WDMs that serve
as Webnmasters and maintain the site were | abel ed as
techni cians. Consequently, this study found that WDMs are
nore |ikely to occupy technician type roles. However, the
authors did find that many WDMs often occupy bot h managenent
and technician roles in their organizations,

In a later study, H Il and Wiite (2000) interviewed a
pur posi ve sanple of 13 participants that practiced public
relations in an organization that had a Wb site. Findings
i ndi cated that although practitioners see the Wb as a
val uabl e tool to enhance their organizations inmages, the
Web is not seen as a high priority because of its perceived
| ack of urgency and deadlines and | ack of resources and

support.

14



Ryan (1999) surveyed 150 PRSA nenbers in 1999 and found
ubi qui tous use of the Wrld Wde Wb at 99 percent.

However, whether practitioners are fully taking advantage of
the Web’ s interactive features remains a question. He found
that while 57 percent of practitioners were using the Wb in
surveillance of conpanies, only 49 percent were exploring
dat abase features at other sites and 39 percent were using
the Web to nonitor government activities. Just over half
at 54 percent said they were “very involved” in “determ ning
t he objectives” of their conmpanies’ Wb sites. Pavlik and
Dozi er (1996) found a possible cause for this |ack of

control as practitioners overwhel mngly stated that
“encroachnment fromMS departnments” is the nunber one

probl em comruni cati on professionals list in dealing with the
VWrld Wde Web.

Practitioners’ recent reluctance to enbrace new
technology is well documented (Abu Bakar, 2001). The Bohle
Conmpany (1999) surveyed 950 nenbers of the PRSA Counsel ors
Acadeny and found that even as agency practitioners are
using the Internet as an integral part of their day-to-day
activities, only half of the respondents provide regul ar
training for their enployees. Kent (2001), and Gower and

Cho (2001), in advocating the inclusion of the Wb in public

15



relations curricula, also pointed out the lack of training
inthis area. Simlarly, Kent (2001) found that
practitioners were not very adept at searching the Wb.
Esrock and Leichty (2000) found that although corporate Wb
pages tend to target investors, custoners and the press,
nost sites target investors nore than other publics. 1In an
anal ysis of top corporate Wb sites by 20 journalists, the
Internet PR Guide (Corporate Wb sites score lowin PR
2001) found that journalists find the information for which
they are searching only 60 percent of the tine. Garrison’s
(2000) survey of journalists found simlar results.
Furthernore, Marken (2001) suggests that although
practitioners are actively using the Wb, their “abuse” of
technol ogy is actually damagi ng the reputation of the public
rel ati ons profession.

Sone researchers have begun to exam ne the ways that
practitioners msuse the Wb at their own peril. Froma
rhetorical case study perspective, Heath (1998) anal yzed the
online di al ogue between Shell G| UK and G eenpeace
International. He found that G eenpeace and Shell used
their respective Wb sites to carry on a town neeting
"before the world." The Internet provided these two groups

Wi th an opportunity for constructive dial ogue. He stated

16



that the Internet could be used as a "denocratizing effect”
wher eby af fordabl e access reduces the "deep pockets"” bias in
i ssues managenent. |ssues discussants can share a "platform
of fact and opinion" nuch nore easily than was the case with
conventional nedia. Heath concluded that emerging

t echnol ogi es offer many comruni cati on opportunities and
threats to the practice of issues nanagenent.

O hers have suggested the Wb offers activist publics
power by providing direct Iinks to one another. Cozier and
Wtmer (2001) suggest that public use online communities to
develop and naintain relationships. Ochman (2002) warned
that practitioners need to enbrace the Web’s potential to
provi de “peer-to-peer” interaction. Coonbs (1998) echoed
this sentinent as he exam ned how the Wrld Wde Wb could
change the power dynam c between an organi zation and its
st akehol ders. Using the case study approach, Coonbs
predicted that the Internet could be used to increase the
power resources available to activists by increasing
activists’ power and density within the network and by
reduci ng organi zations’ centrality within the network. To
illustrate his point, Coonbs analyzed “Fl am ng Fords" and
"Free Burma" Wb sites and subsequent nedia coverage. He

found that activists used the Wb in these two i nstances to

17



nove past the nmedia to provide a direct |ink between
custoners and activists in the Ford case and ot her

activists, the governnent, custoners and stockhol ders in the
Burma case. He concluded the "network" effects of the
Internet drastically alter the power dynam cs of

organi zati ons and st akehol ders.

However, Taylor, Kent and Wite (2001) found in a
survey of 100 environnental organization Wb sites that even
activist organi zati ons were maki ng narrow use of the Wb.

Al t hough activi st organi zati ons Wb sites are set up for

di al ogi ¢ communi cation, nost are using the nediumsinply to
communi cate with their nenber publics. Activist

organi zati ons seemto be ignoring the capacity of the Wb to
| mprove conmuni cation with the nedia.

Neverthel ess, Taylor et al, agree that the Wb has the
potential to increase the power of activist groups and nake
activist concerns nore salient to organizations. Qhers
have suggested the Wb places a great deal of power and
reach into the hands of practitioners (Gaddis, 2001; Howard,
2000; I hator, 2001; Lordan, 2001). A panel at the 1999 PRSA
I nternational Conference suggested that because the Wb
allows publics to actively choose their content, the Wb

enpowers public relations in nuch the sane way that

18



tel evi sion enpowers advertising (HIl, 1999). Consequently,
the next chapter will focus on power issues in public

rel ati ons.

19



Chapter 11

Publ i c Rel ati ons and Power
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Public Rel ati ons and Power

Wthout the power to participate in strategic decision-
maki ng, public relations practitioners are often rel egated
to staff positions, merely produci ng comruni cation materials
at the bidding of others. The power-control perspective
hol ds that domi nant coalitions control nost of the decision-
maki ng power wi thin organi zations. Accordingly, nost public
rel ations research in new technol ogi es has focused on how
practitioners use new technol ogy to obtain nmenberships in
t hese inner circles (Johnson, 1997; Porter et al., 1999;
2001; Springston, 2001; Thonsen, 1995).

Public rel ations researchers have studied practitioner
roles within organi zations fromthis power-control
perspective for nore than 20 years. However, although
numer ous conceptual i zati ons of power exist in the sociol ogy
literature (Raven, 1993; Raven, Schwarzwal d & Kosl owsky,
1998) and managenent literature (Finkelstein, 1992;

Fi nkel stein & Hanbrick, 1996), public relations research has
typically failed to specifically operationalize power.
Thus, this chapter will focus on the origins of power in

strategi c deci si on- maki ng.

21



Defi ni ng Deci si on- Maki ng Power

Power is central to strategic choice (Child, 1972).
Accordi ngly, Finkelstein (1992) operationalized and neasured
power as “the capacity of individual actors to exert their
will” (p. 506). He pointed out that the | ess “programrmabl e
or easily specified a decision, the nore non-bureaucratic
i nfluences are inportant” (p. 507). Such decisions are
likely to pertain to the upper nanagenent of organizations,
particularly decisions related to the abstract world of
comuni cation, public relations, and the Wrld Wde Wb.

According to Munby (1988), comrunication defines
organi zational culture. Through comunication, those in
power can create ideologies that justify their actions,
whi | e denyi ng the power of those not in power:

Power is exercised in an organi zati on when one group is

able to frame the interests (needs, concerns, world

vi ew) of other groups of other groups in ternms of its

own interests. In other words, the group in power can

provide the frame of reference for all organizationa

activity. (p. 3)

22



Simlarly, in Cyert and March’s (1963)
conceptual i zati on of the power-control perspective, the nopst
senior of the top managers, the “dom nant coalition” w elds
t he nost power and consequently determ nes the val ues of the
organi zation. \While roles research in the public relations
literature has consistently used Cyert and March’s (1963)
conceptual i zation of the “dom nant coalition,” this powerfu
group has since been identified as the “inner circle”
(Thompson, 1967) and referred to al nost exclusively in
recent strategic nmanagenent literature as “top nmanagenent
teams (TMIs)” (M ntzberg, 1979).

Fi nkel stein and Hanbrick (1996) state that the key to
studying power is to study the nost powerful groups in
or gani zati ons:

Per haps of greatest inportance is the role of power in

TMIs. As opposed to typical work groups, one of the

maj or functions of TMIs is to direct the behavior of

others, an activity that both generates and uses power
for each executive. 1In addition, top nmanagers are
expected to have a fundanental inpact on organizations,
but w thout the power to nake decisions and direct

others, they are unable to do so. Hence, it seens

23



particularly inportant to incorporate power in nodels
of TMI interaction. Neverthel ess, such a focus is rare

inthe literature to date. (p. 129)

Conceptuali zing Power in Public Relations

Li kew se, the public relations literature has barely
scratched the surface of the power issue. Heath (1994)
poi nted out that power has inplications for the entire
organi zation. \While the top managenent team may hold the
nost power, all other nenbers of the organization are
affected by that power. Therefore, researchers should study
power at all levels in the organization:
Power is neither a universal concept running through al
conpani es, nor mnerely the opinions of managers. It takes
several forms: power as good, resource control, instinctive
drive, political influence, charisma, and controlling others
whi | e nmai ntai ni ng personal autonony. These versions of
power exist not only in the thoughts of nanagers, but al so
for subordi nates. They becone enacted. Exhibits of power

grow fromthe personae of role performance. (p. 132)

24



Even so, few researchers have attenpted to neasure the
concept specifically, instead choosing to equate power with
menbership in the dom nant coalition. For exanple, as part
of the “Excellence” study of comuni cati on nanagenent
(1992), Dozier found that dom nant coalitions exert their
power to nmaintain the status quo:

Communi cators and others can play a role in changing

aspects of an organi zation’s culture. However, such

change occurs slowy. In the Excellence study, the
team found powerful forces at play whenever nmajor
changes occurred in the character of organizations.

These powerful forces are generally-but not always-

necessary to bring about change in organizations. (p.

185)

Pl omran (1998) explored how practitioners can use
conflict managenent to gain power as neasured by menbership
in the domnant coalition. He found that practitioners wll
becone part of the dom nant coalition if they have
experience using the conflict resolution in the two-way
symmetrical nodel of public relations. However, although

the author did not specifically operationalize practitioner

25



power, he defined the concept as the ability to “solve

probl ens” (p. 241).

Wonen and Power

Power al so serves as a focal point for gender research
pertaining to the “glass ceiling” in public relations. As
wonen’ s representation in the field of public relations
continues to grow, gender issues wll beconme nore inportant
to the field. According to Hon, L.A Gunig and Dozier
(1992), “lssues of power lie at the heart of wonen’s
repression in organizations” (p. 427). Oten, wonen are
subj ected to harassnment based on power (Toth, 2001). In
their analysis of the reasons behind sexual harassnent in
public relations, Serini, Toth, Wight and Em g (1998) found
t hat al t hough wonmen are being pronoted, they are being
mar gi nal i zed as nmanagers. In a previous analysis of trends
in roles research, Toth, Serini, Wight and Em g (1997)
found that wonmen are often given titles that require themto
wor k harder but do not provide nenbership in the dom nant

coalition
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Measuri ng Power Beyond Menbership in the Doninant Coalition

Menbership in the dom nant coalition may nmean power for
public relations practitioners, but what causes a
practitioner to becone a nenber of the top managenent team
in an organi zation? While power is often referenced in
public relations, few researchers have operationalized the
concept as it applies to internal relationships. L.A
Grunig (1990) called for a better understandi ng of power in
public rel ations departnents:

W | ack a taxonomy of power of characteristics of power

in public relations. W do not know from whence t hat

power may come, nor can we say why some practitioners
enjoy nore influence than others in simlar positions.

(p. 115)

To remedy this situation, Gunig (1990, 1992) took a
structural approach to power, conparing the Hage-Hull (1981)
typol ogy of organi zational structure: traditional (small-
scal e, | ow know edge conpl exity), nechanical (I|arge-scale,
| ow- knowl edge conplexity), organic (small-scale, high-
know edge conpl exity), and m xed nechani cal /organi c (I arge-

scal e, hi gh-know edge conplexity) to neasures of power
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operationalized as clearance and authority. Through both
personal interviews and surveys, she found that although
uni versal support and understandi ng existed for public
rel ati ons across all types of organizations, respondents
reported only limted anmounts of authority within
organi zations. Unfortunately, the Hage-Hall typology did
not prove useful, providing | ow correlations and expl ai ni ng
only 10 percent of the variance. However, severa
meani ngf ul concepts energed fromthis research

Al t hough Gruni g operationalized authority by recording
| evel s of budget authority and cl earance and by recording
the process by which conmuni cati ons are okayed for
di ssem nati on, she found that respondents coul d not
di stingui sh between the concepts of “authority” and
“clearance.” Therefore, she grouped the variabl es together
to formthe variable “autonony.” Autonony was then used as

a proxy for power in organizations.

Pr of essi onal i sm and Power

Prof essionalismis often referenced in the public
relations literature dealing with power. Like the research

dealing with power, professionalismresearch has failed to
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use uni formneasures. L.A Gunig (1992) operationalized
what she call ed “professionalisni by neasuring |evels of
education and affiliation with professional groups.

In contrast, Kimand Hon (1998) did not include power
in their exam nation of the professionalismof Korean public
rel ations practitioners. Instead these researchers used
J.E. Gunig and Hunt’s (1984) nodels of public relations to
operationalize professionalism The symretrica
(negotiation) and asymretrical (persuasion) two-way nodel s
of conmmuni cation were | abel ed as nore professional than the
one-way communi cation of the publicity and public
i nformati on nodels. |In that study, Kimand Hon found that
Korean practitioners who practice nore professional (two-
way) nodels of public relations experience higher |evels of
j ob satisfaction.

In their exploration of professionalismin public
rel ati ons, Piezca and L’ Etang (2001) expl ained that although
research has focused on the differences between different
types of practitioners, such as studies dealing with role
and gender, public relations research has largely ignored
the issue of power. Piezca and L' Etang point to the heavy

I nfl uence of Gunig and Hunt’s (1984) normative theory of
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public relations in the literature as the reason for

researchers’ |ack of focus on issues of practitioner power:
Yet, the relations between groups of people identified
by other criteria, such as the anount of power they
wield in an organi zati on, have not generated the sane
| evel of analysis. This lack of interest in how people
at work really relate and comruni cate m ght perhaps be
expl ai ned by the strong nornative drive present in
public relations theorizing that focuses on proving
that dialogue is the best way in which to enact work
relations or even all relations. This situation can be
expl ai ned convincingly as resulting from
prof essional i zation efforts that necessarily rely on an

I deal i stic understanding of the profession. (p. 229)

Because this normative perspective has dom nated the
public relations literature, nost power research in public
rel ati ons has not specifically operationalized power for
I ndi vidual practitioners. Recent literature that has
attenpted to operationalize power has instead focused on
external power and power differentials between organi zations

and activist publics (Broom Casey & Ritchey, 2001; Gunig,
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2001; Gunig & Huang, 2001; Heath, 1997; Smith & Ferguson,
2001; Springston & Keyton, 2001; Toth, 2001).

To focus on practitioner power, Piezca and L’ Etang
(2001) suggest exami ning public relations froma sociol ogy
of professions perspective. This perspective would involve
operationalizing power:

Qur anal ysis should help practitioners to understand

their owmn roles, not sinply in terns of managerial/

techni cal |evels or organizational position but also in

a nuch broader context in ternms of the power of the

occupational role in society. W suggest further

reflection on the nature of public relations experti se,
particularly in view of its success in establishing
itself as a distinct and comrercially viable service

woul d be beneficial. (p. 234)

G unig and Hunt (1984) acknow edged that the type of
public relations practiced nay depend nore on practitioner
power then on any other factor. They al so suggested further
nmeasuring power in public relations research. Wile Gunig
(2001) operationalized power in his studies as “what the

dom nant coalition chooses” (p. 23), he admts having
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trouble finding variables to explain why organi zations
sel ect the nodels of public relations they choose to
practice. He nmentions power (along with culture) as one

vari abl e that “seened nost prom sing” (p. 23).

Fi ndi ng a Power Taxonony: Operationalizing Power in
Strategi ¢ Management

Since the term “dom nant coalition” was appropriated
fromthe strategi c managenent literature of the 1960s,
| ooking at the | atest strategic managenent literature on
power is useful in developing a taxonomy of power for public
relations. 1n devel oping “Upper Echelons” theory, Hanbrick
and Mason (1984) theorized that strategic choices are
partially predicted by background characteristics of the top
managenent team of an organi zation. Drawing fromthis
literature and research on dom nant coalitions, inner
circles and top managenent teans, Finkelstein (1992)
conceptual i zed and tested four types of decision-naking
power: structural, ownership, expert, and prestige.

Structural power enconpasses a nanager’s formal
position within an organi zati on. Sharehol dings indicate

ownership power. Managerial sharehol di ngs reduce outside
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board influence. 1In addition, famlial relationships often
bypass formal structures within organizations.

Expertise reflects a manager’s “ability to deal with
envi ronnment al dependencies” (p. 513). |In other words, the
nore contacts and rel ati onshi ps a manager devel ops within
the external and internal work environnment, the greater is
hi s/ her expert power. Qhers often seek out managers with
expert power for advice on strategic decisions.

Prestige power results fromstatus and reputation.
Simlar to boundary spanners, nmanagers may gain power and
i nformati on fromexternal contacts. 1In addition, prestige
power is gained through powerful friends and privileged
backgr ounds.

Because power “grows” fromrole performance (Heath,
1994), the next section will review roles research in public

relations.
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Chapter 111

Public Rel ati ons Rol es
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M xed Results in Roles Research

J.E. Gunig and Hunt (1984) define public relations as
t he “managenent of conmuni cati on between an organi zati on and
its publics.” However, to truly practice effective
comuni cati on, researchers have maintained that the public
relations function nust maintain nenbership in the dom nant
coalition of organizations (Dozier, L.A Gunig & J.E
Grunig, 1995; L.A Gunig, 1992). Accordingly, researchers
have attenpted to define the roles that |ead practitioners
to occupy this powerful position (Brody, 1985; Broom 1982;
Broom & Dozier, 1986; Broom & Smth, 1979; C ose, 1980;
Dozier, 1984, 1992; Leichty & Springston, 1996; Sullivan,
Dozier & Hellweg, 1985; Wite & Dozier, 1992).

According to Dozier (1992), practitioner roles are “at
t he nexus of a network of concepts affecting professional
achi evenments of practitioners, structures and processes of
the function in organizations, and organi zati onal capacities
to domi nate or cooperate with their environnents” (p. 327).
Researchers and professionals alike have | ong nade the
connection between public relations roles and environnent al
monitoring. As early as 1955, Edward Bernays (1961) urged

public relations practitioners to “engi neer consent” by
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becom ng part businessman (sic) and part social scientist.

In 1979, H W Cose (1980) delivered a speech to a PRSA

chapter in Fort MIIl, South Carolina, on “Public Relations
as a Managenent Function.” C ose nade sone specific
recommendations to the audience: “If you want nmanagenent to

| ook at you differently, you nust bring to the conference
tabl e not only your technical skills but sound judgenent,
creative ideas, and a broad understandi ng of the

organi zation and its environment” (p. 14). A review of the
pertinent research and professional literature on roles and
role research as related to professional status and issues

managenent foll ows.

Devel opnent of the Role Scal e

Broomand Smth (1979) first formally studied the issue
of roles in public relations by devel oping a five-factor
typol ogy of roles for practitioners derived from an
extensive literature review Broomand Smth’s original
t ypol ogy included expert-prescriber, technical services
provi der, comruni cation process facilitator, problemsolving
process facilitator and acceptant legitim zer.

Simlar to the doctor-patient relationship, the expert

prescri ber serves an organi zation as the resident “public
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rel ati ons expert” who provides solutions to public relations
probl ens. These solutions are provided with little input
from managenent. As the technical services provider, the
practitioner serves the role of the “journalist-in-

resi dence,” who has no invol venent in managenent or
deci si on-maki ng matters but perforns specialized
comuni cati on tasks ordered by managenent.

In the comruni cation process facilitator role, the
practitioner serves as a “go-between,” providi ng nanagenent
with the informati on needed to nake inportant decisions.
The probl em solving process facilitator hel ps organizations
sol ve probl ens through planning and formal evaluation. The
acceptant legitimzer provides the organization “enpathetic
support” and serves as a sort of cheerl eader.

To test the typol ogy, Broomand Smith (1979) placed
graduate students trained in the five roles to act as
“consultants” to undergraduate and graduate students
enrolled in a public relations course. At the end of a
five-week period, students were asked to evaluate their
“consultants.” The students consistently rated problem
solving process facilitator consultants higher than process

facilitators and acceptant legitimzers. Broomand Smth

projected that real-world clients would simlarly be
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expected to rate real-life practitioners in those roles
hi ghest .

To further his roles research, Broom (1982) asked a
sanpl e of 815 public relations practitioners drawn fromthe
nati onal PRSA nenbershi p how they “saw thenselves” in a
four-part typology simlar to Broomand Snmith’s taxonony
devel oped in their 1979 study--expert prescriber,
comuni cation facilitator, problemsolving process
facilitator and comuni cation technician. (Broomrefined
the typol ogy of roles fromBroomand Smith' s earlier study,
| eavi ng out the anbi guous acceptant legitimzer.)

Broom s results showed that the technician role was not
correlated with the other three roles. Practitioners who
rated thensel ves high on the technician role scale tended to
rate thensel ves nuch | ower on the other three scales.
Practitioners tended to rate thenselves as either a
techni ci an or sonme conbi nation of the other three roles.
Because none of the other three managenent roles were found
to be statistically distinct, Broom suggested reducing the
roles scale to a two-part conti nuumw th comruni cati on
manager and commruni cation technician at opposing end points.

In a survey of 136 public relations practitioners in

the state of Washi ngton, Reagan, Anderson, Summer and Hil
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(1989) confirned Broonmis findings that nost public relations
tasks fall under either of the two roles of manager and
technician. Factor analysis found that the three nanagenent
rol es of expert prescriber, comunication facilitator and
probl em sol ving process facilitator significantly overl ap
and are not discrete. The authors’ findings suggest that
trying to divide the nmanagenent role into three parts “does
not nmake enpirical sense” (Reagan, et al., 1989). Along the
sane lines, Hunt and Grunig (1984) proposed that the expert
prescriber, comrunication facilitator, and problem sol ving
process facilitator roles are all subdivisions of the
managenent role. Cul bertson (1987) suggested that Gunig’'s
two-way symmetrical nodel of public relations in particular
provi des a suitable environnment for the enactnment of these
t hree managenent rol es.

In addition to the nmajor roles of manager and
techni ci an, Broom (1982) found two m nor roles.
Conmuni cation |iaisons represent the conpany at public
meetings and facilitate conmunication between publics and
managenent of the conpany while not being held accountable
for comrmuni cation prograns. Media relations specialists
actively seek to place nessages about their organizations in

t he mass nedi a.
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In a national survey of 600 PRSA nenbers, Sullivan
Dozier and Hel lweg (1982) set out to determne if Broomnis
four roles were hierarchically ordered as 1. Conmuni cation
manager, 2. Communication |liaison, 3. Media relations
specialist, and 4. Conmunication technician. Using Broonis
set of 24 role neasures, Sullivan et al. (1982) neasured the
subj ects’ actual dom nant role as well as their ideal role.
The findi ngs suggest that practitioners do perceive the
roles as hierarchically ordered. Practitioners sought to
achieve roles that were “higher” in the hierarchy.

In early roles research, the technician function seened
to be dom nant in actual public relations practice.

Cottone, Wakefield, Cottone and North (1985) surveyed 500
senior public relations executives working in both agency
and corporate settings in the central United States to
determ ne how t hose executives perceive the principal role
and function of public relations. After subjecting 19

gl obal tasks to factor analysis, the authors found that
directors of corporate public relations functions ranked
“event managenent” and “conmmuni cation with publics” as nore
I nportant than the “managenent” function to the practice of

public relations (Cottone, et al., 1985).
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Brody (1985) obtained simlar results when, using
Broonmi s (1982) four-division typology, he surveyed 100 of
t hose responsible for the public relations activities at the
200 | argest organi zations in the Menphis, Tennessee
nmetropolitan area. Brody asked the respondents to estinate
the tine they spent each week conducting technical vs.
managenent / pl anning activities and to contrast these
estimates with how nuch tinme they would have allocated to
these tasks five years earlier and estinmate tinme allocations
five years in the future.

Practitioners reported spending nost of their tinme in
the technician role, while planning/ managenent was reported
to have accounted for the nost growh, mainly in the areas
of probl emresearch/definition and program
devel opnment /i npl enentati on categories. Interna
comuni cati ons problens were ranked next, while
communi cation liaison and nedia relations showed little
gains in tinme allocation. Respondents estimated this trend
t owar ds managenent role enactnent to continue through the
remai nder of the 1980s. While respondents estinmated that
the technician role would becone nore denmanding in the
future, the technician role was estinmated to becone | ess

dom nant .
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Rol es, I nconme, Decision Making and Job Sati sfaction

Broom and Dozi er (1986) updated Broomand Smth's 1979
roles study by returning to the original participants six
years later with the sane survey instrunent. The authors
hypot hesi zed that job satisfaction would increase as
practitioners noved fromthe technician role to the
managemnent rol e.

Broom and Dozi er found that problemsolving process
facilitators had the | east nunber of years in their present
positions and the | owest incone, while expert prescribers
had the highest incone and the nbst experience in years. In
addition, the survey found the expected pattern of
pr of essi onal devel opnent--i ncreased frequencies in the
manager role and decreased frequencies in the technician
role over tinme. Roles were found to predict incone, with
managers earning significantly higher salaries than
technicians. Roles were also found to predict nore
participation in decision-making. Practitioners who served
as technicians throughout their careers coul d expect
systemati c exclusion from deci sion making. Broom and Dozi er
suggested that when public relations professionals were
i sol ated from deci si on-maki ng, public relations becones a

| ow-| evel support function.
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O her Perspectives on Rol es

Bivins (1989) found fault with Broom and Dozier’s role
t ypol ogy and suggested that practitioners should focus nore
on establishing a code of ethics in public relations simlar
to that of the |egal profession. Bivins suggested that
| egal “rol es of purpose” such as “advocate” and “adviser”
shoul d “subsune” any roles identified by Dozier and Broom
According to Bivins, until purpose is recognized, ethical
gui del i nes cannot be established in public relations, and
the practice will not be recognized as a profession.

Furt hernore, some research has shown that not al
practitioners pursue the managenent role as an ideal. 1In
fact, many practitioners choose to spend their careers in
the stability of the technician role, reporting great |evels
of job satisfaction (Broom & Dozier, 1986). According to
Dozier and Gottesman (1982), sone practitioners permanently
self-select the technician role for creative reasons. These
practitioners are happy in their roles because of the
spontaneity in and enotional attachnment to these positions.
Al t hough Dozier and CGottesnman found that these “creative
artist” practitioners do want nore involvenent in decision-
maki ng, these practitioners are reluctant to nmake the

changes necessary to “clinb the corporate | adder” at the
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expense of famliarity and enotional stability (Broom &

Dozier, 1982).

Gender and Rol es

Whet her by choi ce or by subordination, research has
shown that many wonen enact the technician role (Creedon,
1991; Broom 1982). Broomis (1982) results reveal ed that
whil e both nmen and wonen rated the expert-prescriber role
hi ghest, wonen rated the technician role a close second and
men rated the technician role fourth out of four choices.
Broom al so classified practitioners by their own dom nant
role profiles. By conparing the nean scores across the four
sets of role nmeasures, 55 percent of nmen categorized
t hensel ves in the expert prescriber role, while 51 percent
of wonen categori zed thensel ves in the comruni cati on-
technician role.

This segregation of wormen primarily in the technician
role was later found to contribute to salary differences
between mal e and fermal e practitioners (Dozier, Chapo, &

Sul l'ivan, 1983). W nen earned | ess than nmen regardl ess of
education, professional experience, and tenure in present

positions (Broom & Dozier, 1986).
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Not all researchers have seen these gender differences
to be negative. Taking a fem nist position, Creedon (1991)
| i kens the nmanager-technician roles continuumto a “trash
conpactor” approach that reduces a nunber of conpl ex
experiences into two hierarchical roles. She suggests that
by denigrating the technician role and striving to nake
public relations a managenent function, wonen in public
rel ati ons are deni grated because wonen predoni nantly serve
the technician function. Rather than constant striving for
a managenent role, Creedon suggests placing the technician
role on the sane hierarchical |evel as the nmanagenent
function.

O her evidence suggests that gender differences in role
enact nent may be di m ni shing. Conparing Broomand Smth’s
1979 sanpl e of 440 PRSA nmenbers with a 1991 sanple of 203
PRSA nmenbers, Dozier and Broom (1995) |inked gender,
pr of essi onal experience, and education of practitioners to
role enactnent in these two periods. The 1991 results
showed that patterns of gender salary discrimnation and
gender role segregation may be breaking down in public
relations. D fferences in role and salary were nore
accounted for in 1991 by differences in professional

experience than in 1979.

45



Neverthel ess, the key findings from 1979 renain
constant. Males continue to have nore experience than
wonen. Professional experience is positively related to
manager role enactnent. The dom nant manager role is
related to participation in managenent deci sion-maki ng.
Participation in managenent deci sion-nmeking, then, is
related to inconme and job satisfaction. Overall,
practitioners were found to be noving nore toward achi evi ng

managenent rol es.

Rol es and Encr oachnent

In addition to gender differences, role research has
found many ot her reasons for practitioners enacting
different roles in public relations. Surveying a national
sanpl e of 166 public rel ations managers, Lauzen (1992)
exam ned how encroachnent, the practice of assigning
professionals with expertise in areas other than public
relations to manage the public relations function, relates
to roles played by public relations w thin organi zations.
Her results suggest that “the occurrence of encroachnment nay
be | essened when the nost senior public relations
practitioner enacts the manager role and holds a powerful

schema of the public relations function. The power inherent
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in the public relations nmanager role should not be
underestimated” (p. 62). |In other words, the practitioner’s
aspirations to achi eve the nmanagenent |evel, conpetencies in
managenent, as well as the belief by established nmanagenent
that public relations is a powerful tool, all decrease
encroachnent (Lauzen, 1992, Lauzen & Dozier, 1992).

In a survey of 262 public relations practitioners in
the United States, Lauzen (1993) further found that the
simlarities between the marketing and public relations
departnments as well as the resource interdependenci es caused
by these simlarities can |lead to the nore powerful
departnent “taking over” the | ess powerful departnent.
Lauzen expl ains why marketing invol venment in public
relations is damaging to the public relations effort. She
wr ot e:

When public relations is incorporated into marketing,

rel ati onships with inportant organizational publics and

constituencies suffer. No organizational function is
charged with the task of “primng” these publics so
that marketers can do a nore effective and efficient
job. In effect, marketing is working at cross purposes

when it manages public relations. (p. 255)
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Rol es and Use of Formal Research in Public Rel ations

What, then, are sone of the ways that practitioner can
avoi d encroachnment and subordination into the technician
role? Research has shown that by heedi ng Bernays’ (1961)
advi ce and becom ng part businessman and part soci al
scientist, practitioners can becone nenbers of the dom nant
coalition. As early as 1981, in a survey of 333 nenbers of
four different professional public relations associations in
San Di ego, Dozier set out to determne if professional roles
are related to practitioner’s approaches to program
eval uation. Dozier used a communi cation manager role scale
and a communi cation technician role scale derived froma
factor analysis of Broonmis 1979 study of roles. Through
factor analysis, Dozier identified three “styles” of program
eval uation: scientific inpact style (using focus groups,
interviews and surveys, etc.), “seat-of-pants” style (using
personal contacts and intuition), and scientific
di ssem nation style (using clip files.)

Dozi er found that the conmmunication technician role was
not related to any style of public relations research. In
addi tion, he found comunication nmanager roles positively
correlated wth seat-of-pants style and scientific inpact

style of evaluation. However, communication manager roles
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were not found to be significantly correlated with
scientific dissem nation nethods of evaluation. Further

anal ysis identified nmedia relations specialists as the only
types of practitioners who are extensive users of scientific
di ssem nati on (Dozier, 1984).

In a tel ephone survey of 100 Texas PRSA nenbers, Judd
(1987) further exam ned the rel ationshi ps between perceived
role, formal research and organi zation type. Judd studied
roles fromthe standpoint of individuals as well as fromthe
poi nt of view of the organization. Practitioners who
percei ved thenselves in the manager role were found to be
nore likely to conduct formal research or evaluation than
t hose practitioners who classified thensel ves as
technicians. Practitioners who enacted the nmanager role
were also nore likely than technicians to be associated with
organi zations that conducted formal research or eval uation.
Pr of essi onal s enacti ng the managenent role were al so nore
likely to be associated with those organizations that
practice two-way communi cations rather than one-way
comuni cations (Judd, 1987).

Simlarly, Sweep (1990), in a survey of 588
practitioners working at four-year coll eges and

uni versities, found that researchers enacting the nmanagenent
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role were nore likely to conduct systematic, formnal

resear ch.

Rol es and | ssues Managenent: Researchi ng Conpl ex
Envi ronnent s

Hunt and Gunig (1984) argue that public relations
practitioners should go beyond one-way comruni cation to
interact with their environnents. Practitioners can enact
t he managenent role and rely on those formal research
techniques to help their organi zations respond to
i ncreasingly conplex environnents. Hainsworth (1990)
descri bes the opportunities for public relations in this
ar ea:

Few managers facing the rigors of organizational life

in the closing decade of this century woul d doubt the

need to systematically respond to the constant,

i ntrusi ve demands of an increasingly diverse, dynamc,

and conpetitive environment. (p. 8)

To hel p managenent respond to these chall engi ng
environnments, Wite (1988) suggests that practitioners
should find a way to change their vantage point to offer an
impartial view of the organization from outside. Post,

Murray, Dickie, and Mahon (1982), surveying nearly 400
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smal |, medi um and | arge busi nesses about their public

affairs activities, found that adjusting to a dynam c

envi ronnment requires establishing a corporate planning and

public affairs “perspective.” Post, et al. state the

i nportance of public affairs departnents:
The buil ding of responsiveness capabilities into the
busi ness enterprise is a necessity in the nodern
political econony. As corporate strategic planning
arose out the of the need to cope with changi ng and
di verse econom c environnments, so has the public
affairs function evolved as a neans of dealing with
I ssues arising fromchanging and di verse social and

political climtes. (p. 12)

| ssues managenent provides practitioners with the tools
needed to hel p conpani es deal with these environnental
uncertainties (Jones & Chase, 1979). According to
Hai nsworth and Meng (1988), issues nmanagenent is defined as
the process that allows organizations to know, understand,
and thus nore effectively interact with their environnents:

| ssues managenent includes identifying potenti al

I ssues, formng strategies to effectively influence

t hose issues, naking recommendations to seni or
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managenent, devel oping a corporate position on each

i ssue, and nonitoring each issue. (p. 28)

| ssues managenent was first practiced as a way to
respond to conpany criticism (Gunt & O | enburger, 1995).
The Public Affairs Council defined i ssues managenent in 1978
as “a program which a conpany used to increase its know edge
of the public policy process and enhance the sophistication
and effectiveness of its involvenent in that process” (Heath
& Cousino, 1990, p. 7).

Al t hough i ssues managenent i s approachi ng prof essional
status, many conpanies still lack an issues nmanagenent
function. One reason issues nmanagenent has not received
much attention is that when issues nanagenent is conducted
properly, no public attention ever conmes to the issue at
hand. Anot her possible explanation is that issues
managenent is often confused with crisis comunication or
ri sk communi cation (Gaunt & O | enburger, 1995).

However, issues managenent is not crisis nmanagenent
(Gaunt & Al enburger, 1995). |ssues nmanagenent is a
proactive activity whereby organizations attenpt to identify
i ssues and i nfluence opinion before the issues have a

negative effect on an organi zation. Crisis nanagenent
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occurs after an issue has already becone public and after
negative public reaction (Hainsworth, 1990).

The process of issues managenent enconpasses three
concurrent processes: foresight--identifying, nonitoring,
anal yzing and prioritizing what to think about; policy
devel opnment - -determ ning how to think about it; and
advocacy--the use of action plans to advocate the conpany’s
position on it (Arrington & Sawaya, 1984).

Mar x (1986) advocated issues managenent as the soci al
consci ence of organi zations. He stated that success in
strategi ¢ managenent depends upon “the effective integration
of public issues managenent and corporate strategic
pl anni ng” (p. 141). Marx asserts that advanced industri al
societies should integrate social values with their economc
roles. According to Marx, issues nmanagers should be the

mai n i npetus behind this integration.

“Uncertain” Environnents and Boundary Spanni ng: Power in
the Public Rel ations Depart nent

| ssues managenent research is grounded in systens
theory with open systens consi dered desirable. Katz and
Kahn (1978) describe open systens in organi zations as
systens that allow the free flow of information into the

organi zati on and back into the environnent through
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conti nuous sequences of input, transformation and out put.
This cycle noves the organi zation toward a state of “dynam c
honeostasis” with its “conpl ex, uncertain” environment.

Post et al. (1982) suggest that “boundary spanning”
provi des the nechani sm by whi ch organi zati ons can i nteract
with their business environnents. Boundary units are
subsystens of organi zati ons which nonitor outside
environments (Aldrich & Herker, 1977). Aldrich and Herker
(1977) theorized that boundary spanners can gain power in an
organi zation by interpreting the uncertain environnent
correctly or by converting the unknown into the known.
Boundary spanners’ power within their organizations should
correlate with the accuracy of practitioner interpretations,
the difficulty of the environnent, and the cost of gathering
i nformati on.

Lauzen and Dozier (1992) posited that the public
rel ati ons manager role provides the “mssing |ink” between
uncertain environnents and the consequences for the public
relations function. 1In a survey of 262 public relations
practitioners, the authors found that the range of publics
and changeability of publics are positively related to the

manager role. Lauzen and Dozier stated that:
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Envi ronnental factors do influence how the public
relations function is performed in organi zations.
However, environnmental influences do not permit
reliable predictions of consequences internal to the
or gani zati on when such predictions are nmade

i ndependent|y of power relationships explicated in the

power - control perspective. (p. 218)

In other words, the environnent only affects the role
enactnment of the public relations function if the
organi zati on and the dom nant coalition are open to the
conpany’ s environnment.

In a national sanple of 400 public relations
practitioners, Lauzen (1995) exam ned how that one step in
t he i ssues managenent process, strategic issue diagnosis
(SID), affects the power of the public relations function
wi thin an organi zation. Lauzen defines strategic issue
di agnosis (SID) as “the process that decision nakers use to
under stand environnental issues and events” (p. 287).
Lauzen found that the nunmber of shared val ues between
practitioners and nanagenent is positively related to
“active sense-making strategies (SID)” and negatively

related to encroachnent. Active SIDis positively related
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to accurate issue diagnosis and strategi c change, and
strategi c change is also negatively related to encroachnent.

According to Wiite and Dozier (1992), nenbers of
organi zations “identify-enact” the environnments in which
t hey conduct business. Public relations practitioners,
unl i ke ot her organi zational decision makers, are exposed not
only to internal organizational values, but also to the
val ues of external publics. As boundary spanners, public
rel ations practitioners serve as “individuals who frequently
interact with the organization’s environnent and who gat her,
select, and relay information fromthe environnent to
deci sion makers in the dom nant coalition” (p. 93).

However, according to Wite and Dozi er, boundary
spanni ng has both managerial and technical conponents:
“Putting newspaper and nagazine clips about the organization
in a folder for decision makers is a technical function.
Public relations practitioners, however, fail to perform
their role when their contribution to decision making is
limted to such technical support” (p. 102). 1In order to
enact the nmanager role, practitioners should interpret
organi zati ons’ busi ness environnents for the dom nant

coalition (Wite & Dozier, 1992).
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Dutton and O tensneyer (1987) described these
di fferences between managenent and technician roles as
“active” or “passive” issues managenent systens. Passive
systens nerely evaluate issues, and pass that information on
to rel evant decision nakers. In contrast, active systens
foll ow the sanme procedures, but they also fornulate and
i npl ement responses.

Before practitioners can occupy an active or nanagenent
role, Arrington and Sawaya (1984) expl ained that issues
managers nust earn their position, and that “they accrue
authority as they earn it, as they prioritize issues and
devel op policy positions according to the strategic
obj ectives of the conmpany” (p. 153). In addition, Heath and
Cousi no (1990) point out that issues nmanagenent “offers
functions and a culture that can support broad-based
prograns to enpower public relations by naking it nore
useful” (p. 4). Hainsworth and Meng (1988) state that
i ssues managenent is nore likely to be perforned by those
hi gher, rather than lower, in the organi zational hierarchy.

Dozier (1986) reported a simlar significant
rel ati onshi p between environnmental scanning and
participation in the dom nant coalition managenent deci sion

maki ng. Dozier found that practitioners can use
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envi ronmental scanning to reduce the substitutability of the
public relations function within an organi zation, as well as
the uncertainty of that organization’s environnent.

The environmental scanner has the hard data that are

t he poker chips of nanagenment participation and

deci si on maki ng. The scanner nmay parlay these chips,

t hese hard data gl eaned from environnmental scanning,

i nt o managenent responsibilities. (p. 13)

Techni ci ans and | ssues Managenent

In a survey of issues managers and public rel ations
managers and directors in 433 large U. S. conpani es, Lauzen
(1994) set out to “exam ne how the role enacted by public
relations practitioners is related to their responsibility
for the steps in the issues managenent process” (p. 355).
Her findi ngs suggest that managers are prinmarily responsible
for all stages of the issues managenent process, confirmng
Dozier’s (1992) findings that the technician role is not
related to informal scanning (“seat-of-the-pants approach”)
or scientific scanning.

Usi ng the sanme sanpl e of 433 conpani es, Lauzen and
Dozier (1994) investigated whether issues managenent in

organi zati ons nedi ates the rel ationship between the
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environnental conplexity and the type of public relations
practiced. Their findings indicated that the |evel of
i ssues managenent dictated by the dom nant coalition affects
the organi zation’s responsi veness to dynam c environnents.
Practitioners are also nore likely to be part of the
dom nant coalition when managenent is open to ideas from
outside the organi zati on and nakes active use of issues
managenent to function in a conplex environment. Further,
Lauzen and Dozier found that practitioners in the technician
role may be excluded fromissues nanagenent activities.
Through factor analysis, Dozier (1992) concl uded that
the variance in practitioner role activities can be
accounted for in the two basic organizational roles--
managers and technicians.” Therefore, Dozier reconmmended
col l apsing Broomand Smth s original five-factor typol ogy
into that two-factor typology. Dozier conceptualized
managers as those practitioners that handl ed problem
sol ving, planning, and policy tasks, while technicians
handl ed nore of production-oriented tasks. Hi s findings
suggested that the manager role | eads to greater
participation in managenent decision making, which |eads to
greater status, salaries and job satisfaction. Subsequent

rol es research focused on which public relations activities
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caused practitioners to enact the nmanagenent role (Dozier &
Broom 1995; Lauzen, 1992, 1995; Lauzen & Dozier, 1992;
Toth, Serini, Wight & Em g, 1998) and how t he nanagenent
rol e enacted greater job satisfaction (Kim & Hon, 1998;

Rent ner & Bi ssland, 1990).

| nconsi stencies in Roles Research

However, roles research contains sone inconsistencies.
Broom and Dozier (1986) found in their |ongitudinal study
that those practitioners that remained in the technician
rol e between 1979 and 1985 reported the greatest increases
injob satisfaction. Toth et al. (1998) found evi dence of a
third agency role enmerging, which was simlar to Broonm s
expert prescriber role. Furthernore, Leichty and Springston
(1996) pointed out that the manager-technician roles were
not nmutually exclusive, with sone research reporting
correlations between the two roles as high as .40. Many
practitioners reported high | evels on both manager and
technician scales, while still others reported | ow | evel s of
both (see, for instance, Reagan, Anderson, Sumer & Hill,

1990) .
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A New Rol es Typol ogy

Lei chty and Springston (1996) found two problenms with
t he manager/technici an taxononmy. Fromthe .40 correl ation
bet ween t he manager and technician roles, the authors
specul ated that a hybrid role may exist where practitioners
enact both roles. Through cluster analysis, they exam ned
how the role activities correlated for different
practitioner groups.

Secondly, Leichty and Springston stated that the
managemnment rol e seemed to be nothing nore than an
“everything other than technical activities” classification
(p. 468). Taking their cues fromthe literature on boundary
spanni ng, where roles are separated according to
i nformati onal and representational managenent functions
(Aldrich & Herker, 1977), the researchers divided the
managenent role into theoretically meani ngful sub-roles by
factor analyzing Dozier’s previous public relations role
itens with additional itens drawn from boundary-spanni ng
literature

In their analysis, Leichty and Springston found ei ght
factors representing public relations activities, which they
entitled advocacy, catal yst, gatekeeping, training, counsel,

communi cation technician, formal research and i nformation
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acquisition. Fromthe cluster analysis, five unique groups
energed who rank ordered the eight activities differently.
The researchers then | abel ed the clusters according to how
each group rank ordered activities as internals,
generalists, externals, managers and outliers.

Internals reported | ow | evel s of contact wi th external
publics, scoring high on technical activity, catalyst, and
gatekeeping. In addition, internals scored | ow on advocacy,
training, information acquisition and research. These
practitioners “focused on coordinating the PR efforts of the
organi zation” (p. 473).

Li ke internals, generalists scored high on technical
activity and internal public relations. However,
generalists were actively involved with external publics.
Consequently, they scored high on advocacy, infornmation
acqui sition and research. Generalists also reported a w de
range of daily activities.

Externals served the opposite function as internals.
Wil e these practitioners also scored highest on technica
activity, advocacy and information acquisition, externals
al so scored | ow on gat ekeepi ng, PR counsel, PR catalyst,

research and training. However, although externals
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Interacted with external publics frequently, they “played
passive roles within their organizations” (p. 473).

Lei chty and Springston validated these four neani ngful
rol es by establishing predictive validity in conparing the
clusters on several criterion variables. The researchers
were able to predict successfully technical vs. nanageri al
rol es, education, years of experience, nunber of
practitioners, centrality and function. Consequently, the
authors were able to establish a new taxonony, sinplifying
the data and identifying new rel ationshi ps between rol es and
criterion variabl es.

In summary, despite extensive research regarding public
relations roles, findings remain m xed. Based on their
typol ogy, Springston and Leichty have called for “further
descriptive research” on roles. Perhaps by taking a step
back, operationalizing power and conparing this new roles
typol ogy to power, this research can discover the keys to
the World Wde Web enpowering practitioners to participating
in decision making in organizations. Furthernore, this
research can use the strategic managenent |iterature on

upper echelons to establish a taxonony of power in public
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relations. The next chapter outlines the hypotheses and

research questions pursued in this study.
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Chapter 1V

Synt hesi s, Hypot heses, and Research Questions
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This study will attenpt to investigate whether the use
of new technol ogies — specifically the Wrld Wde Wb - by
practitioners of public relations has any effects on their
deci si on- maki ng power or their professional roles within
their organizations and, if so, what those effects m ght be.
Resear ch hypot heses and questions for this study are drawn
fromthe literature reviews presented in the preceding

chapters, and are presented in the foll ow ng section.

Power, Rol es, |ssues Managenent and the Wrld Wde Wb:
Justification for This Study

In addition to presenting data in a graphically
pl easi ng, personalizable, custoni zable form the Wrld Wde
Web can be used to inprove research and eval uation, issues
managenent efforts, two-way comuni cati on between interna
and external environments, and productivity and efficiency,
t hereby increasing the |likelihood of manager rol e enactnent
in public relations (Chikudate, 1996; H Il & Wite, 2000;
Johnson, 1997; Porter et al., 1999, 2001; Ransey, 1993;
Springston, 2001; Thonmsen, 1995; White & Raman, 2000).
Because the Wrld Wde Wb is a recent technol ogi cal
devel opnent, research has yet to showits full inpact on the

practice of public relations. However, prelimnary results
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suggest that practitioners could use the Wrld Wde Wb as
an effective tool in their enacting the nmanagenent role
Wi t hin organi zati ons.

To exam ne how corporate public relations practitioners
are using online databases and i nformation technol ogy to
further issues managenent, Porter (1998) and Porter et al.
(1999, 2001) surveyed 152 practitioners working in the
Sout heastern United States. This study found that issues
managers, by using new technology to identify issues early
in the issues cycle, could respond nore effectively.
Consequently, these practitioners established their own
research agendas and acquired nore autonomy within their
organi zati ons, thereby assum ng nore of a managenent role.
Most practitioners were found to be using Wb-based online
dat abases, along with broader resources freely avail able on
t he Web.

This study will expand upon Porter’s earlier study by
assessing corporate and agency practitioners’ use of the
Wrld Wde Web for research and eval uation, issues
managenent and two-way comruni cation, as conpared with
practitioners’ participation in organizational decision
making. In addition to the effects on individual decision

maki ng, the present study will also investigate whether the
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Wrld Wde Wb has affected the status and power of the
public relations function within organi zations. The
foll owing table summari zes the proposed vari abl es under

exam nation in this study:

Summary of Vari abl es

World Wide Web Roles Power
Use
Research and [nternals Structural
Eval uati on
[ ssues Managenent |Generalists Experti se
Productivity and External s Prestige
Ef ficiency

Manager s Omer shi p

Resul ti ng Hypot heses and Research Questi ons

Four hypot heses and el even research questions were
derived fromthis literature review. The follow ng section
i nks these hypotheses to the specific literature that

contributed to the predictions.

Hl: Greater levels of World Wide Web use by PR

practitioners for research and evaluation lead to greater

levels of power for practitioners.

Research has shown the Wb is providi ng nunerous
opportunities for practitioners to assune powerful decision-

maki ng roles within organi zati ons (Johnson, 1997; Porter et
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al., 1999, 2001; Thonsen, 1995; Springston, 2001; Wi ght,
2002). Porter (1998) and Porter et al. (1999, 2001) found
that online database use correlated positively with
managenent deci sion-nmaking or structural power. Thonsen
(1995) found that practitioners could use online databases
to becone “information entrepreneurs,” a concept akin to
expertise power. Springston (2001) and Gaddis (2001) found
that practitioners can use new technol ogies to enhance their
research and eval uation techniques. Finally, Porter (1998)
and Porter et al. (1999, 2001) found that practitioners were
usi ng online databases—nostly Wrld Wde Wb-based-to enact
managenent roles by nonitoring and respondi ng nore
effectively to their environnments and by conducting nore
formal research

In addition to hel ping practitioners to enact a
managenent role, new technol ogi es hel p practitioners nanage
and evaluate all aspects of their operations (Chikudate,
1996; Fiur, 1986; Johnson, 1997; Petrison & Wang, 1993;
Ransey, 1993; Thonsen, 1994, 1995). Practitioners who enact
the decision-making roles are also nore likely to associ ate
W th organi zati ons that conduct evaluation than are those in

technical roles (Judd, 1987).
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H2: Greater levels of World Wide Web use by PR

practitioners for issues management lead to greater levels

of power for practitioners.

This hypothesis is predicted because researchers have
found that practitioners gain power in organizations through
effective i ssues managenent (Al drich & Herker, 1977
Arrington & Sawaya, 1984; Dozier, 1986; Dutton &

O tensnmeyer, 1987; Hainsworth & Meng, 1988; Heath & Cousi no,
1990; Lauzen, 1995; Lauzen & Dozier, 1992; Wite & Dozier,
1992). The World Wde Wb offers practitioners an effective
tool for issues identification and managenent (Johnson,
1997; Porter et al. 1999, 2001; Springston, 2001). By
vastly inproving the effectiveness of issues managenent and
environmental scanning activities, the Wb offers
practitioners unprecedented opportunities to enact
managenent roles w thin organi zati ons (Johnson, 1997,
Thonmsen, 1994, 1995). Porter (1998) and Porter et al.
(1999, 2001) found that practitioners were using Wb-based
onl i ne dat abases to enact managenent roles by responding
nore effectively to their environnents.

Finally, Bessette (1997) argued that the Internet
provi des a new forum for the exchange of ideas through

online comunities. Practitioners can facilitate issues
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managenent on the Wirld Wde Wb by nonitoring and targeting
t hese conmunities with two-way comruni cation. Practitioners
enacting the managenent role are nore likely to practice

t wo- way conmuni cati ons than one-way communi cati ons

(Cul bertson, 1987; Judd, 1987). Porter (1998) and Porter et
al . (1999, 2001) found that public relations units using
Web- based online databases practiced two-way conmuni cation
significantly nore than those units not using online

dat abases. Online databases can be used to inprove
conmuni cati ons between internal and external environnents,

t hereby i ncreasi ng manager role enactnent in public

rel ati ons (Chi kudate, 1996; Ranmsey, 1993; Thonsen, 1994,
1995).

H3: Greater levels of World Wide Web use by PR

practitioners for productivity and efficiency lead to

greater levels of power for practitioners.

Wil e practitioners have been found to be | aggards in
the past (Porter, 1998; Porter et al., 1999, 2001,
Springston, 2001), this hypothesis is predicted because
practitioner productivity and efficiency has been enhanced

by emai|l, online databases and the Wrld Wde Wb (H Il and
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VWhite, 2000; Johnson, 1997; Porter, 1998; Porter et al.,

1999. 2001; Springston, 2001; Thonsen, 1995).

H4: Greater levels of World Wide Web use among

traditional managers lead to greater levels of decision-

making power.

Lei chty and Springston (1996) found that sinplifying
practitioner roles into the manager/technician di chotony
resulted in the loss of “neaningful information” (p. 475).

I n previous studies, researchers were attenpting to do just
that (Johnson, 1997; Porter et al., 1999, 2001; Thonsen,
1995) to neasure the effects of new technol ogies on the
practice of public relations. Wile neaningful concepts
energed fromthese studies, this study is taking a different
perspective and is attenpting to exam ne the ways in which
practitioners enacting the different roles, exenplified by
the Leichty and Springston typol ogy, use the Wrld Wde Wb
to enmpower decision-making within organizations. According
to Leichty and Springston (1996), the traditional nmanager
role, in practicing advocacy, counsel, catal yst, gatekeeping
and information acquisition, “bore resenblance to Dozier’s
(1992) conmuni cati on manager” (p. 473). Therefore, this

hypot hesis is predicted because of the Wb’s enpowernent of

72



managers in previous studies (Johnson, 1997; Porter et al.,
1999, 2001; Thonsen, 1995). However, the other roles of
generalists, externals, and internals cannot be predicted in
hypot heses because they are hybrids of previous roles.
Therefore, any |inks between these roles, power, and Wb use
will be exam ned as the followi ng research question:

RQ1l: How do practitioners who play different roles use

the World Wide Web to gain decision-making power?

In addition, this study will explore the foll ow ng
research questions of interest:

RQ2: How does PR practitioners’ World Wide Web use

relate to gender, age, professional tenure, race, education

and income?

RQ3: Does practitioners’ wireless access to the Web

affect how practitioners conduct issues management?

RQ4: How does broadband access change practitioners’

use of the World Wide Web?

RQ5: Do agency practitioners use the Web differently

than corporate practitioners?

RQ6: Do practitioners’ levels of Web use affect amount

of time they spend analyzing issues?
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RQ7: How do levels of practitioners’ Web use relate to

email use?

RQ8: How does practitioners’ Web use for revenue

generation relate to overall Web use-?

RQ9: How does practitioners’ Web use for research

relate to use of other types of research among

practitioners?

RQ10: How are levels of practitioners’ Web use related

to levels of encroachment by IT or IS departments in online

communications?

The next chapter di scusses nethodol ogy for conducting

t hese investigations.
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Chapter V

Met hodol ogy
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This study was conducted to investigate how Wrld Wde
Wb use by public relations practitioners affects the
practice of public relations. To nmeasure use of the Wrld
Wde Wb by practitioners and how that use affects their
deci si on- maki ng power and managenent role enactnent in
public relations practice, the researcher conducted focus
groups and a nationw de survey of public relations
practitioners. The follow ng section details the focus
group nethod, the sanpling nethod, the construction of the
research instrunment, and the nethods enployed to gather the

data necessary for anal ysis.

Qualitative Methodol ogy

Because the study of the Wrld Wde Wb is relatively
new, a grounded theory approach (Strauss & Corbin, 1994) was
taken to direct two focus groups about how the World Wde
Web affects the practice of public relations. Focus groups
were selected as a nethod in the hope that inportant
concepts would arise through social interaction on this
subj ect .

Prior to the admi nistration of the survey, two one-hour

sessions were held to test and confirmthe direction of this
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study, to refine the survey instrunent, and to devel op new
areas of inquiry. One session took place imrediately before
the regul ar chapter neeting of the Public Relations Society
of America (PRSA) in Los Angeles. The second session

i mmedi ately foll owed the sanme chapter neeting. Both
sessions were held in a conference roomof the Omi Hotel in
downt own Los Angel es, the sane hotel as the PRSA neeting.
The room was professionally equi pped to record conversati on.
Each session | asted just over 60 mnutes. The participants
were recruited fromthe association’s directory.

Respondents were recruited via an enmail sent to the entire
menbershi p and an advertisenent in the chapter newsletter
Subj ects were conpensated $50 each for their tinme. Although
t he di scussions were unstructured, a noderator’s gui de was
constructed (see Appendix I1), which provided a framework
for the sessions. The author noderated both sessions. In
the discussion at the end of qualitative results section in
Chapter VI, the author will outline how these sessions

shaped t he questionnaire.

Focus Group Partici pants

Session one fielded six participants, while session two

had seven participants. Four participants were froma
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cor porat e background, and six worked in agencies. One
partici pant was a sole practitioner working out of her hone,
one participant worked for a not-for-profit educati onal
institution, and one participant worked for a professional
association. Three participants of the sessions were nen.
One participant was an African- Amreri can wonan. One woman
was of Asian ancestry, and one wonan was Hi spani c.

Experi ence ranged fromone year in public relations to nore
than 25 years in the business. Corporate practitioners

wor ked in the conputer, health care and notion picture

I ndustries. One practitioner worked in a non-profit

pr of essi onal organi zation, while another worked in the
communi cations office of a |large area university. Agency
size ranged fromsmall “nom and pop” operations to
representatives fromseveral top five revenue producing

I nternati onal agenci es.

Qualitative Codi ng/ Data Anal ysi s

The anal ysis involved listening to the audi o tapes of
each session three times. Each session was transcribed and
not es taken during the sessions were extensively revi ened.
Fol l owi ng Strauss and Corbin’s (1994) nethod of grounded

t heory devel opnent, the transcripts of the focus groups were
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coded line by line in open coding. Second, axial coding was
used to find cormmon concepts that enmerged fromthe open
codi ng and to nake conpari sons between those categories
across sub groups. Selective coding was then used to sel ect
key concepts that emerged as dom nant themes in the
transcripts. Finally, the storyline was constructed from
the dom nant themes with a sensitivity toward subjects’
comment s and observations that woul d confirm or disprove
expectations fromthe research literature and results from

t he previous study.

Subj ects and Setting for the Quantitative Survey

This study al so conprised a national survey of public
relations practitioners. The survey was admnistered to
practitioners by email that contained a link to a Wb site
with the survey instrunment. The sanple was sel ected using
systemati c random sanpling techni ques fromthe 2000/ 2001
Bl ue Book Directory, the nost current, published national
menbership roster of the Public Relations Society of America
(PRSA), the largest professional association of public
relations practitioners in the world. Follow ng Wnmer and
Domi nick’s (1997) suggestion for excellent results in multi-

variate studies to sanple nore than 1,000, this study
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surveyed 4,000 randomy sel ected practitioners by starting
in a random | ocation and sel ecting every 5'" nenber in the
20, 000- nenber national directory. |In addition, the
researcher included in the sanple 400 randomy sel ected
practitioners fromthe nore current 2002 menbership roster
of the Georgia Chapter of PRSA. Again, systenmatic random
sanpling procedures were enployed by starting in a random

| ocati on and sel ecting every 2" nenber fromthis 800-nmenber
directory. The final sanple consisted of 4,400

practitioners with a margin of error of 1.6.

Pr ocedur es and Measur es

The focus groups aided in the questionnaire design. (A
t horough di scussion of the qualitative results is presented
in Chapter VI and of the quantitative results in Chapter
VIl). Prior to national distribution of the final survey
i nstrunment, several questionnaire itens were elimnated when
the survey was pilot tested with sone professionals who had

participated in the focus group discussions.

Emmnil Delivery of the Survey

The survey was distributed via email containing an

enbedded link to a survey site posted on the Wrld Wde Wb,
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fromwhich the data were collected. The cover email letter
and the questionnaire were prepared by the researcher in
consultation with sone nmenbers of the dissertation
commttee. The cover enmils to practitioners surveyed were
distributed and the survey site was hosted by the Center for
Advance Soci al Research at the University of Mssouri. A
copy of the cover email letter is in Appendix A The emails
were distributed in three waves, or batches, with the
researcher and sonme nenbers of the dissertation conmittee
nonitoring responses cl osely.

Clearly originating fromthe researcher, the cover
emai| contained a subject line that stated “Grad Student
Needs Your Help,” and the text included contact information
for the researcher and the chair of the dissertation
committee. The cover emmil communicated the purpose and
I nportance of the survey as well as a return deadline.
Reci pients were asked to conplete the survey by clicking on
t he hypertext link enbedded in the email. The link carried
the survey participant directly fromthe email to the
I nternet survey site. Each respondent was assigned a uni que
Wb address so that each participant could only conplete the

survey once.
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To entice the sanple to respond, in the cover enail the
researcher offered four free passes to any Disney resort in
the country to a randomy sel ected participant. Al so, 50
free Disney novie gifts were also offered to respondents.

To further stimulate response, one foll owup email was sent
to non-respondents three to six days after the initial emnai
di stribution.

Copy in the cover email guaranteed confidentiality of
responses. However, anonynmity was not guaranteed because
surveys were tracked by I P address for foll ow up purposes.

A statenent was included on the survey directing respondents
W th questions about their rights as research subjects to
the Institutional Review Board, O fice of the Vice President

for Research, University of GCeorgia.

Measures of Wrld Wde Wb Use
Research and Evaluation, Issues Management Communication and
Productivity and Efficiency

By vastly inproving the effectiveness of research and
eval uation, issues managenent conmmruni cation and productivity
and efficiency, the public relations literature indicates
t hat new technol ogi es offer practitioners unprecedented
opportunities to gain power within organizations. This

study will nodify survey questions used by Porter et al.
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(2001) relating to practitioners’ use of online databases.
In that study, five itens were conbined to forman index of
onl i ne dat abase use. Cronbach’s al pha was .85 for the

i ndex. Since nost respondents indicated they used the Wrld
Wde Wb as an online database, the existing questions wl|l
be nodified to measure Wrld Wde Wb use instead of online
dat abase use. In addition, the focus group results indicate
that new itens should be designed to gather further data
regarding the use of the Wirld Wde Wb for research and
eval uati on, conmunication in issues nanagenent and
productivity and efficiency. Previous questions wll be
altered and additional measures will be included that are

suggested by the results of the focus groups.

Measur es of Power

I n devel opi ng “Upper Echel ons” theory, Hanbrick and
Mason (1984) theorized that strategic choices are partially
predi cted by background characteristics of the top
managenent team of an organization. Drawing fromthis
l[iterature and research on dom nant coalitions, inner
circles, and top managenent teans, Finkelstein (1992)
conceptual i zed and tested four types of decision-naking

power: structural, ownership, expert, and prestige. Wen
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tested for reliability and validity, structural, ownership,
and prestige power received strong support, while expert
power received noderate support.

Al t hough Finkel stein (1992) argued that the four power
nmeasures shoul d be applicable in nbst organizational
settings, he admitted sone adjustment of the neasures may be
required for specific environnents. Because of a |ack of
correlation with perceived power, Finkelstein dropped expert
power fromhis final study. Although this study will use
Fi nkel stein’s typol ogy of power, several adjustnents will be
made to custom ze this study for public relations
organi zations. In addition, while his data was gathered
t hrough proxy statenents to exam ne top managenent teans,
this study will use survey data to gather power data on
practitioners at various managenent |evels for conparison

pur poses.

Structural Power

Structural power enconpasses a nanager’s formal
position within an organi zation. Therefore, this study wll
use the same neasure as did Finkelstein (1992), using three

vari ables to create a structural power scal e: percentage of
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managers with higher titles, conpensation and nunber of

titles (Cronbach’s al pha=. 83).

Ownership Power

Shar ehol di ngs i ndi cate ownershi p power. Mnageri al
shar ehol di ngs reduce outside board influence. |In addition,
famlial relationships often bypass formal structures wthin
organi zations. Therefore, this study will use Finkelstein's
(1992) neasures of ownership power: executive shares, famly
shares, founder or relative relationships (Cronbach’s

al pha=. 76).

Expert Power

According to Finkelstein (1992) expertise reflects a
manager’s “ability to deal with environnmental dependencies”
(p. 513). In other words, the nore contacts and
rel ati onshi ps a manager develops within the external and
internal work environnment, the greater is his/her expert
power. Ohers often seek out managers with expert power for
advi ce on strategic decisions. This study will use
Fi nkel stein’s nmeasures for expert power: number of
functional areas with experience and nunber of sequenti al

positions held in a firm (Cronbach’ s al pha=. 70).
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In his final analysis, Finkelstein dropped expertise
power. Taking his difficulties into account and consi dering
that this study deals only with public relations
practitioners, the measure of critical expertise power wll
be replaced with L.A. Gunig s (1992) neasure of |evels of
cl earance required to approve conmunication materials. In
addi tion, professional designations (such as APR and ABC)
will be used as an additional measure of public relations

expert power.

Prestige Power

Prestige power results fromstatus and reputation.
Simlar to boundary spanners, managers may gain power and
information fromexternal contacts. In addition, prestige
power is gained through powerful friends and privileged
backgrounds. Therefore, this study will use Finkelsteins
measure of prestige power: nunber of corporate board
menber shi ps, nunber of nonprofit board nenberships, average
St andard and Poor’s board rating of corporate board
nmenber shi ps, and elite education as operationalized in the

Fi nkel stein study (Cronbach’ s al pha=. 67).
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Measures of Roles

Lei chty and Springston’s (1996) adaptation of Dozier’s
roles instrument will be used with the additional itens from
t he boundary-spanning literature to categorize each
practitioner into the five roles identified by those
aut hors’ previous analysis. Questions relating to the eight
factors of advocacy (Cronbach’s al pha=.77), PR catal yst
(Cronbach’ s al pha=.84), gatekeeping (Cronbach’ s al pha=.78),
PR trai ning (Cronbach’s al pha=.78), PR counsel (Cronbach’s
Al pha=.77), technical activity (Cronbach’ s Al pha=.72),
research (Cronbach’s Al pha=.59), and information acquisition

(Cronbach’s al pha=.84) will be used.

Denogr aphi ¢cs

To investigate any |inks between individual
characteristics and the use of the Wrld Wde Wb in public
rel ations, standard denographic information will be
gat hered, such as gender, age, education, tenure, ethnicity,

and personal incone.

Mat erials: Construction of the Survey |nstrunent
The survey instrunent included 103 itens. A copy of

the questionnaire is in Appendix V. The itens in Part |
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I ncl uded one nultiple response question where practitioners
wer e asked “Check all that apply” and one question where
respondents were asked to select one itemfroma |ist of

I nternet connection speeds. The other three questions in
Part | asked that respondents indicate how many hours per
week they connected to the Internet with a Likert-type scale
wi th endpoints of “0 hours per week” and “40+ hours per
week. ”

Parts I, 111, 1V and V of the questionnaire included
62 questions with 5-point Likert-type scales with end points
of “at no tine” and “all the time” or “strongly agree” and
“strongly disagree.” Part |1l also included one rank order
guestion, where respondents were asked to rank their use of
the Web for different public relations tasks. Part IV
i ncl uded one question where respondents were asked to
i ndicate their professional affiliations.

Part V included several nultiple response questions and
several questions asking for respondents to indicate nunbers
(enpl oyees, titles, etc.) to neasure practitioners’ power in
their organizations.

In addition to nine denographic questions, Part VI

I ncl uded one item where respondents were asked to indicate
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I f they wanted to receive an executive summary of this
st udy.

I ndi vidual itens follow grouped by sources and the
topic areas the itens are presuned to be neasuring. Nunbers
preceding itens are those assigned in the final survey
instrument. The itens in Part | (Table 5.1) were slightly
nodified itens froma quantitative study by Wight (2002),

unl ess indicated as original.

Table 5.1
Part I: Internet Use

The foll ow ng questi ons neasure your use of new technol ogi es

I n your practice of public relations.

1. O the followng tools, which do you use to access the
Internet? (Check all that apply).

Emai |

Wrld Wde Wb

Wreless Internet Device (Personal D gital Assistant (PDA)

cell phone, etc.) [Original]

2. How many hours per week do you use email in your practice

of public relations?
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3. How many hours per week do you use the Wrld Wde Wb in

your practice of public relations?

4. How many hours per week do you access the Internet
through a wirel ess device (Personal Digital Assistant (PDA)

cell phone, etc.?) [Oiginal]

5. How does your office access the Wrld Wde Wb (pl ease
check one): Broadband (Cable, DSL, Cable, T3, TI1,
etc./ Al ways On)

D al Up/ Modem (56K or |ower) [Original]

The itens in Part Il (Table 5.2) were slightly nodified
items froma quantitative study by Porter et al. (2001) and
Porter (1998, 1999) and fromquantitative studies from
Springston (2001) and Thonsen (1995), and a qualitative

study by Johnson (1997), unless indicated as original.

Table 5.2
Part II: World Wide Web Use
The follow ng questions will neasure your use of the Wrld

Wde Wb in your practice of public relations.
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1. How often do you use the Wb for research?

2. How often do you use the Wrld Wde Wb to nonitor your

conpetition?

3. How often do you use the Wb to nonitor the news in your

practice of public relations?

4. How often do you use the Web to conduct research in

preparation for public relations canpaigns?

5. How often do you use the Wb to prepare client and

prospect presentations?

6. How often do you use the Wb to "inprove a pitch" by
researchi ng individual reporters and previous stories these

reporters have witten? [Original]

7. How often do you use the Wb to evaluate your public

relations efforts?

8. How often do you use the Wb to track press rel ease usage

by the nedi a?
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9. How often do you use Wb site traffic (e.g. nunber of Wb
site "hits," unique users, page views) to show results for

your public relations efforts? [Oiginal]

10. How often do you use subscriptions to custom zable "news

alerts” fromWb sites to keep up on the | atest news?

11. How often do you use the Wb to IDENTIFY issues

pertinent to your organization/clients?

12. How often do you use the Wb to MANAGE t hose issues for

your organi zation/clients?
13. How often do you use the Wb to research public opinion
by nmonitoring online comunities (news groups, bulletin

boards, etc.) [Oiginal]

14. How often do you use the Wb for two-way comruni cation

wi th your publics?

15. How often do you use the Wb to target publics?

[Original]
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16. How often do you communi cate with your publics by
pl aci ng nmessages in appropriate interactive foruns (bulletin

boards, news groups, chat roons, etc.) [Oiginal]

17. How often do you attenpt to place news stories on the

Web? [Origi nal ]

The itens in Part | (Table 5.3) were all original to
this study and were formnul ated based on the results of the

focus groups conducted previous to the survey.

Table 5.3

Part III: Role of the Web in Public Relations

The follow ng questions will neasure your beliefs about the
use of the World Wde Wb in public relations. (Note: Email

use is NOT considered part of Wrld Wde Wb use):

1. The World Wde Wb is now a standard public rel ations

tactic. [Oiginal]

2. My organization has inproved its use of the Wrld Wde
Wb by purchasing firns that specialize in the Wb.
[Original]
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3. My organi zation has inproved its use of the Web by hiring

outside consultants that specialize in the Web. [Oigi nal ]

4. The fact that our Internet connection is "always on" has
changed ny practice of public relations significantly.

[Original]

5. | have used the Wrld Wde Wb to keep up with breaking
news while working in other applications at ny conputer.

[Original]

6. The Web has reduced costs for ny organization.

[Original]

7. The Web has reduced ny reliance on other forns of
research (focus groups, phone surveys, library research,

etc.) [Original]

8. | have no nenory of public relations practice wthout the

Internet. [Original]

9. | amconcerned the Wb reduces personal interaction.

[Oiginal]
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10. The Web generates additional revenue for ny

organi zation. [Oiginal]

11. The Wb has reduced the time | have to analyze

i nformati on before responding. [Oiginal]

12. IT or IS departnments no | onger control the Wb presence

for ny organization. [Oiginal]

13. The Wb elimnates internmediaries, nmaking it easier for

me to reach ny publics. [Oiginal]

14. The Web is useful in handling crisis situations.

[Original]

15. Pl ease rank order the follow ng uses of the Wrld Wde
Wb from (1) nost inportant to (4) least inportant to you
and your organi zation. Please place a zero (0) next to the
uses that do not apply to you or your organi zation:
Resear ch

Conmuni cat i on

| ssues nmanagenent

Eval uati on [Original]
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The itens in Part |V (Table 5.4) were slightly nodified
items froma quantitative study by Leichty and Spri ngston

(1996), unless indicated as original.

Table 5.4
Part IV: Roles
The followi ng questions will attenpt to determ ne the

role(s) you serve in your (client's) organization:

1. How often do you provide informati on informally to

outsiders that will induce themto act favorably to your

organi zation/clients?

2. How often do you provide informati on informally toO groups

outside your (client's) organization to create a favorable

i mge?

3. How often do you provide information on a formal basis to

groups outside your (client's) organi zation intended to

create a favorable i mage?
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4. How often do you provide information formally to
outsiders that will induce themto act favorably to your

(client's) organi zation?

5. How often do you represent your organization/clients at

events and neetings?

6. How often do you take responsibility for success?

7. How often do you take responsibility for failure?

8. How often do you keep nanagenent/clients actively

involved in public relations?

9. How often do you keep others in the (client's)

organi zation i nformed about public relations matters?

10. How often do you operate as a catal yst for the

i nvol venent of non public relations personnel in public

relations matters?
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11. How often do you decide WHEN to transmt information
acquired from outside your (client's) organization to others

wi thin your (client's) organization?

12. How often do you deci de WHAT portions of information
acquired fromoutside your (client's) organization to

transmt to others within your (client's) organization?
13. How often do you decide TO WHOM within your (client's)
organi zation to send informati on obtained from outside

sources?

14. How often do you informally instruct others, not in PR

how to interact with people outside your (client's)

organi zati on?
15. How often do you formally instruct others, not in PR
how to interact with people outside your (client's)

organi zati on?

16. How often do you work with managers to increase their

communi cation skills?
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17. How often do you

peopl e to define and

18. How often do you

19. How often do you

20. How often do you

public reactions?

21. How often do you

22. How often do you

your organi zation/cli

col | aborate with non-public rel ations

sol ve probl ens?

pl an and reconmend courses of action?

make commruni cation policy deci sions?

keep managenent/clients infornmed of

produce panphl ets and brochures?

edit/rewite conmunications for/from

ents for granmar and spelling?

23. How often do you wite public relations nmaterial s?

24. How often do you

your organi zation/cli

25. How often do you

26. How often do you

produce phot ography and graphics for

ents?

conduct communi cati on audits?

report public opinion survey results?
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27. How often do you FORMALLY acquire information from

sources or groups external to your organization/clients?

28. How often do you INFORMALLY acquire information from

sources or groups external to your organization/clients?

29. Wiich of the follow ng best describes your present
affiliation in public relations?:

Agency

Sol e practitioner

Cor por at e

Not - for-profit

Gover nnment

Educati on

O her [Oiginal]

The itenms in Part V (Table 5.5) were slightly nodified itens
fromquantitative studies by Finkelstein (1996) and L. A

Grunig (1992), unless indicated as original.
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Table 5.5
Part V: Power
The foll owi ng questions nmeasure your power in your

or gani zat i on.

1. How many people are enployed full time in your

or gani zati on?

2. How many full tinme enployees (not counting board nenbers)

in your organization have higher titles than you?

3. What benefits does your conpensation entail? Please
check all that apply:

annual sal ary

st ock options

heal t h coverage

conmpany car

life insurance

disability insurance

expense account

bonuses

O her
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4. How many titles do you currently have?

Pl ease type your title(s) here.

5. The Web has enpowered ne to be pronoted into ny current

position. [Original]

6. \What percentage of shares in your conmpany do you and your
famly own?
None
Less than 1%
1 to 10%
11 to 20%
21 to 30%
31 to 40%
41 to 50%
51 to 60%
61 to 70%
71 to 80%
81 to 90%
91 to 100%

Not applicabl e
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7. Are you related by marriage or kinship to the ownership
of your organization?
Yes

No

8. Are you the founder or owner of your organi zation? Yes No

9. (If yes,) The Web has enpowered nme to own ny own conpany.
[Original]

10. In how many different functional areas have you worked?
(Pl ease specify nunber and then check all that apply)
Mar ket i ng

Fi nance

Legal

Public relations

Resear ch

Strategi c Pl anni ng

O her- Pl ease specify

11. How many di fferent positions have you held in your firnf
(Pl ease specify nunber and then check all that apply)

Mar ket i ng
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Fi nance

Legal

Public rel ations
Resear ch

Strategi c Pl anni ng

O her- Pl ease specify

12. How many | evel s of clearance beyond you are required to

approve conmmruni cation materials you produce? (Oiginal)

13. How many professional designations (APR, ABC, etc.) do

you hol d?

14. My informational use of the Wb has enpowered ne as an

expert in ny organization. (Oiginal)

15. On how nmany corporate boards do you serve?

16. On how many nonprofit boards do you serve?

17. The World Wde Wb has enhanced ny prestige as a

practitioner. [Oiginal]
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Gat hering of Data

The first wave of 2,000 questionnaires were transmtted
by email on February 26, 2002, with a deadline to respond by
March 6, 2002. On March 4, 2002, approximately 1,722
foll owup nessages were transmtted via electronic mail to
non-respondents, with a revised rem nder to respond by March
12, 2002. A second wave of 2,000 surveys was al so
transmtted on March 4, 2002, with a deadline of March 183,
2002. On March 7, 2002, follow up nmessages were transmtted
via electronic mail to non-respondents. Also on March 7,
the third wave of 400 enmils were submtted to the sanple
fromthe CGeorgia Chapter of PRSA. On March 11, 2002,
approximately 380 followup emails were sent to non-
respondents to this third wave.

The next chapter details the results of the focus
groups conducted for this study. Chapter VIl details the

results fromthe survey.
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Chapt er Vi

Qualitative Results
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Resul t s/ Di scussi on

The researcher’s original direction of inquiry was
confirmed by the focus sessions. Practitioners are using
the Wb extensively to enhance research and eval uati on, two-
way conmuni cation, productivity and efficiency and issues
managenment. Most inportant to this research, the focus
groups found that the Wb is an integral and wi dely used

tool in public relations.

Web is now Standard Operating Procedure in Public Rel ations

Practitioners spoke of the Wb as conpletely integrated
into the practice of public relations. These practitioners
see the Wb as sonething practitioners nust use in order to
conpete in today’'s dynam c business environnent. dients
and managenent expect practitioners to handl e any Wb-
related issues. Oten a practitioner, when taking a new
position, is first charged with revanpi ng the Wb presence
as the first point of contact for external publics.

Particularly in the agency business, practitioners are
not only expected to know about the Wb, but to be experts,
| endi ng credence to the inportance of expert power. Sone

agency practitioners in larger firns nmentioned that their
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firms has gone so far as to purchase Wb expertise by
acquiring smaller firns that specialize in Wb consul ting.
Susan, an agency practitioner, says her firmoften relies on
t hese acquired firnmns:
If I don’t have anyone in our office who is able to do
sonething for our client, we can rely on this boutique
conpany we have acquired and they can do anything you
coul d possibly think of-stuff | would have no idea
about ... Because we acquired these boutique (Wb)
agenci es, we have themcone in and do training sessions
for us. Even letting us know what they are able to do
so if our client or the manager on the account thinks
that sonmething m ght be interesting to the client or
nore tine efficient, or whatever, we either know how to
do it or we know where can learn inmediately how to do

it.

Vi cki e, an account executive at a “top five” agency,
descri bed how agency practitioners are now required to
t hor oughl y know t he Web:
In PR, you have to know a | ot about a | ot of
things. And you have to be able to sell that you know

it. So when you're in a pitch for a client, you have
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publ
Dawn,

tacti

to speak intelligently about how a Wb site is built
and how we’re going to do this and this and this, and
it’s going to be really great, and if you don’'t talk
the talk, and you may be sitting across the table from
sonebody who does. And you could lose it right there.
Because everyone expects you to build a Wb site or

mai ntain the one that’'s already there, or upgrade it,
or this and that. You have to know the | anguage. So |
think it’s put an added pressure in the sense that you
don’t just have to know PR really well. W have to
know PR.  We have to know the Web. W have to know

everything and be able to speak on it.

Furthernore, the Web i s now considered a standard

c relations tactic when practitioners plan canpaigns.
a senior |level agency practitioner, describes how Wb
CsS are now common in canpaign strategy di scussions:

That’ s now one of the things we di scuss when we are
brai nstorm ng canpaigns. W’'Ill say, “let’s do a viral
canpaign,” and it’s amazing to ne. Two years ago it

wasn’t a tactic that we would enploy for canpaigns.
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In fact, according to several of the subjects, the Wb
has beconme a somewhat ubiquitous tool in public relations.
Susan, an agency practitioner, said she uses the Wb for
every facet of her job:

| actually can’t think of anything we don’t use the Wb

for. Just as far as Internet — like for a worldw de

conpany — having the Internet between our different

of fices helps with our team practices. You can go on

and find out what different offices did five years ago

if you have an RFP or something that you are respondi ng

to or that you need for a client.

Li ke Susan, many younger practitioners say they cannot
i magi ne working wi thout the Web. Mwa, a young and
i nexperienced agency practitioner, recently began her career
in public relations:
|"ve only been working in PR for a year, so of course
|’ mvery used to using the Wb and al ways have used it
since | started working. So it would seemweird if |
didn't have access to it. | nean, |’ve done the whole
| ooking for articles in libraries and whatnot, but

since |'ve worked, it’s always been a given that |
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woul d be able to use the Web. So it would feel really

odd.

“The Web is the Utinmate Research Tool”

Wth the access the Wb provides to unlimted anmounts
of information, perhaps the nost discussed topic in both
focus group sessions was the intensive use of the Wb by
practitioners for research purposes. According to Tom head

of public relations for a professional association, research

is his main use of the Wb, “personally for nyself, | am
using it all day long. | find it a tremendous research
tool .”

Practitioners use the Wb equally for inportant primry
research initiatives in their conpani es and nundane
i nformation such as driving directions or how to spel
sonmeone’ s nane correctly. Vicky uses the Web to find
routine details, substantially reducing the nunber of phone
calls she has to make in a day, “I use it for filling in the
bl anks. A lot of tines, rather than going back to them
because they are just overtaxed with work as it is, | just
go to the Wb.”

O hers have used the Wb to easily get information

wi thout relying on the client. For exanple, using the Wb,
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Kay, a sole practitioner, wote a brochure w thout ever
speaking directly to the client:
| subcontracted out to wite a brochure for someone
el se’s client, you know what |’ m saying? Like the
soneone else hired ne to do the witing for it. So I
didn’t have any direct contact with the client. So al
| did was, | | ooked at their Web site to | earn about

them It’s amazing. It’s great.

Sonme practitioners went as far as to say that the Wb
had replaced their need to hire outside research firnmns.
Dawn, an experienced agency practitioner, said that her
agency now uses the Web for nost of their research tasks:

We do all of our research now. | renenber | had a book

of state governnent agencies fromlike 1997 or

sonmething. And | used to, whenever | was |ooking for

denogr aphic data nostly, I'd have to call the different
units, and now | can just go on and type it all in,
it’s instant. It’s amazing.

| nproved Productivity and Effici ency

Many practitioners also use the Wb to inprove

productivity by bettering their pitches to nedia outlets by
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researching reporters and past stories these reporters have
witten. Mandesa, an agency practitioner who specializes in
nedi a rel ations, says the Wb has allowed her to stroke the
egos of reporters:
We are constantly | ooking for ways to better our pitch
and know what the reporter has witten in the past -
what the last few stories are that they have witten,
exactly what their beat is so you can bring up “l read
the article you wote on blah blah blah” to boost their
ego. They like that. Cbviously we are in the business
of getting our clients nedia hits, and being able to
focus our pitch to the particular reporters is al
because of the Wb, and knowi ng how they wite stories,
what they like to wite about. It wll even tell ne
how the reporter likes to receive the information, when
they like getting phone calls, what their pet peeves

are about PR peopl e and everyt hing.

Corporate practitioners use this sane capability to
better educate the managenent of their conpanies. A
corporate practitioner with many years of experience in
hi gh-tech public relations, Betty often uses the Wb to

better inform mnagenent:
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| know in the past when our CEO was interviewed there
have been tinmes that | have used the Wb to get
background i nformation on the reporter to educate our
CEO about who he will be dealing with, what kinds of

articles he has witten.

Kay al so uses the Wb to better her pitches to
reporters:

| work at home, so in nmy own honme at ny own conputer, |

can read this newspaper, get to know what reporters are

covering, the kind of stories that they re doing, so

that | know how to tailor a pitch to a reporter.

mean, | can watch soneone’s work, you know, and cal

that reporter on the phone.

Many practitioners also nentioned how the Wb had
reduced their need to do traditional types of research.
Dawn, an agency practitioner also at a “top five” firm
remenbers the way public relations was practiced prior to
t he Wb,

Wen | started in PR we didn't have the Internet, so |

went to the library, literally, and | renmenber pulling

out books, and going through stuff, and the racks of
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newspapers and magazines. It’s how you did your
research, and to be able to type anything in and find
it, is amazing to ne. | probably do it everyday for

somet hi ng.

Corporate practitioners use the Wb to conduct primary
research via surveillance of activist groups, speeding up
the research process. The research capabilities of the Wb
have enabled the Wb to nove into the strategi c managenent
di vi si on of corporations, thereby increasing structural
power. Karen, an experienced corporate practitioner, often
uses the Wb to observe her publics’ comunication
activities:

A lot of these groups develop communities, and they are

online, and they are posting nessages to each ot her

about their issues. | can just nonitor groups that are
of interest to us totally anonynously, and find out
what they are saying about us and our products and our
conpetitors, and what their concerns are and their
issues are, and really help to plan public relations
strategy for our organization and al so see, really
dramatically see, the ms-steps a |ot of our

conpetitors have made where they’ ve done sonething
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that’s really of fended the Asian community on sone
particul ar product, the way they |aunched it or

what ever their practices were. You can |learn so nuch
fromthat information that years ago you' d do all these

focus groups for.

Now a Standard Part of the Eval uation Process for Mny

While not as universally as for research, many
practitioners are al so taking advantage of the Wb’'s
capabilities to better evaluate their canpaigns. Because
all activity on the Wb is trackable via server |ogs, the
Wb has provided public relations practitioners with a
tangi bl e method for nmeasuring results of canpaigns. The Wb
allows Betty to trace public relations activities directly
to outcones such as |ead generation

Vel |l you can neasure the hits, too. Wen you have a

| andi ng page, you can neasure the hits, and al so what

we go by is |l ead generation. So we have an enrol | nent

form and we are constantly addi ng to our database.

That’s the key to what we do is generating | eads to our

dat abase. And so all of these things are intended to

i ncrease the nunber of |eads so you have nore peopl e,

and it qualifies the | eads.
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The universal access of the Wb has all owed snal | er
organi zati ons and even sole practitioners like Kay to easily
conduct sophisticated eval uation that was previously only
avai l abl e to |l arger corporations and agenci es:

It’s an amazing tool. If, | mean, the absolute m ni num

thing that | use it for is to be able to read

newspapers on another country in the world. | nean,

wi thout the Web 1’d be gone to the library or

newsstands. | don’t know what | would be doing. |

mean, it’s just revolutionized tracking stories, mne

and all other stories.

However, the Web’ s eval uation capabilities actually
pl ace an added burden on sone practitioners to track public
relations activities. Even so, Dawn says the Wb gives her
anot her way to prove to clients her agency’s activities are
effective:

| noticed that it’'s used as a nmeasurenent tool for a

| ot of our programs now. For the teen pregnancy work

that we do, it’s an initiative that’'s funded by a

foundati on, and as part of it, they have funded an

eval uation teamto track not only the other conponents
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of the initiative but us, and how well we do our | ob.
And so | have to nonitor the hits to the Web site and
send that to the evaluation team and it’'s used as part
of the report to the foundation about whether or not we
are doing a good job with our noney. So that’s
definitely a newthing, is building it in to our plan,
knowi ng that we are going to be neasured on that one
thing. Because it’s sonmething that’s easily
guantifiable, too, whereas a | ot of other things
aren’t. And | can say, “You know, |ast year we had

369,000 hits to the Wb site.” And they go, “QOoh.”

Al ows Laser Targeting of Publics

The results of these focus groups al so confirnmed that
practitioners are taking advantage of the Wb as a
comuni cation tool to better manage issues. Wile not
al ways two-way conmmuni cation, the Wb enpowers practitioners
wi th a new nedi um t hrough which to communicate with their
publics. Many of the participants say they use the Wb to
pass al ong carefully packaged information to opinion | eaders
online in an easily digested form

Because anyone with a conputer and an | nternet

connection can publish information on the World Wde Wb,
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practitioners laud the ability of the Wb to circunvent
traditional nedia gatekeepers, and go directly to narrow and
specific targets. Vickie predicts this ability will change
public relations in the future:
| think advertisers and maybe PR people are going to go
directly to their audiences. |’mnot sure how exactly.
But yeah, if your conpany wants to get information out,
maybe i n-person press conferences will be a thing of
the past. That’|ll be done over the Internet. Paper
press rel eases are quickly becomng a thing of the past

al r eady.

Simlarly, practitioners state that the Wb has
provided themw th an excellent nedia outlet for their
organi zations and clients. Participants say the Wb
connects diverse subjects with diverse publics. The Wb has
provi ded Susan with nore targeted audi ences for her clients:
Because of the Wb, | have so many nore specialized
online sites and newsletters that | can target, that |
can use to pitch for ny clients and get to nore

speci al i zed audi ences.
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Angel a al so sees new opportunities for placenent:

There are actual organizations that post white papers.
The engi neers use it as resources. So our internal
product technical marketing people wite the white
papers, then as a PR practitioner | get them placed on
the Web site. And we get a lot of hits off that which

turn into | eads for the conpany.

Tom sees the Wb as nore inportant than print

pl acenent :
| think especially in the |ast few years it’'s given us
tremendous public relations opportunities that didn't
exist prior. |I'’mfinding nore, nowadays, that | am
| ooki ng for placenments on Web sites nuch nore than I am
| ooki ng for placenents in newspapers. There are Wb
sites that are starving for content. They nore readily
publ i sh sonet hing than a newspaper will, and especially
can focus on nore target type audi ences that appeal to
certain segnents of the audience, as opposed to a
general publications or even magazi nes, for exanple. |
also find that there’s permanence -- once the content
is there, it’s there for a long tine and it’'s there for

a w der audi ence.
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However, sone practitioners still expressed sone
frustration with their managenent not counting Wb
pl acenents as prestigious as print placenent. Angela says
she is frustrated that her Wb placenents do not hold the
same prestige as print placenents:
| would sent a clip out to the conpany internally and |
woul d say, “This is where this clip appeared online.
They would say, “Is it in print? 1Is it hard copied?
Did it make it in the hard copy version?” And | would
t hi nk, gosh, don’t they understand the value of this
because people can forward this, and there are nore
eyes definitely that see it online than in print. But
| think the prestige of it being on paper still neans a

| ot to people.

Better |ssues Managenent Through Conmuni cati on

I nteractive communities allow practitioners to | og on,
find their publics, and communicate directly with them
Karen often uses the Wb to nake sure her conpany is being
correctly discussed online:

O her groups | will post information specifically, a

| ot because they know that | amon the list, and then
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they’' || ask a question about sonething and say, “Well,
what about this?” And | will respond. And so it is a
good tool to also be able to imrediately respond to
t hem when there’s questions and to quell runors very
qui ckly. You know, when sonething pops up and | can
get right on and say, “No, no, no, here’s what it is.”

“Ch, okay.” You know, and it’s really good.

Wth the exception of research, issues nanagenent is
one of the main public relations tasks for which
practitioners say they are using the Wb for enpowernent.
Practitioners say the Web nmakes al nost any information
avai l able worl dwide the instant it is posted to a Wb site,
giving practitioners unprecedented access to news from an
unlimted nunber of sources.

Wil e sone practitioners do express concern over the
credibility of information found online, they nore often
praise the Web for its informational capabilities. For
exanpl e, Karen not only identifies issues for managenent,
but al so manages those issues:

In terns of the career path, yeah, | think as they say,

“Information is power.” And the nore information you

have access to and you can provi de that neaningful, and
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| think it’s not just having the access to the
information, it’s being able to interpret it, and a | ot
of it goes along with the strategy and being a
counsel or to senior managenent, which is what PR al ways
strives to be. That it really gets you in there.
Because it’s not enough to just go say, “Oh, here,
found those pressure |eaks,” on the Internet. No, you
know, it’s, “Hey, did you hear these two conpani es are
merging? And this is the anount of noney they are
saying it’s worth? And did you know that there’'s a
shortage of this product over here?” And being able to
hel p the conpany fornul ate strategy based on the
information that you are gathering. It has to be

rel evant information.

In addition, Karen can literally watch the
conmuni cation activities of their active publics, enabling
themto anticipate issues:
We’ve had issues with protesters. And being able to
track that. | nean, a lot of tinmes I'Il know I'1I
know before they show up to protest on an issue. |’'II
say, “They’'re going to be out in front of our

manuf acturing plant on Friday at 8 a.m, and this is
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what they are protesting about.” It’s amazing the

stuff that you can find out and really know.

Nunerous practitioners also stated that they use the
Wb as a way to inprove their efficiency by keeping up with
tel evision news while still working at their desks. Tom no
| onger keeps a television on in his office to keep abreast
of current events while he is working. “That’s a
fascinati ng aspect of the Web. You don’t need a television
set anynore. You can sit in front of your nonitor and
watch.” Dawn used the Wb in a simlar way to keep up with
the issues affecting her not-for-profit work:

And we did that with the Governor’s “State of the

State” address. W were all at our desks working. W

reduced the screen so we could watch and listen to the

Governor’s address while we were working. And |

remenber thinking, “Ckay, this is not real.”

O course, the Wb al so presents issues nanagenent
chal l enges. Runors travel quickly on the Wb. Newspaper
readi ng often takes place online now rather than in paper
form The lightning-fast news cycle certainly presents its

share of challenges to Karen
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News travels so nmuch nore quickly now than it ever did,
and a small story in our center in Kaline, Texas, wll
be on the “Kaline Daily Herald” and then all of a
sudden it’s on the Wb sites everywhere. And you know,
people find out nuch nore quickly about things, runors
travel as you were nentioning, you know, nuch nore

qui ckly than they did in the past. And so you have to

be right on it.

The al ways-on capability of the World Wde Wb changes

the way that practitioners use the Internet. Practitioners

can use the Wb as a custoni zed and constant connection to

breaki ng news that affects their clients and organi zati on.

Susan uses custom pages to have sites that are applicable to

her and her clients automatically update her as issues

ari se,

I’monline constantly. Even keeping up with the news.
My honme page is set at CNN.com and everybody in the
of fice can get the constant updates -- just keeping up
with different things. There are so many newsletters
and Web things you subscribe to that give you so nuch
nmore information than if you had to go look for it

yourself. They deliver it right to your desktop.
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An I nportant Crisis Communi cati on Tool

When i ssues becone crises, practitioners say they al so
turn to the Web. The Wb allows Dennis, a corporate
practitioner, to take his nmessage straight to a concerned
publi c:

If you are in a crisis situation and all of a sudden

you need your CEO from your conpany, and he goes up and

speaks and you can broadcast that over the Internet, |
nmean, that’s great usage. You don’'t waste any tine to
watch, and it’s 4:31, and you have to be out by 5. If
you' re battling East Coast deadlines, you know, put it

on right away.

Karen uses the Wb in crisis situations to go straight
to her publics:

And no internmediary too. | didn’'t even think of that.
Froma crisis standpoint | nean, right now, if you have
acrisis, it’s inmediately evolving and, |ike you said,
you want to put your CEO up, you' ve got to call the
news stations and get themto put themon, and they may
or may not put themlive, and if they don’t, then they

are going to edit out segnents. And you can put them
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right up there fromyour office. If you have a video

camera, just go live.

| nproves Rel ati onships with dients/ Managenment

Practitioners see the Wb as a tool that has inproved
their relationships with clients by maki ng them experts--
smarter and nore know edgeabl e, and consequently nore
valuable to their clients. Maria, an agency practitioner,
said the Wb has inproved her client relationships by
al l ow ng her quick and easy access to infornmation:

| think the Web has inproved ny reputation with ny

client, because | just don’'t say “Hey, |ook, you got

coverage in here.” | showthemthe news clip in which
they get nmentioned. |’'Il give thema recomendati on
that is based on primary research through online
newsgroups, for exanple, a DejaNews.com di scussion
group tal king about that conpany’s product. [I'II tell
the client, “Hey did you know t hat your product is
bei ng tal ked about in this way,” or “Prepare to answer
such questions dated yesterday, that came up in this
way, when so-and-so said” whatever. And they' |l go,

“Ch ny gosh, how did you know that?” So | think that’s

how it’s inproved ny reputation as a PR practitioner
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with ny clients. It inproves client rel ationships

dramatically.

Simlarly, Vickie said the Wb has enpowered her by
maki ng her able to respond to clients quickly and
efficiently:

It’s made nme extrenely responsive to ny clients. | had

a client call ne on Tuesday who said, “Can you verify

this?” And | said, “No, but give nme two minutes.”

Boom boom boom Check out a couple of Wb sites.

actual ly checked out her Wb site. | found the answer,
but | 1ooked Iike a genius because | called her back
wWithin two mnutes with the answer. | emailed her al

of the specifics. She forwarded that off to the

producer of the show, done. The whole issue is done.

According to Vickie, by using the Wb to inprove these
rel ati onshi ps, practitioners can nove up in their
or gani zati ons:
But | junped right on it, and had | not been really
savvy with search engines and this and that, and
di gging around sites until you find what you need, |

probably woul dn’t have been able to answer the
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gquestion. And that probably happens at |east a couple
of tines a week, if not nore, where clients just depend
on ne to know things that they probably just as easily
access. So | guess going back to your, “Can this make
you ascend in your job?” Possibly. If the client
raves about how brilliant you are, and your supervisor

pi cks up on it, sure.

Practitioners point to the Wb as havi ng made public
relations nore inportant to their clients, thereby inproving
public relations’ prestige. Kay, a sole practitioner,
stated that her clients seemto appreciate the practice
nore. “l think there's definitely nore of an understanding
of Public Relations in ternms of the value and wanting to be
careful about how clients craft a nessage or what they say

or do.”

CGCener ates Revenue for Agencies and Saves Money for
Cor por ati ons

As a revenue-produci ng and cost-saving tool, the Wb
has caught the attention of public relations practitioners.
Many agenci es now depend on devel opi ng Wb presences and

content for the Web as a source of revenue. Therefore, Dawn
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says agency practitioners are now required to know about the
VWb in order to conpete:
| think it’s the price of adm ssion. You need to know
what’s going on or you re not going to nove up.
think every single client has a Wb site that we’ ve
either created or we run or we nmanage or we wite

content for.

Cor porations have al so enbraced the Wb as a way to
reduce the steep costs associated with printing and
di stributing brochures and the expense of buying
advertising. Betty says the Wb allows her departnent to
save substantial amounts of noney:
We have found it’s | ess expensive to use the Wb, W
will do an email canpaign and then get people to cone
to our Wb site, and it’s been trenmendously successful.
For sem nars we put on, we develop a | andi ng page, and
we jazz it up, just like you would do to an ad that you
woul d ordinarily print in a publication. It costs to
get it designed, but then there is no cost to put it in
a publication. And we find that people these days are
much nore apt to get on the Web rat her than thunbing

t hrough the publication.
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In addition, corporations point to the willingness of
the press to seek out their own digital press materials
rat her than having print assets sent to them Dennis, a
corporate practitioner at a novie studio, says the press
seens to prefer assets in digital form
W al so use it as a cost-saving tool because rather
than having to send out press materials and send out
photos to every reporter with the trades, we have built
our own internal sites. W just built a site for every
novie. So you can downl oad the press notes fromthis
site. You can downl oad photos. You know, our own PR
is set. So it makes it that nmuch easier for us. W
don’t have to pay our agencies to send everything out.

The Web | ets people conme to us.

O her practitioners have parl ayed their know edge of
even the nost nundane Wb tasks into personal consulting
profits. Tomsays clients often rely on himfor basic Wb
publ i shing advice, thereby affording himexpert power:

| charged them for that, but they could have done it

sinmply on their own. But they didn't realize that. It

was a five-mnute thing. | had the know edge, and they
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t hought it was nuch nore conplicated than it actually

is. | was able to use ny expertise for profit.

Age Differences Disputed by Sone, but Cearly Evident; Wb
Enpower s Wnen

Sone practitioners stated that in terns of Wb use,
they did not feel that an age difference exists between
younger practitioners and ol der practitioners. Karen
mai ntai ns the differences are between types of peopl e rather
t han age or gender:

| think to sone degree it’'s an age thing, but I do find

even anong our senior nmanagenent, it’'s really nore a

phi |l osophy in who you are. If you are the kind of

person that tends to seek out new things, and do new
things, and | think people in PRtend to be the ones
that are interested in the current events and the news
and what’ s happening and what’'s new. And so | think
they were nore early adopters of the technol ogy. |
don’t think it’s just an age thing because | have
peopl e who are in their 50s and 60s that are all over
the Internet and they just love it. Then there are
peopl e that are younger that can barely open the

attachment in their email or they don’t know how to do
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anything. | don’t think there’'s as big a difference

anong wonen and nen in terms of use

Agency practitioners of all ages are required to know
about the Wb so that they can sell its capabilities to
their clients. Susan sees in her agency the pressure on al
ages to know how to see the Wb to their clients:

In an agency, we are constantly being forced to think

on our clients’ behalf and encourage themto use the

web. | don’t see age so much as being an issue,
because it’s the account managers who are pushing the
clients to inprove their Wb sites or add on to their

press roomon the Wb sites.

However, many younger practitioners can not separate
the practice of public relations fromthe Wb. Betty does
not see younger practitioners being able to function w thout
the Web. “1 think the younger people com ng up don’t know
how they would live without it. That’s all they know.”

Confirmng this belief, Jill, a recent college graduate
who works in agency public relations, has never worked

wi t hout the Web:
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| really can’t renenber a tinme when there wasn’t
Internet, and | know t hat sounds ki nd of bad, but 1’ve
al ways used it for everything, from school papers in

hi gh school to research I’ m doi ng now.

Al t hough she has been in the business for five years,
Angel a al so cannot conceive of public relations practice
wi t hout the Web:

| have never witten a press release wthout the Wb.

The amazing research tools that went into it, in just

being able to go to a conpany Wb site and pull their

boil er plate, and know who to quote, and have the
materi al polished before it goes for review — the

I nternet hel ps tremendously with that.

Even so, young and old practitioners do agree that the
Web does enpower younger practitioners by making them
experts. Mndesa is often called upon to provide
information to ol der practitioners:

| work really closely with our research manager, and

he’s out of college for two years, and |’ m out of

coll ege for a year, and everyday we have people

emailing us. It’'s a know edge issue wth them not
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knowi ng where or how to find what they need. And it
m ght take two minutes, because | have done it a
hundred tinmes before, so | amfamliar with the
program They m ght have heard about the program but

t hey have no idea howto use it.

Simlarly, the Web has provided Maria with a specialty.
“I don’t knowif it has elevated ne. | think it has | abel ed
me. It’s nore of a specialty, which I like. 1 like feeling
special .”

In terms of gender difference, sone fenale
practitioners see the Wb as an equalizer. Dawn says that
using the Wb actually hel ps to dispel discrimnation
through its inherent anonymty:

It’s an equal i zer because there’'s no face any nore, so

there’s no opportunity to discrimnate agai nst anybody

when you and | can go to the sanme Wb site and get the
same exact information. But if we were face to face

with a person, they' re going to automatically nake a

differentiation between us. They would see ethnicity,

they woul d see height, weight, gender, all an equalizer

now.
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PR Now Controls the Wb

Are PR still |aggards when it conmes to technol ogy? The
participants in these focus groups do not seemto think so.
Dawn says agenci es are now encouraging their clients to use
the Web as a conmuni cations tool because it allows themto
provi de nore consulting services:

They can’t be (laggards) because | nean, we would fail

m serably. | think in our industry we had to junp on

it. I remenmber when we | aunched our Wb site for the

conpany that we were before we were acquired. W nmade

a big deal about the first PRfirmin Sacranento to be

on the World Wde Wb. And you know, we felt like we

have to be in front of the industry when it comes to
things like the Internet and the Wb, and pushing our
clients. So as PR professionals we HAD to, or we would

fail at our jobs.

Corporate practitioners now claimthat they control the
Web content in their organi zations. Managenent is seeing
that the Web as the province of public relations. Wen
asked whether IT or IS still controlled the Web in
organi zations, the answer was for Karen was resoundingly

143 non :
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Not anynore. No, | took it away fromthem | nean,
maybe in the early days, that was the thing...And | had
to go and say, “Look, all content up there is going to
come through nme. You guys aren’t going to cone up with
your own.” | don’t think anyone woul d dream of havi ng
the techies do the content. Yes, you want to have them
there on it. But you' re conpeting against all the

ot her conpani es that have very professional Wb sites.
And your conpany and your CEO doesn’t want to be the
one with the Wb site with the stuff m sspelled, and

t he product nanme nowhere to be found because they

didn't think about that.

Even if practitioners are not Wb savvy, they are
usual ly charged with devel oping the content for a corporate
Web site. Elaine, a practitioner in charge of public
relations for a local university with many years experience,
has been charged wi th managi ng the content for her
organi zation's site because managenent realizes the Wb is
about communi cation. “I amnot an expert in this area, but
in two jobs |’'ve been the one it has fallen to to figure out
what to do about the Web. It was about communications. It

wasn’'t really about technol ogy.”
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Betty al so has had been charged with the sanme task
nunmerous tines: “Every time | have gone to work for a
conpany because they want to inprove their image, the first

thing they want is for ne to do their Wb site over.”

Sone Practitioners Concerned About “Ilnpersonal” Wb,
Crediblity and Falling Behind

Now t hat they control the Wb presences for their
organi zations, practitioners nentioned few negatives the Wb
brings into their professional |ives. However, numnerous
practitioners, young and old, were afraid the Wb woul d
| essen or conpletely renove the personal aspects of their
jobs. Elaine has often warned the younger nenbers of her
staff about maintaining personal relationships and not
hi di ng behi nd the inpersonal Wb:
One of the things that | amalways telling ny staff is
that being on the Web is not a substitute for talking
to people. And that it’'s a good thing to go online and
do sone research about a conpany, but you have got to
pi ck up the phone and talk to them Tell them when the
site was updated or something. [It’s just another piece
of information in the exact sanme way that an annual
report is not a substitute for actually calling

sonebody and tal king about it. 1’ve been around for a
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| onger time, so ny strengths are nmy contacts and ny

rel ati onships. They haven't been around as |ong, so
they are a little shy, and they hide a little bit
behind the Web. So that concerns nme. You have to talk
to people. You are forced to devel op those
relationships. So if all you do is stay in your office
on the conmputer, you are not going to devel op those

rel ati onshi ps.

Denni s, a younger corporate practitioner was al so

worried about |osing the personal connections in public

rel ati ons because of the reliance on electronic

conmuni cati on
Now t here’s so nmuch you can do via the Internet and
emai | and everything, but | hate to see people quit
pi cking up the phone and tal k to sonebody altogether
because there’'s a personal portion of that you just
can’t rely on. | nean, |I'd nmuch rather have sonebody
call nme if they've got a really good idea or if they're
pitching sonmething to ne. |’'d rather hear sonething
really good on the phone in person than in an email, or
“Check this out on the Wb site,” and have to figure it

out nyself. 1’d rather speak to themin person or on
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the phone. So, | don’t want people to |ose the

per sonal touch

El ai ne sees the Wb as an unsuitable substitute for the
personal rel ationshi ps needed for successful public
rel ations:
And you can |l aunch a relationship on email, but you ve
got to follow it up on the phone or in person. Learn
about sonething or soneone on the Wb. But you’ ve got
to followit up with sone kind of contact. Cause
that’s the way PR works. [It’s all about rel ationships.
This doesn’t denigrate the web in anyway. |It’s
just not a substitute for actually having

rel ati onshi ps.

In contrast, Maria sees the Wb as bring clients and
publics closer to practitioners:

| agree whol eheartedly, but now the technology is so

vastly inproving that you could conbine both . . .And

maybe that is a solution to maintaining the warnth in

the relationship -- you see the verbal expression.

Sonme practitioners also worry about information

credibility online. Practitioners expressed concerns about
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the quality of information available online and the danger

the Web poses of providing false information to publics.

Andr ew expressed how fal se informati on can affect the

mar keti ng of a novi e:
It’s kind of a |ove-hate relationship with the Internet
soneti mes, because you know, there’s just so many sites
out there and there’s so nuch going on. And if you
have a novie comng out, one |little runor can get out,
and it goes on a mllion sites, and it’s inpossible to
quell that with every site, and every person that’s
witing about us, or a certain film or sonething, or
an actor in one of your filns, or sonething Iike that.
For good or bad. Sone good conmes up, and it’s all over
the place, and you're like, “Geat. This is going
well. Look at all these people and all these hits that
these sites are getting.” But if something conmes up
and it’s false, and the next thing you know, there’'s
mllions of people, you know, |ooking at this
i nformati on, and you have reporters calling about it.
It just makes your work that nuch tougher, you know,

and then you have this crisis on your hands.
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QG hers find the Wb and all forns of new technol ogy a
source of stress because of how fast the technol ogy changes
and develops. Wile Mary finds the Web an i ndi spensabl e
tool, she also worries about keeping up with the | atest
devel opnent s:

It is somewhat of a source of stress to me, because |

also feel a little inadequate, technology. Thank God

nmy husband is an engineer, so | have a live-in IT

person. If I didn't | don’t know what | would do. So I

do have this kind of constant concern that | am not

keeping up with technology. | don’'t know how to do a

Wb site.

Practiti oners See the Wb as Enpoweri ng

Not wi t hst andi ng the fears about the |oss of the
personal aspects of public relations, information
credibility or keeping up with the | atest devel opnents, the
participants in both focus group sessions clearly feel that
the Web is enpowering themin their practice of public
relations-—structurally, as experts and even as owners.
Karen sees the Wb as hel pi ng her advance structurally in

her organi zati on:
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| think [the Web is elevating PR in ny organization]
dramatically because | amthe eyes and ears for them
out there finding out what’s going on. “Hey did you
know what this patient group is saying about this drug?
Did you hear the news that this conpany bought that
conpany? O that this drug was deni ed approval by the
FDA this norning? O that this product has issued a
product recall this afternoon?” And you can get that
information really quickly, and get it to them and
they ook to that, not only as a source of information,
but in helping to interpret it. Because | can be there
and say, “Look, | know you' re planning this marketing
canpai gn and planning to do this, this way. But let ne
tell you how these patients are going to react. They're
going to see it like this, and they' re going to respond
like that, and this guy, by the nanme of this in Durham

North Carolina, this is what he’'s going to do.”

Kay says the Web has hel ped her nove into an ownership
posi tion:

It’s like having the world in ny hone office. | don’'t

think I could be doing what |’ m doing today w thout it.

| don’t see how | could have ny own busi ness worki ng
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out of my hone wi thout the World Wde Wb... M clients
don’t know that |I'’m wearing pajamas. | amin slippers

all day | ong.

Finally, the Wb is enpowering practitioners by
allowing themto support senior nanagenent as experts.
Karen sees her expert status as enpowering the public
relations functions:

They like being in the know. They |ike know ng about

t hi ngs before anybody el se. So when | can email them

stuff really quickly when it’s just happened, and then

they hear about it, they really appreciate that.

The Future: Wrel ess

Practitioners were optimstic about the how the Wb
woul d factor into the future of public relations. Mny
expressed eagerness about the future of wireless. Vickie,
in particular, is looking forward to the changes a w rel ess
Wb will bring:

| think as technol ogy i nproves and as we are able to

carry around little conputer screens wth us and

i mredi ately access the Wb constantly wherever | am

just like I can dial ny cell phone, if | can
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i mredi ately | ook at CNN or whatever is inmediate.
Because | was thinking about Septenber 11. | spent the
foll owi ng day, because that day | was off work and |

wat ched CNN all day. But the next day it just
constantly, CNN, update, update, update. And that was
how I spent ny whole entire day. | didn’t want to

| eave ny desk because | didn’'t want to stop know ng
what was happening all the time. So if | could have
that in ny hand, and | could |l eave the office, and go
do all the other things, like | was telling you, |

spent all day at a conference today, but |I would have

| oved to access information. It gives you the edge.

So technol ogy inproved, and that’s the capacity that we
have. | think it'll really revolutionize the industry
in ternms of just being conpletely nobile all the tine.
Tel ecommuting. We won’t need offices anynore, to be
honest with you, because you can fax, email, read the

paper, do everything on one little thing.

Summar y/ Di scussi on

Anmong the participants of these sessions, agency,
corporate, education and not-for-profit practitioners are

using the Wb extensively for research, evaluation, two-way
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communi cati on, issues managenent and to inprove productivity
and efficiency. They also feel these uses are enpowering
them i n nunerous ways as practitioners.

While the initial ainms of this research were confirned
by these focus groups, several things have changed since the
previ ous study on this subject. Initial results indicate
that public relations now controls the Internet, and
encroachnment by IS or IT departnments is no | onger a major
concern for corporate practitioners. The Wb is inproving
client and managenent relationships for practitioners. The
use of the Web to both generate revenue and cut costs has
caused clients and managenent to take notice of the Wb.

Age and gender technol ogy differences found in the past were

di sputed by today’ s practitioners.

Li m tations

Because the pool of participants of this study were
self selected, the participants tended to be those who are,
at the least, extrenely interested in the Wrld Wde Wb.
Consequently, the results of these sessions nust be
considered prelimnary to the quantitative portion of this
study. Also, because the sessions were limted to one hour

each, sone di scussion that could have illum nated additi onal
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areas of inquiry was cut short. Neverthel ess, nunerous
conmmpnal iti es between the sessions were identified, and

partici pation was active.

Ef fect on Quantitative Portion of Survey

In addition to indicating nore practitioner Wb use
than the previous study, numerous recurring thenes arose in
bot h sessions of these focus groups. Therefore, the
researcher added an additional section to the questionnaire
entitled “Role of the Web in Public Relations.” This
section contained 14 itens that were designed to test
addi tional research questions relating to hiring outside
consul tants, purchasing Wb firns, “always-on” |nternet
access, nmulti tasking, cost reduction, personal interaction,
decreased response tines, |IT/1S encroachnent,

di si nternedi ati on and crisis managenent.
The next chapter will outline the quantitative results

of this study, a national survey of practitioners.
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Chapter Vi

Quantitative Results
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Resul ts

According to Yu and Cooper (1983), acceptabl e response
rates for mail surveys conducted in social science journals
bet ween 1961 and 1981 were 47% However, Yu and Coopernan’s
wor k was based on studies conpleted in the 1960s and 1970s.
More current research has shown that response rates are
rapidly dropping in recent years (Wnmrer and Dom ni ck,
2000). In addition, although standard response rates have
yet to be published for the new nethod of enmmil surveys, a
nunber of emmil studies have been conpleted. G Caneron
(personal comruni cation, February 1, 2002), chair of the
Center for Advanced Social Science Research at the
University of Mssouri, estimated that anmong the nunerous
emai | studies his center has conducted in recent years, nost
emai | survey response rates fell between the 10% and 20%
range.

O the 4,400 questionnaires transmtted in this study,
1,472 respondents (33% were unreachable due to incorrect
emai | addresses, 7 (0.2% were no longer in the positions
listed with PRSA, 7 (0.2% were no | onger working in public
relations, 16 (0.4% declined to participate because of the

time required to fill out the survey or because conputer
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probl ens prevented them from accessing the survey, and 22
(0.5%9 were out of the office during the survey peri od.
Twenty-six (0.6% respondents failed to conpl ete enough of
the survey to provide usable data. Fromthe 2,850 valid
subjects in the final sanple, 432 usable responses were
received, representing a response rate of 15.2% Al 432
responses were included in the data anal yses. O those
conpl eting the survey, 296 (68.5% requested a copy of the
executive sunmmary, reflecting interest in the subject and

t hat respondents took the survey seriously.

Responses Mostly Fenml e, Caucasi an

Two- hundr ed-si xty-two (60.6% respondents were fenale;
131 (30.3% were male. Thirty-nine (9% respondents failed
to report gender.

Thr ee- hundr ed-si xty-four (84.3% respondents were
Caucasian, 12 (2.8% were Hispanic, 7 (1.6% were African
Anmerican, 6 (1.4% classified thenselves as “other,” 3
(0.79% were Asian Anmerican, and 1 (0.2% was Native
Anmerican. Thirty-nine (9% respondents failed to report

race.
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Sanpl e Evenly Distributed Anong Professional Affiliations

One- hundred-three (23.8% respondents indicated they
had corporate affiliations, 87 (20.1% indicated they were
affiliated with an agency, 85 (19.7% indicated not-for-
profit affiliations, 47 (10.9% reported education
affiliations!, 36 (8.3% were sole practitioners, 26 (6%

i ndi cat ed governnment affiliations, and 17 (3.9% indicated
“other.” Thirty-one (7.2% respondents failed to indicate

affiliation.

Di verse Age, Educati on, Experience, |ncone Represented

Ages of respondents ranged from23 to 71 years with an
average age of 39.9 years. Seventeen (N=86, 19.8% were
ages 21-26, 19 (22.1% were 27-29 years old, 20 (23.3% were
30-37 years old, 22 (25.6% were 38-54 years. Breaking age
categories down further, 28 (6.5% practitioners were ages
21 to 25, 60 (13.9% were ages 26 to 30, 78 (18.1% were
ages 31 to 40, 50 (11.6% were ages 36 to 40, 49 (11.3%
were ages 41 to 45, 53 (12.3% were ages 46 to 50, 37 (8.6%

were ages 51 to 55, 16 (3.7% were ages 56 to 60, 11 (2.5%

'Practitioners who indicated “education” served in public

rel ations capacities for universities of colleges. One

respondent indicated that he was both a coll ege professor and a

practitioner.
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were ages 61 to 65, and 6 (1.4% were ages 66 to 71. Forty-
four practitioners (10.2% failed to report age.

Two- hundred-forty-seven (57.2% practitioners reported
havi ng a bachel ors degree, 122 (28.2% had a nasters degree,
10 (2.3% had a doctorate, and 14 (3.2% reported “other.”

O those reporting “other,” 1 (.2% respondent
i ndi cated possessing an art certificate, and 1 (.2%
indicated a certificate in Health Managenent. Two (0.4%

i ndi cated they had not finished college, and 11 (2.5%

i ndi cated they had conpl eted sone graduate work. Thirty-
nine (9% respondents failed to report their education

| evel .

Two- hundred-twenty-five (52% respondents reported
earni ng undergraduate degrees in journalismor
conmuni cation. Mst of these earned degrees in journalism
(N=117, 27.1%, with 56 (13% having earned degrees in
conmuni cat i ons/ speech, and 52 (12% in public relations.
Two- hundred-twenty (51% respondents reported conpl eting
some formof graduate study. O these respondents, 77
(17.82% reported conpleting graduate studies in mass
communi cation or comruni cation, with 40 (9.26% in
comuni cation, 22 (5.19% in public relations, and 15 (3.5%

in journalismand nmass comruni cati on.
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Experience ranged from1 year to 45 years, with an
average tenure of 13.5 years’ experience. In the entire
sanple, 17 (3.9% N=432) had nore than 30 years’ experience,
21 (4.9% 26-30 years, 39 (9% 21-25 years, 54 (12.5% 16-20
years, 73 (16.9% 11-15 years, 87 (20.1% 6-10 years, and 85
(19.7% less than 5 years. Fifty-six (13% respondents
failed to report anmount of experience.

Annual sal aries ranged from $8,000 to $500, 000, with an
average sal ary of $66,019.81. O those reporting income, 13
(4.9% respondents reported earning $30,000 or |ess; 76
(28.8% $30, 001-%$45,000; 75 (28.4% $45,001-%$60,000; 40
(15.2% $60, 001- $75,000; 36 (13.6% $75,001-%$100,000; and 24
(9.19% $100, 001- $500, 000.

W de Range of Organi zati ons, Professional Levels

Respondents were affiliated with organi zati ons havi ng
nunbers of enpl oyees ranging from1l to 500,000 (M= 6, 451. 9,
SD

35,776.6). Most practitioners had one title (M= 1.3,
SD =0.9). Wile 245 (56.7% had no professional

desi gnations such as APR or ABC, 111 (25.7% had one

desi gnation, and 27 (6.3% had two.

Most practitioners (80.8% did not serve on corporate

boards (M= 0.2, SD =0.7), 17 (3.9% served on one
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corporate board, and six (1.4% served on two corporate
boards. However, not-for-profit board nmenbership was
slightly higher, with 176 (40.7% not serving on not-for-
profit boards, 94 (21.8% serving on one board, 75 (17.4%
serving on two boards, and 25 (5.8% serving on three

boar ds.

Practitioners averaged three organizational functions
(such as nmarketing, finance, legal, etc.) in their careers
(M=3.1, SD =1.6), and averaged two functions in their
current organizations (M= 2, SD=1.6). 1In addition
practitioners averaged just above one |evel of clearance to

get conmuni cations nmaterials approved (M=1.2, SD = .9).

Owmers of Firnse Well Represent ed

Eighty (15.7% respondents indicated they owed or were
related to the owners of their organizations. Twenty (4.6%
practitioners indicated that they were the founder or owners
of their public relations practice, and 61 (14.1%
practitioners indicated that they were related to the owners
or founders of their practice. However, nobst practitioners
do not own substantial shares in their organizations, wth

184 (42.6% owning no shares, and 60 (13.9% owning |ess
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than 1% One-hundred-thirty-six (31.5% respondents failed

to report share ownership.

Mbst Practitioners Use the Web and Email for Public
Rel ati ons for Several Hours Daily, Connecting at H gh Speeds

Four - hundred-twenty-si x (98.6% respondents reported
using the Wb in their practice of public relations, and 369
(85.49% reported using email in their practice. Three-
hundr ed- ei ght y-one (88.2% respondents indicated they use
br oadband connections to connect to the Internet at work.

O those using the Wb (N=426), 124 (28.7% report five
hours or |ess use per week, 149 (34.5% 6-10 hours per week,
96 (22.2% 11-20 hours per week, 36 (8.3% 21-30 hours per
week, 15 (3.5% 31-40 hours per week, and 12 (2.8% nore
than 40 hours per week.

O those using email (N=369), 45 (10.4% report five
hours or |ess use per week, 132 (30.6% 6-10 hours per week,
117 (27.1%, 11-20 hours per week, 59 (13.7% 21-30 hours
per week, 46 (10.69% 31-40 hours per week, and 33 (7.6%

nore than 40 hours per week.

Sone Practitioners Using Wrel ess, But at Low Levels

Si xty-eight (15.7% practitioners reported using

Wi rel ess devices to access the Internet. O those 68
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practitioners using wreless, 56 (82.4% report five hours
or | ess use per week, 5 (7.4% 6-10 hours per week, 2 (2.9%
11-20 hours per week, 1 (1.5% 31-40 hours per week and 4

(5.99% nore than 40 hours per week.

Web Now a Standard Tactic in Public Rel ations

Asked to answer on a scale of 1 to 5 wth “5" being
“strongly agree” and “1" being strongly disagree,
practitioners agreed that the Wb is now a standard tactic
in public relations (M= 4.2, SD=1.0). |In addition,
practitioners agreed that the “always-on” broadband
capabilities of the Web had changed their practice of public
relations (M= =3.8, SD=1.0). Practitioners were also
using the Web to keep up with breaking news while working in
other applications at their conputers (M= 4.2, SD = 0.9).

Wil e practitioners were nore neutral about the Wb
reduci ng personal interaction (M= 2.9, SD = 1.0),
respondents agreed that the Wb reduces the tine they have
to react to issues (M= 3.3, SD = 1.0). Respondents al so
agreed that IT or IS departnents do not control the Wb in
their organizations (M= 3.3, SD = 1.1). Respondents agreed
that the Web affords them an opportunity to elimnate

I nternmedi aries and go straight to their publics (M= 3.5, SD
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= 0.9). Practitioners saw the Wb as an inportant crisis
managenment tool (M= 3.8, SD =0.9). Practitioners agreed
that the Web is replacing other forns of research in their
organi zations (M= 3.4, SD =1.1). Mbst practitioners also
di sagreed that they could not renenber practicing public
relations without the Web (M= 2, SD = 1. 2)

Practitioners agreed that the Wb is both reducing
costs for their organizations (M= 3.5, SD = 1.1) and
generating additional revenue (M= 3.3, SD = 1.1). Although
fewer practitioners said their firnms had purchased snall er
conpanies with Wb expertise (M= 2.3, SD=1.1), nore
agreed that they had hired firns wwth the sane expertise (M

= 3.1, SD = 1.3).

Practiti oners Perceive that the Web i s Enpoweri ng Them as
Experts but Not as Omers

Al though practitioners tended to disagree that the Wb
enpowered themto nove into their current positions (M=
2.7, SD=1.2) or as owners (M= 2.3, SD=1.1), they tended
to agree that the Wb has enpowered them as experts (M=
3.6, SD = 1.0), perhaps by enhancing their prestige as
practitioners (M= 3.2, SD = 1.0).

The follow ng section reports the statistical

procedures to construct indices of sone of the Likert-type
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itens to create the three independent variables used in the

data anal ysis to nmeasure Wb use, roles and power.

Constructi ng the Measures

General Wb Use | ndex

Princi pal conponents factor analysis of the 17 itens
measuring Wb use (all of the itenms in Part I1) using
varimax rotation resulted in | oadings on three factors.
(Results of the varimax rotation analysis, along with neans
and standard devi ations for each of the Wb itens, are
reported in Table 7.1. Frequencies for these itens can be
found in Table 7.2.)

An exam nation of the scree plot also suggested a
three-factor solution. The first factor explained 34. 3% of
t he variance, the second factor explained 11% of the
variance and the third, 7.2%

The first factor, |abeled “Wb productivity and
efficiency,” consisted of five itens that dealt with using
the Wb in preparation for camnpai gns and presentations,
nonitoring news, inproving pitches for reporters and
i dentifying issues (Cronbach’s al pha=.85). The second
factor, “research and evaluation,” contained five itens that

nmeasured the use of the Web for general research and
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eval uation, the tracking of press rel eases, Wb
subscriptions to news services and to nonitor the
conpetition (Cronbach’ s al pha=.72).

The final factor, “issues comunication,” contained
seven itens that nmeasured use of the Wb for two-way
comuni cation, nonitoring and comruni cating with
comunities, targeting publics, placing news stories,
managi ng i ssues and evaluating traffic patterns on conpany
or client Wb sites (Cronbach’s al pha=.77).

Sunmat ed scal es were created from each of these three
factors to nmeasure Wb productivity and efficiency, research
and eval uation, and issues communi cation. However,
Cronbach’s al pha for the 17 itens neasuring use conbi ned was
.87 and woul d have decreased if any item was del et ed.
Therefore, all 17 itens were conbined into a single “use”

i ndex to neasure general Wb use to anal yze those research
guestions dealing with overall use, instead of using the
three sub-scales, in those data anal yses. For nom nal |eve
data, the Wb use index was divided at the mdpoint into
“high” and “low’ |evel use. The Wb use index ranged from

20 to 81 with a mdpoint of 46 (M= 46.5, SD = 12.2).
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Rol es O assification |Index

Princi pal conponents factor analysis of the 28 itens
measuring practitioner roles (itenms in Part 1V) using
varimax rotation resulted in |oadings on seven factors.
(Results of the varinmax rotation analysis, along with nmeans
and standard deviations for each of the role itens, are
reported in Table 7.3. Frequencies for these itens can be
found in Table 7.4.)

Exam nation of the scree plot suggested a seven-factor
solution. The first factor explained 29.5% of the variance,
t he second factor 7.8% the third factor 6.7% the fourth
factor 5.7% the fifth factor 5.5% the sixth factor 4.6%
and the seventh factor 4.1%

The first factor consisted of eight itens that dealt
with formal and informal training, making comrunication
policy, solving problens, planning and recomendi ng acti on,
keepi ng managenent informed of public reactions, and
i nvol vi ng non-public relations people in the public
rel ati ons process. Cronbach’s al pha for an index consisting
of these eight itens was .86 and woul d have decreased if any
itemwas del eted. Therefore, these itens were conbined into

a single trait index entitled “counsel.”
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The second factor included five itens that neasured how
practitioners represent their organizations as advocates to
outside publics. Cronbach’s al pha for an i ndex consisting
of these five itenms was .84. Therefore, these itens were
conbined into a single use index entitled “advocacy.”

The third factor was conprised of three boundary
spanning itens that measured practitioners’ gatekeeping
activities. Cronbach’s al pha for an index containing these
three itens was .93 and woul d have decreased if any item was
del eted. Therefore, these itenms were conbined into a single
Web use index entitled “gatekeeping.”

The fourth factor was nade up of two itens neasuring
how frequently practitioners serve as an internal inforner,
keepi ng managenent actively involved in public relations,
and a third item neasuring the frequency that practitioners
wite public relations materials. However, because
Cronbach’s al pha increased to .70 when this item was renoved
and the item doubl e | oaded on the next factor, this itemwas
deleted fromthis index. The remaining two itens were
conbined into a single use index entitled “catal yst.”

The fifth factor contained four itens that neasured the
frequency that practitioners perforned technical public

rel ati ons tasks, such as witing and editing comrunication
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materi al s, taking photography and desi gni ng graphics, and
produci ng panphl ets and brochures. Cronbach’s al pha was .69
and woul d have decreased if any item was del et ed.

Therefore, all four itens were conbined into a single use

i ndex entitled “technician.”

The sixth factor included four itens that measured the
frequency of formal and information acquisition, as well as
publ i c opinion research and comuni cation audits.

Cronbach’ s al pha was .64 and woul d have decreased if any
itemwere deleted. Therefore, all four itenms were conbi ned
into a single use index entitled “research.”

The seventh factor included two itens that neasured the
frequency that practitioners took responsibility for success
or failure in their practice. Cronbach’s al pha was .78 and
woul d have decreased if any itemwas deleted. Therefore,
both itens were conbined into a single use index entitled

“responsibility.”

Cluster Analysis

Each role factor was converted into a standardi zed
factor score. A cluster analysis was perfornmed to determ ne
the conbi nations of these factors that occur on a regular

basis, forrmulating the basis for public relations roles.
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Previ ous research (Leichty & Springston, 1996)
suggested a five-cluster solution with one group being
outliers. Therefore, three, four and five-cluster solutions
were each determ ned. The four-factor solution was the best
fit, with the convergence occurring after 15 iterations.
Eucl i dean di stances indicated that the four-cluster solution
provi ded the cluster nmenberships that were different from
each other. F ratios were also the largest in the four-
cluster solution, indicating that each of the variables in
the analysis had a large part in determning the clusters.
(Final cluster centers, Euclidean distances between final
clusters, and F tests are reported in Table 7.5.)

The first cluster consisted of 120 practitioners who
scored highly on counsel, catalyst, technician, research and
responsibility, and |l ow on advocacy and gat ekeepi ng.
Therefore, in accordance with the Leichty and Springston
(1996) typology, this group was |abeled “internals.”

The second cluster was conprised of 92 practitioners
who, simlar to previous research, scored highly on counsel,
advocacy, gatekeeping, catalyst and responsibility, and
conversely very |l ow on technician and research. Simlar to
Lei chty and Springston’s (1996) findings, this group seened

to del egate technical activities, and to not conduct
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research and evaluation activities. Therefore, this group
was | abel ed “nmanagers.”

The third cluster contained 98 practitioners who scored
highly on the external activities of advocacy, gatekeeping,
and research, and | ow on counsel, catalyst, technician and
responsibility roles. Therefore, in accordance with
previ ous research, this group was | abel ed “externals.”

Again, much like in previous research, this group interacted
frequently with external publics, but played passive roles
in the managenent of their conpani es.

The fourth cluster consisted of 91 practitioners that
scored very high on technician and above the nean on
advocacy and gat ekeeping. Conversely, this cluster also
scored | ow on counsel, responsibility, catalyst and

research. Therefore, this cluster was | abeled “technician.”

Power Measures

Fi nkel stein (1996) suggested that his power neasures
may need to be adjusted to fit the organi zational setting.
Accordingly, the researcher adjusted the questionnaire item
nmeasures in this study to fit the public relations
profession. In addition, because it becane apparent after

initial analyses of frequencies distributions of responses
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to individual questionnaire itens that none of the
respondents attended what Finkelstein termed “elite”
educational institutions, the researcher replaced that
conponent of the prestige power with the |evel of education
achi eved. Cronbach’s al pha for the 14 power neasures was
.68 and woul d have decreased were any itemrenoved.
Therefore, the 14 power neasures were standardi zed and
conbined into a “power” i ndex.

For procedures using nom nal |evel data, the non-
standardi zed power index was divided at the mdpoint into
“high” and “low’ |evel use. Because of the high nunber of
m ssing values in the power section, the neans were used to
repl ace m ssing values. The power index ranged from-12.8

to 28.8 (M= 29.3, SD = 10.3).

Assunpti ons

The researcher used analysis of variance as the primary
statistical nmethod to test for significant effects of Wrld
W de Wb use and roles on power. In analysis of variance,
there are what Kennedy and Bush (1985) refer to as the
"trinity of assunptions” (p. 111). These are that: (1) the
i ndi vi dual treatnent popul ations, from which nmenbers of each

treatment group are randomy drawn, are nornally
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distributed; (2) the variances of the different treatnent
popul ati ons are honbgeneous or honpbscedastic; and, (3) the
error conponents are independent within treatnent groups as
wel | as between groups so that each observation is unrel ated
to any ot her observation in the study.

In this study, visual exam nation of tests for kurtosis
and skewness for each variable revealed no threats to the
assunption of normality. Exam nations of three honobgeneity-
of -variance tests: Cochran's C, Bartlett-Box F, and
Hartley's F max did not reveal violations to the assunptions
of normality or honpbscedasticity. This permtted the data
anal yses, regardless of the slightly unequal treatnent cel
sizes, to proceed with confidence.

Tests of statistical significance were conducted at the
traditional probability |evel of .05, though sonme results
approaching significance are reported when they appear to

shed light on rel ationships.

Tests of Hypot heses

Hl: Greater levels of World Wide Web use by PR

practitioners for research and evaluation lead to greater

levels of power for practitioners.
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Results of a one-way anal ysis of variance found no
significant difference in power between those practitioners
that were high users of the Wb for research and eval uati on

and those that were | ow users.

H2: Greater levels of World Wide Web use by PR

practitioners for issues management lead to greater levels

of power for practitioners.

Results of a one-way anal ysis of variance approached
significance in the difference in power between those
practitioners that were high users of the Wb for issues
managenment and those that were | ow users, with high users of
VWb i ssues managenent exhi biting higher levels of power (M=
.6) than low users of the Web for issues managenment (M = -
.6, F(1, 430) = 3.4, p =.065). (The F-table is reported in

Table 7.6).

H3: Greater levels of World Wide Web use by PR

practitioners for productivity and efficiency lead to

greater levels of power for practitioners.

A one-way anal ysis of variance showed that greater
| evel s of World Wde Wb use by PR practitioners for

productivity and efficiency leads to significantly greater
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| evel s of power (M= 1.1) for practitioners who are high
users than for low users (M= -1.0, F(1, 430) = 12.7, p =

.0001). (The F-table is reported in Table 7.7).

H4: Greater levels of World Wide Web use among

traditional managers leads to greater levels of decision-

making power.

A one-way anal ysis of variance conparing the nmeans of
hi gh and | ow | evel Wb-using traditional managers found no

significant differences in power |evels.

RQ1l: How do practitioners who play different roles use

the World Wide Web?

A one-way anal ysis of variance found significant
differences in the ways public relations practitioners use
the Web. Tukey foll owp procedures found that traditional
managers use the Web in general significantly nore (M= 3.0)
than externals (M= 2.7) and technicians (M= 2.6, FE(3, 397)
=4.9, p=.02). (The F-table is reported in Table 7.8).

In addition, a one-way analysis of variance with Tukey
foll owup procedures found that managers al so engage in

significantly nore Wb activities to inprove productivity
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and efficiency (M= 15.6) than technicians (M= 13.3, F(3,
397) = 4.3, p =.005. (The F-table is reported in Table
7.9).

A one-way anal ysis of variance with Tukey foll owp
procedures found that internals conduct significantly nore
research and evaluation activities on the Wb (M = 15. 4)
than do technicians (M= 13.7), and managers conduct
significantly nore research and evaluation (M= 16.2) than
externals (M= 14.1, E(3, 397) = 5.8, p =.001). (The F-
table is reported in Table 7.10).

A one-way anal ysis of variance with Tukey foll owp
procedures found that managers conduct significantly nore
Wb i ssues managenent (M = 18.6) than internals (M = 16. 3,
E(3, 397) = 3.0, p =.03). (The F-table is reported in Table

7.11).

RQ2: How does PR practitioners’ World Wide Web use

relate to gender, age, professional tenure, race, education

and income?

A one-way anal ysis of variance test found no
significant difference between genders in their use of the

Véb.
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However, a one-way anal ysis of variance with Tukey
foll omup procedures found that those practitioners aged 21-
25 used the Web significantly nore (M= 3.1) than all other
practitioners (M= 2.7, E(1, 430) =5.8, p=.02). (The F-
table is reported in Table 7.12). |In addition, a Pearson
correlation test found that hours of Wb use was
significantly (p <.001) and negatively (r = -.24) related to
age.

A one-way anal ysis of variance found no significant
difference between different |evels of tenure or education
and Web use.

A one-way anal ysis of variance with Tukey foll owp
procedures found that Caucasians (M =2.7), Asian-Anmericans
(M=2.9), Hspanics (M=2.7), and Native Anericans (M =4.5)
use the Web significantly nore than African-Anmerican
practitioners use the Wb (M= 2.1, FE(5, 387) = 4.3, p =
.001).2 (The F-table is reported in Table 7.13).

A one-way anal ysis of variance with Tukey foll owp
procedures found that those practitioner reporting incone in
excess of $85,000 used the Web significantly nore (M= 3.0)

than practitioners reporting all other |evels of inconme (M=

2 It should be noted this test violates assunptions of

anal ysi s of variance regardi ng m ni num nunbers of subjects in
cells.
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2.7, F(1, 262) =10, p = .002). (The F-table is reported in
Table 7.14). 1In addition, a Pearson correlation test found
that Web use was significantly (p = .0001) and positively (r

=.27) related to incone.

RQ3: Does practitioners’ wireless access to the Web

affect how practitioners conduct issues management?

A one-way anal ysis of variance indicated that
practitioners with wireless access to the Wb use the Wb
significantly nore (M= 20.0) for issues managenent than
t hose practitioners who do not have wrel ess access (M=
16.4, F(1l, 430) = 23.3, p = .0001). (The F-table is

reported in Table 7.15).

RQ4: How does broadband access change practitioners’

use of the World Wide Web?

A one-way anal ysis of variance reveal ed that
practitioners with broadband access to the Wb use the Wb
significantly nmore (M= 2.8) than those practitioners who
have dial -up access (M= 2.5, F(1, 430) = 5.9, p = .016).
(The F-table is reported in Table 7.16).

In addition, a one-way anal ysis of variance found that

practitioners wi th broadband access use the Wb
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significantly nore for research and evaluation (M= 15.1)
than those practitioners who have dial-up access (M= 13.6
F(1, 430) =5.2, p =.023). (The F-table is reported in
Table 7.17).

Finally, a one-way anal ysis of variance found that
practitioners with broadband access use the Wb
significantly nore for issues managenent (M= 17.2) than
t hose practitioners who have dial -up access (M= 15.1, F(1,
430) = 6.7, p =.01). (The F-table is reported in Table

7.18) .

RQ5: Do agency practitioners use the Web differently

than corporate practitioners?

A one-way anal ysis of variance reveal ed that
practitioners affiliated with agencies (M= 2.9) use the Wb
significantly nore than those practitioners affiliated with
corporations (M= 2.7, E(2, 398) =5.3, p =.005. (The F-

table is reported in Table 7.19).

RQ6: Do practitioners’ levels of Web use affect amount

of time they spend analyzing issues?
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A one-way anal ysis of variance indicated that PR
practitioners who are higher-|evel users of the Wb agree
significantly nore that the Wb reduces reaction tine for
practitioners (M= 3.5) than lowlevel users (M= 3.2, FE(1,
430) = 11.1, p = .001). (The F-table is reported in Table

7.20).

RQ7: How do levels of practitioners’ Web use relate to

email use-?

A one-way anal ysis of variance indicated that PR
practitioners who are high-level users of the Wb use enai
significantly nore (M= 4.3) than low users (M= 3.9, F(1,
430) = 10, p = .002). (The F-table is reported in Table

7.21).

RQ8: How does practitioners’ Web use for revenue

generation relate to overall Web use?

A one-way anal ysis of variance indicated that PR
practitioners who are high users of the Wb are
significantly nmore likely (M= 3.5) than |ow users (M= 3.0,
E(1, 430) = 25.5, p = .0001) to use the Wb for revenue
generation in public relations. (The F-table is reported in

Table 7.22).
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RQ9: How does practitioners’ Web use relate to use of

other types of research among practitioners?

A one-way anal ysis of variance reveal ed that PR
practitioners who are high-level users of the Wb are
significantly nore likely to have replaced other types of
research with Wb-based research nmethods (M= 3.6) than | ow
users (M= 3.2, F(1, 430) = 11.9, p = .001). (The F-table

is reported in Table 7.23).

RQ10: How are levels of practitioners’ Web use related

to levels of encroachment by IT or IS departments in online

communications?

A one-way anal ysis of variance found no significant
di fferences between high- and | ow | evel users of the Wb and

their beliefs about | T/1S encroachnent.

Post Hoc Anal yses

Revi siting the Power Question

G ven the mxed results on the hypotheses tests for the
effects of different |evels of Wb use on practitioners’
| evel s of power and the research question finding that
agency practitioners use the Web nore than do corporate

practitioners, it seens useful to probe the relationships
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bet ween Web use, professional affiliations and power
further.

A one-way anal ysis of variance found the agency
practitioners have significantly nore power (M= 3.1) than
corporate practitioners (M= -1.3, F(2, 398) = 21.6, p =
.0001). (The F-table is reported in Table 7.24). However,
a two-way anal ysis of variance testing whether affiliation
and category of Wb use affected power found no significant
differences. Wiile there was a significant main effect for
affiliation, there was no significant affiliation by Wb use
i nteraction.

Breaki ng the categories down further, a one-way
anal ysis of variance with Tukey follow up procedures found
that sole practitioners have significantly nore power (M =
7.7) than agency (M= 1.2), corporate (M= -1.0), not-for-
profit (M= -2.2), governnent (M= -2.0) or education (M=
0.25, F(6, 394) = 14.1, p = .0001). In addition, agency (M

= 1.2) holds significantly nore power than not-for-profit (M

-2.2). (The F-table is reported in Table 7.25).

I n addition, post hoc exam nation of the perceived
power measures supports that practitioners believe the Wb
is empowering them A one-way anal ysis of variance reveal ed

that those practitioners who are high users of the Wb for

175



research and evaluation are significantly nore likely to
percei ve higher |evels of power (M= 11.2) than | owl evel
users (M= 9.8, F(1, 394) = 24.1, p = .0001). (The F-table
is reported in Table 7.26). A one-way anal ysis of variance
al so showed that those practitioners who are high users of
the Wb for issues nmanagenent are significantly nore likely
to perceive higher levels of power (M= 11.1) than | owl evel
users (M= 9.9, F(1, 394) = 13.6, p = .0001). (The F-table
is reported in Table 7.27). Finally, a one-way anal ysis of
vari ance showed that those practitioners who are high users
of the Web to inprove productivity and efficiency are
significantly nore likely to perceive higher |evels of power
(M= 11.2) than lowlevel users (M= 9.7, F(1, 394) = 24.7,

p = .0001). (The F-table is reported in Table 7.28).
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Table 7.1

Fact or Anal ysis of Wb Use Fact or
Loadi ngs
Fact ors: M SD 1 2 3

Prepare for Public Rel ations 3.1 1.2 .92

Canpai gns

Monitor the News 3.1 1.2 .92

Prepare Cient or Prospect 2.6 1.3 .70
Present ati ons

| nprove a Pitch by Researching 2.7 1.3 .56

| ndi vi dual Reporters

I dentify |Issues 3.0 1.1 .50

Track Press Rel ease Usage 2.7 1.4 .73
Resear ch 2.8 1.2 . 65

Eval uati on 2.6 1.2 . 65
Monitor the Conpetition 3.8 1.1 . 56
Subscriptions to Custom zabl e 3.0 1.5 . 50

News Alerts

Two- way Conmruni cati on 3.0 1.4 .75
Target Publics 2.8 1.4 .74
Communi cate in Online Communities 1.7 1.0 . 69
Monitor Online Comunities 2.1 1.1 .54
Manage | ssues 2.4 1.1 . 50
Pl ace News Stories 2.6 1.3 .47
Use Wb Site Traffic to Show 2.5 1.3 .43
Resul ts

Ei genval ues 5.8 1.9 1.2
Percent of Variance Expl ai ned 34.3 11.1 7.2

Itenms: Subjects were asked “How often do you use the Wb
to/for ...”
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Table 7.2

Frequencies for Wrld Wde Wb Use

| tens:

Use the Web to/for:

Prepare for Public

Rel ati ons Canpai gns
Monitor the News

Prepare Cient or Prospect
Present ati ons

| mprove a Pitch by
Resear chi ng | ndi vi dua
Reporters

Identify |Issues

Track Press Rel ease Usage
Resear ch

Eval uati on

Monitor the Conpetition
Subscriptions to

Customi zable News Alerts
Two- way Conmuni cati on
Target Publics

Communi cate in Online
Communi ti es

Monitor Online Communities
Manage | ssues

Pl ace News Stories

Use Wb Site Traffic to
Show Resul ts

At
no
time

29

30
104

86

36
108
61
90
12
108

81
86
253

159
102
101
114

178

Less
t han
once
a
nont h

104

104
120

124

108
85

123

132
44
64

101
130
114

139
143
117
149

Afew A few All

tinmes tines

a

nont h week

158

158
121

123

161
123
144
110
107
74

102
98
39

77
117
130

87

a

59

59
33

33

68
53
59
58
112
78

42
38
11

37
43
21
26

t he
time

82

81
54

66

59
63
45
42
157
108

106
80
15

20
27
63
56



Table 7.3

Factor Analysis of Practitioner Roles

Fact ors:

Trai n Managers

Train informal ly

Train formal |y

Make Commruni cations Policy

Act as a Probl em Sol ver

Pl an and Recommend Acti on

Keep Managenent | nformnmed of
Publ i c Reactions

Act as a Catal yst for Non-PR

| nvol venent

Provide Information Informally to
Qutsiders to I nprove | mage
Provide Information Informally to
Qutsiders to Encourage Favorabl e
Action

Provide Information Formally to
Qutsiders to I nprove | mage
Provide Information Formally to
Qut si ders to Encourage Favorabl e
Action

Represent Organi zation at
Meet i ngs

Deci de What Portions of

I nformation from Qutside to

Di stribute Inside Your

Or gani zati on

Decide to Whiomto Distribute

I nformation from Qutside to

| nsi de Your Organi zation

Deci de When to Distribute
Information from Qutside to

| nsi de Your Organization

Ei genval ues
Percent of Variance Expl ai ned

w

Itenms: Subjects were asked “How often
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M SD
7 1.2
0 1.1
6 1.1
2 1.4
6 1.1
8 1.0
8 1.1
5 1.2
1 1.3
3 1.2
2 1.1
3 1.2
0 1.1
6 1.3
7 1.2
6 1.2

do you ...

Fact or
Loadi ngs
1 2

.71
.70
. 68
. 64
.62
. 60
. 49
. 48

. 84

. 82

. 67

. 65

.52

8.2 2.2

29.5 7.7

3

. 86

. 83

. 81



Table 7.3 (Conti nued)

Factor Analysis of Practitioner Roles Fact or
Loadi ngs

Factors: M SD 4 5 6

Keep Ot hers in the 3.5 1.1 .61

Organi zati on | nforned

Keep Managenent Actively 3.9 1.1 .60

| nvol ved in Public

Rel ati ons

Wite Public Relations 4.1 1.0 .59 .58

Mat eri al s

Produce Phot ography and 3.2 1.4 .75

G aphi cs

Produce Panphlets and 2.5 1.2 .74

Br ochur es

Edit/Rewrite Public 4.0 1.1 .71

Rel ations Materials

Formal |y Acquire 2.4 .99 . 83

I nformation from Externa

Sour ces

Informal |y Acquire 3.1 1.1 . 66

| nformation from Externa

Sour ces

Research Public Opinion 1.9 .82 .61

Conduct Commruni cati on 1.9 .75 .50

Audi ts

Take Responsibility for 3.1 1.3 86

Fai l ure

Take Responsibility for 3.1 1.2 85

success

Ei genval ues 1.6 1.6 1.3 1.1

Percent of Variance

Expl ai ned 5.7 5.5 4.6 4.1

|tenms: Subjects were asked “How often do you ...~
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Table 7.4

Fr equencies for Role

Measur es

|t ens: At Less Afew Afew Al

no than times tinmes the
How often do you? time once a a tinme

a nonth week
nmont h

Trai n Managers 57 148 110 34 55
Train informally 26 107 157 53 61
Train formally 54 178 105 30 37
Make Commruni cations Policy 50 90 97 56 111
Act as a Probl em Sol ver 9 73 119 87 116
Pl an and Reconmend Action 2 44 130 94 134
Keep Managenent | nforned 8 51 112 81 152
of Public Rel ations
Act as a Catal yst for Non- 16 84 128 70 116
PR I nvol venent
Provide Information 45 93 124 67 85
Informally to Qutsiders to
| nprove | nage
Provide Information 37 74 130 80 93
Informally to Qutsiders to
Encour age Favorabl e Action
Provide Information 26 79 166 62 81
Formally to Qutsiders to
| nprove | nage
Provi de I nformation 25 82 156 65 86
Formally to Qutsiders to
Encour age Favorabl e Action
Represent Organi zation at 21 119 165 46 63
Meet i ngs
Deci de What Portions of 25 58 109 77 135
I nformation from Qutsi de
to Distribute Inside Your
Organi zati on
Decide to Wiomto 23 49 100 82 150
Distribute Information
from Qutside to |Inside
Your Organi zation
Deci de Wen to Distribute 25 a7 124 80 128

I nformati on from Qut si de

to I nside Your
Organi zati on
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Table 7.5

Cluster Analysis of Role Factors
Final Custer Centers

Internals Manager s

Counsel . 05 .35
Advocacy -.34 . 36
Gat ekeeper -.92 .53
Cat al yst .31 .75
Techni ci an . 06 -. 47
Resear ch . 26 -.48
Responsi - .21 . 48
bility

ANOVA Tabl e Representi ng F Rati os

Cl uster
Mean

Squar e df
Counsel 6.5 3
Advocacy 8.8 3
Gat ekeeper 50. 6 3
Cat al yst 43. 6 3
Techni ci an 79.5 3
Resear ch 13.7 3
Responsibility 17.9 3
Frequencies of (uster Menbership
I nternal s 120
Manager s 92
External s 98
Techni ci ans 91
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Ext er nal s

-. 27
.53

. 00
. 20
- 77
.29
-. 49

Error
Mean
Squar e

. 95
.93
. 63
. 65
.41
. 90
. 88

df
397

397
397
397
397
397
397

-.11
.10

.44
-.32
1.3
-.18
-. 20

E
6.8

9.4
80. 6
67.4
195.7
15.1
20. 4

Techni ci ans



Table 7.6

Anal ysis of Variance of Power by Wb Use for |ssues
Managenent
Sour ce of Sum of DF Mean Square F Sig.
Vari ation Squar es of F
Bet ween 131.1 1 131.1 3.4 . 065
G oups
W thin 16427. 4 430 38.2
G oups
Tot al 16558. 5 431
Table 7.7
Anal ysis of Variance of Power by Wb Use for Productivity
and Efficiency
Sour ce of Sum of DF Mean Square F Sig.
Vari ation Squar es of F
Bet ween 474.5 1 474. 6 12.7 .0001
G oups
Wt hin 16083. 9 430 37. 4
G oups
Tot al 16558. 4 431
Table 7.8
Anal ysis of Variance of General Wb Use by Practitioner Role
Sour ce of Sum of DF Mean Square F Sig.
Vari ation Squar es of F
Bet ween 7.2 3 2.4 4.9 . 002
G oups
Wt hin 195. 3 397 0.5
G oups
Tot al 202. 6 400
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Table 7.9

Anal ysis of Variance of Wb Use for Productivity and
Efficiency by Practitioner Role

Sour ce of Sum of DF Mean Square F Sig.

Vari ation Squar es of F
Bet ween 281.6 3 93.9 4.3 . 005
G oups
Wthin 8702. 4 397 21.9
G oups
Tot al 8984 400

Table 7.10

Anal ysis of Vari ance of Web Use for Research and Eval uati on

by Practitioner Role

Sour ce of Sum of DF Mean Square F Sig.
Vari ation Squar es of F
Bet ween 323. 7 3 107.9 5.8 . 001
G oups
Wthin 7399. 1 397 18.6
G oups
Tot al 7722.8 400
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Table 7.11

Anal ysis of Variance of Wb Use

for | ssues Managenent by

Practiti oner Role

Sour ce of Sum of DF
Vari ation Squar es
Bet ween 284.5 3
G oups
W thin 12399. 2 397
G oups
Tot al 12683. 7 400
Table 7.12

Anal ysis of Vari ance of General

Mean Square

94. 8

31.2

Web Use by Age

Sour ce of Sum of DF
Vari ation Squar es
Bet ween 3.0 1
G oups
Wt hin 219.5 430
G oups
Tot al 222.5 431
Table 7.13

Anal ysis of Variance of Ceneral

Mean Square

3.0

0.5

Web Use by Race

Sour ce of Sum of DF
Vari ation Squar es
Bet ween 10. 3 5
G oups
Wt hin 185. 2 387
G oups
Tot al 195.5 392

185

Mean Square

0.48

F

3.0

F

5.8

F

Sig.
of F

. 029

Sig.
of F

. 016

Sig.
of F

. 001



Table 7. 14

Anal ysis of Variance of General Wb Use by | ncone

Sour ce of Sum of DF Mean Square F Sig.

Vari ation Squar es of F
Bet ween 4.7 1 4.7 10 . 002
G oups
Wt hin 123.9 262 0. 47
G oups
Tot al 128. 6 263

Table 7.15

Anal ysis of Variance of Wb Use for |ssues Managenent by
Wrel ess Access

Sour ce of Sum of DF Mean Square F Sig.

Vari ation Squar es of F
Bet ween 705 1 705 23.3 .0001
G oups
Wthin 13027.9 430 30.3
G oups
Tot al 13732.9 431

Table 7.16

Anal ysis of Variance of General Wb Use by Broadband Access

Sour ce of Sum of DF Mean Square F Sig.
Vari ation Squar es of F
Bet ween 3 1 3 5.9 . 016
G oups
Wthin 219.5 430 0.5
G oups
Tot al 222.5 431
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Table 7.17

Anal ysis of Variance of Wb Use for Research and Eval uati on
by Broadband Access

Sour ce of Sum of DF Mean Square F Sig.

Vari ation Squar es of F
Bet ween 100.1 1 100.1 5.2 . 023
G oups
Wt hin 8217.3 430 19.1
G oups
Tot al 8317.4 431

Table 7.18

Anal ysis of Variance of Wb Use for |ssues Managenent by
Br oadband Access

Sour ce of Sum of DF Mean Square F Sig.

Vari ation Squar es of F
Bet ween 211 1 211 6.7 .01
G oups
Wthin 13522 430 31.4
G oups
Tot al 13733 431

Table 7.19

Anal ysis of Variance of General Wb Use by Affiliation

Sour ce of Sum of DF Mean Square F Sig.
Vari ation Squar es of F
Bet ween 5.3 2 2.6 5.3 . 005
G oups
Wthin 197. 3 398 0.5
G oups
Tot al 202.6 400
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Table 7.20

Anal ysis of Variance of Response Tine by General Wb Use

Sour ce of Sum of DF Mean Square F Sig.

Vari ation Squar es of F
Bet ween 10.3 1 10.3 11.1 . 001
G oups
Wthin 399 430 0.9
G oups
Tot al 409. 3 431

Table 7.21

Anal ysis of Variance of Hours of Enmil Use by General Wb
Use

Sour ce of Sum of DF Mean Square F Sig.

Vari ation Squar es of F
Bet ween 19.3 1 19.3 10 . 002
G oups
Wthin 830.9 430 1.9
G oups
Tot al 850. 2 431

Table 7.22

Anal ysis of Variance of Wb Use for Revenue CGenerati on by
General Wb Use

Sour ce of Sum of DF Mean Square F Sig.
Vari ation Squar es of F
Bet ween 27.2 1 27.2 25.5 .0001
G oups
Wt hin 458. 2 430 1.1
G oups
Tot al 485. 4 431
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Table 7. 23

Anal ysis of Variance of Research by General Wb Use

Sour ce of Sum of DF Mean Square F Sig.

Vari ation Squar es of F
Bet ween 14. 8 1 14. 8 11.9 . 001
G oups
Wt hin 534.7 430 1.2
G oups
Tot al 549.5 431

Table 7. 24

Anal ysis of Vari ance of Power by Corporate and Agency
Affiliation

Sour ce of Sum of DF Mean Square F Sig.

Vari ation Squar es of F
Bet ween 1609. 4 2 804.7 21.6 .0001
G oups
Wthin 14834. 1 398 37.2
G oups
Tot al 16443.5 400

Table 7.25

Anal ysis of Variance of Power by Detailed Affiliation

Sour ce of Sum of DF Mean Square F Sig.
Vari ation Squar es of F
Bet ween 2914.9 6 485. 8 14. 1 . 0001
G oups
Wthin 13528. 6 394 34.3
G oups
Tot al 16443.5 400
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Table 7. 26

Anal ysis of Variance of Perceived Power by Wb Use for
Research and Eval uati on

Sour ce of Sum of DF Mean Square F Sig.

Vari ation Squar es of F
Bet ween 212.1 1 212.1 24.1 .0001
G oups
Wt hin 3469. 2 394 8.8
G oups
Tot al 3681. 3 395

Table 7.27

Anal ysis of Variance of Perceived Power by Wb Use for
| ssues Managenent

Sour ce of Sum of DF Mean Square F Sig.

Vari ation Squar es of F
Bet ween 122.8 1 122.8 13.6 .0001
G oups
Wthin 3558. 5 394 9.0
G oups
Tot al 3681. 3 395

Table 7.28

Anal ysis of Variance of Perceived Power by Wb Use for
Productivity and Efficiency

Sour ce of Sum of DF Mean Square F Sig.
Vari ation Squar es of F
Bet ween 217 1 217 24. 7 . 0001
G oups
Wthin 3464. 3 394 8.8
G oups
Tot al 3681. 3 395
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Chapter VI

Di scussi on/ Concl usi ons
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This dissertation investigated how practitioners’ use
of the World Wde Wb affects practitioner roles and
ultimately, power. This study al so exam ned practitioners’
attitudes toward the Wb and its effects on the practice of
public rel ations.

Four hypot heses and ten research questions were
presented in detail in Chapter IV to predict the effects of
the use of the World Wde Wb on the different types of
roles and on power itens neasuring expert, structural,
prestige and ownership power. These hypotheses and research
guestions were first tested in two focus group di scussions,
with the results of the focus group discussions presented in
Chapter VI. Then, the hypotheses and research questions
were further tested through anal yses of data collected in a
random national survey of public relations practitioners,
and these quantitative results were presented in detail in
Chapter VII.

The key findings are summari zed bel ow al ong with
di scussions of the study’'s Iimtations, conclusions and

directions for future research.
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Summary of Hypot heses Test Results

Hi gher Levels of Wb Use Lead to G eater Power

Thi s study hypot hesi zed that hi gher |evels of use of
the World Wde Web for research and eval uation, issues
management, and productivity and efficiency would lead to
greater |levels of power for public relations practitioners.

As expected, practitioners who are using the Wb at
high levels to inprove productivity and efficiency, and for
i ssues managenent are achieving higher |evels of power in
their organizations. However, there are no differences in
power between those practitioners who are using the Wb for

research and eval uati on and those who are | ow | evel users.

Roles in Public Relations Linked to Wb Use

In addition it was predicted that higher |evels of use
anong traditional public relations managers would lead to
greater |evels of power anong practitioners. This study
replicated Leichty and Springston’s (1996) research and
identified four primary role groupings in public relations
practice: internals, managers, externals, and technicians.

There are no differences in decision-mking power for
traditional public relations managers who use the Wb at

hi gh | evel s and managers who are | ow | evel users of the Wb.
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However, managers tend to use the Wb significantly nore
than internals or technicians. Managers also use the Wb to
i mprove productivity and efficiency nore than technicians.
Internals conduct nore Web research and eval uation than
technicians. Managers al so conduct nore Wb research and
eval uation than externals. Managers al so conduct
significantly nore issues managenent conmmruni cation on the

Web than internals.

Sex NMakes No Difference in Wb Use: Younger, H gher | ncone
Prof essi onals Use the Wb Mre

Gender differences no | onger exist for the use of the
Web. However, age is negatively correlated with Wb use;
younger practitioners tend to be heavier Wb users. In
addition, incone is positively related to Wb use, with high
i nconme professionals using the Web significantly nore than
practitioners at other levels of income. Furthernore, while
t he nunbers of African Americans participating in this study
was too | ow to make generalizations, it appears African-
Anmericans may use the Web significantly |ess than other

ethnicities.?

*I't should be noted that the small Ns for some ethnicities
included in this study clearly violated analysis of variance
assunptions regardi ng cell size.
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Wr el ess/ Broadband Access Enhance | ssues Managenent

Those practitioners who are using wireless devices to
access the Internet are significantly nore likely to
practice higher |evels of Wb issues managenent. In
addi tion, broadband access to the Internet enables
practitioners to conduct significantly nore research and

eval uation, and issues nanagenent.

Agency Professionals Use the Web More for | ssues Management

Agency practitioners tend to use the Wb significantly
nore than corporate practitioners. Those practitioners who
are higher-level users of the Wb agree that the Wb
decreases the reaction tine practitioners have to manage
i ssues. High-level Wb users also tend to use enmail nore
often than | ower-1level Wb users. Also, high-level users of
the Web are also significantly nore likely to use the Wb to
generate income than |ower-|level users. Finally, high-Ileve
users are nore likely to replace other methods of research

wi th Web-based net hods than are | ower-1| evel users.
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Summary of Post Hoc Anal yses

Wb Use Enhances Power of Sol e and Agency Practitioners

s the Web enpowering practitioners? Participants in
this study certainly believe so. Those who are using the
Wb at high levels to inprove productivity and efficiency,

i ssues nmanagenent, and research and eval uation were all
found the have significantly higher |evels of perceived
power than their |ower-user coll eagues.

Furt her exam ning the question of power, sole
practitioners had significantly higher |levels of power than
all other affiliations. In addition, agency practitioners
had greater |evels of power than corporate and not-for-

profit practitioners.

Strengths and Linmtations

Reliability and Validity

Reliability is achieved when the neasures used in a
study consistently give the sanme answers (W nmer and
Dom ni ck, 2000). The researcher determned reliability by
conputing a coefficient of internal consistency. The
conput ed Cronbach’ s al phas denonstrated internal consistency
on all three factor indices with al phas ranging from

noderate at .68 to respectable at . 85.
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Validity is achi eved when a neasuring device nmeasures
what it is supposed to neasure (W mer & Domi nick, 2000).
Content validity was achi eved by submtting the survey to
the scrutiny of experts. Two focus group sessions were
conducted with public relations professionals to test the
validity of the instrunent. Prior to distribution, the
final survey was reviewed by nmenbers of the dissertation
committee as well as several professional participants in
the focus group sessions. The commttee consisted of five
educators with many years of conbi ned prof essional
experience in public relations, new nedia and strategic
managenent. Construct validity was achi eved by enpl oyi ng
itens in this study that were used successfully in previous
studi es (Finkelstein, 1996; Johnson, 1997; L.A Gunig,
1992; Leichty & Springston, 1996; Porter et al., 2001;
Springston, 2001; Thomsen, 1995; Wight, 2001).

External validity is the degree to which findings can
be generalized beyond conditions in a study. Securing the
sanple for this study was a nonunental challenge. Lists of
public relations professionals are not readily available for
purchase or | oan. After approaching nunerous email |ist
brokers and both of the major professional public relations

associ ations based in the United States, the researcher was
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forced to resort to hand typing a print directory. The
sanpl e was randonly selected fromthe national directory of
the Public Relations Society of America, the largest public
rel ati ons organi zation in the world. However, approximtely
one-third of the emails listed in this directory contained
incorrect or defunct enail addresses. In addition, to boost
the response rate, the national sanple was suppl enmented by
addi ng random y sel ected nenbers fromthe Georgia Chapter of
PRSA. The sanple was representative of the public relations
prof ession as a whole, as it contained practitioners
representing all mmjor professional affiliations, ages,
genders, experience, and ethnicities, and closely paralleled
t he denographi ¢ breakdown of the PRSA nmenber ship.

Surveys are always subject to questions about
generalizability because while respondents are randomly
sel ected, their responses are subject to human error.
Practitioners may not be able to recall information about
t hensel ves or their Wb activities. Respondents may provide
“prestigious” answers rather than admtting they are | ow
| evel users of the Web or sone respondents nay have
know ngly decei ved the researcher (W mer & Dom nick, 2000).
Nevert hel ess, the findings of this survey are triangul ated

with the results of the two focus group sessions.
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Because this study was conducted via voluntary focus
group participation, email and a Wb-based survey, the
results may be influenced by a | ack of participation by
those that are not online at all or are not online
regularly. Response may be a function of use and interest
in the subject of the Internet, which could prejudice the
results.

However, the only major difference between the
gualitative and quantitative results in this study concerned
age differences in practitioner Wb use. The qualitative
results indicated that age did not play a factor in the
| evel s of Web use by practitioners, a finding that was
di sputed by the quantitative results. Because the subjects
of these sessions self-selected their participation, high
| evel users dom nated the sessions, skewing the qualitative
results somewhat. Even so, recent studies have pointed to
t he ubi qui tous use of emamil and the Web by public rel ations
practitioners (Porter et al., 2001; Wight, 2002). These
results and the triangulation of the qualitative results
| end credence to the overall findings of this study.

Cont ai ning nore than 100 itens, this survey was
extrenely lengthy, |eading to sone dropout of participants.

However, the order of the survey was changed in the second
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wave in a split-half approach, so as to capture as nuch data
as possible frompartial conpletions. |In addition, several
respondents were not able to conplete the survey because of
conputer difficulties, sone related to inferior technol ogy
and others related to inability to navigate the survey.
However, random error was reduced because the instrunent
el ectronically pronpted respondents to conplete the survey
if they mssed itens. The response rate of 15.2% was within
the range accepted for surveys delivered by email, and the
margin of error was 3.6% In addition, no significant
differences in Wb use, roles or power were found between
respondents of the different waves and orders of the
surveys.

Questions arise in any research relying on self-report
measur es because correlations are attenpted between nore
t han one neasure collected fromthe sane respondents. The
probl em of comon net hod variance invol ves the consistency
notif, where respondents may attenpt to maintain sone sense
of consistency in their answers or are influenced by the
social desirability of their answers (Podsakoff & Organ,
1986). However, the results of a Harman’s one-factor test

showed 22 discrete factors when the interval-level rawitens
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under consideration in this study were subjected to an
unrot ated factor anal ysis.

Fi nkel stein’s power itens have not been previously used
in a public relations context. Consequently, several itens
became i napplicable. For instance, no respondent had
attended one of the educational institutions |isted under
Fi nkel stein’s operationalization of “elite education.” Due
to time and expense limtations, the researcher was unable
to rate either the status and chal |l enges of each
practitioner’s individual environnment nor apply Standard and
Poor’ s ranki ngs of the corporate boards on which
practitioners indicated they served. Furthernore, neither
CEGCs nor others were surveyed to provide an objective rating
of each practitioner’s individual |evel of decision-nmaking

power .

Concl usi ons

New Web Typol ogy Established: Inportant |Inplications for
Public Relations Practice

Johnson (1997), Thonmsen (1995), and nost recently
Springston (2001) have all called for additional descriptive
research on how practitioners are using new t echnol ogy.

This study provides a blueprint by which practitioners can

use the Wb to gain power within their organizations. The
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results indicate that as the younger generation of high-use
practitioners nove up in their organi zations, the Wb will
play an increasingly promnent role in the strategic
practice of public relations. Nevertheless, this study
takes an inportant first step in establishing the ways in
whi ch practitioners are presently using the Wrld Wde Wb
effectively. The quantitative and qualitative results of
this study both suggest that practitioners are using the
Wrld Wde Wb for issues nanagenent, research and
eval uation, and to inprove productivity and efficiency.
However, findings remain m xed regarding the effects of
this use. Wiile practitioners were found to have
significantly increased their |evels of power by using the
Web for inproved issues managenent, productivity and
efficiency, no relationships were found between research and
eval uation and greater |evels of power. This finding
chal l enges the a priori assunption that research and
eval uati on enhances power. Despite the ease of using the
Web for this purpose, perhaps practitioners are still not
conducting significant anmounts of research and eval uati on.
Further study may clarify how top managenent’s

appreci ati on-or | ack thereof-for the value of research and
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eval uation affected public relations practice in these

ar eas.

Research and Eval uati on

Wi |l e research and eval uation was not |inked with power
in this study, practitioners do see the Wb as an i nportant
tool for this purpose. Practitioners are using the Wb to
track individual press releases and to receive autonated
news alerts fromWb sites to which they have subscri bed.

In addition, practitioners see the Wb as a substitute for
ot her types of research, thereby enpowering practitioners to
conduct research at a higher level and elimnating trips to
the library and the need to hire outside research firms. As
a senior |level agency focus group participant put it, “To be
able to type anything in and find it, is amazing to ne. |

probably use it everyday for sonething.”

Productivity and Efficiency

This study indicates that nany practitioners use the
Wb |l ess as a strategic part of the public relations process
and nore as a personal tool to aid themin their day-to-day
activities, such as finding routine information and readi ng

the news online. To inprove productivity and efficiency,
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practitioners are using the Wb to, as one focus group
participant put it, “fill in the blanks.” They effectively
prepare for canpai gns and presentations as well as to

nmoni tor up-to-the-m nute news on an ongoi ng basis, often
while they are conducting other tasks at their desks.
Practitioners are also using the Web to identify issues for

t heir organi zati ons.

| ssues Managenent

Even while | anenting that the Wb reduces the tine they
have to respond to issues, practitioners are now using the
Wb for issues managenent. A focus group participant says
the Wb provides her a seat at the managenent table,
think it’s not just having the access to the information,
it’s being able to interpret it, and a lot of it goes al ong
with the strategy and being a counsel or to senior
managenent, which is what PR always strives to be.”

By | aser targeting publics, the Wb all ows
practitioners to reach diverse publics. Practitioners can
either go straight to their publics, bypassing traditiona
medi a by nonitoring and targeting communities that spring up
overni ght online around inportant issues, or they can place

news stories on appropriate niche sites visited by the
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publics they want to influence. Finally, by evaluating
traffic on their owm sites as well as on other |arger sites,
practitioners can nonitor the hot-button issues for their

organi zations and their publics.

Rol es Typol ogy Confir ned

Wth mnor differences, Leichty and Springston’s (1996)
contention that the manager/technician dichotony | eaves out
inmportant information is not only confirnmed but extended by
the results of this study; this finding has inportant
inmplications for public relations theory devel opnent.
Previous rol es research (Leichty & Springston, 1996; Porter
et al., 2001; Thomsen, 1995) had focused on corporate
practitioners, whereas this study tested Leichty and
Springston’s assunpti ons anbng corporate, agency, sole, not-
for-profit, education, and governnment practitioners. Three
of the roles were simlar in internals, externals and
managers. However, the technician role replaced the
generalist role fromthe Leichty and Springston typol ogy.
This nodification of their findings may be due to the

i nclusion of additional affiliations in the sanple.
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| nportant I nplications for Wonen, Mnorities, and d der
Practiti oners

In an extrenely short period of tinme, wonen have caught
up with their male colleagues in their use of the Wb.
Wi |l e previous research showed that female practitioners
used new technol ogy significantly |l ess than nmen (Porter et
al ., 2001), wonen are now using the Wb in equal nunbers and
at equal levels as nmen. This finding is good news given the
large majority of wonen in the public rel ations profession.
As one focus group participant put it, “lI don't think
there’s as big a difference anong wonen and nmen in terns of
use . . . it’s really nore a philosophy in who you are.”

Nevert hel ess, African Anericans as well as |ower incone
and ol der practitioners appear to use the Wb at | ower
| evel s than other ethnicities and age groups. Because few
respondents were African American, however, further study is
needed to examne the full extent of the “digital divide” in

public rel ations.

Practiti oners No Longer Laggards

Wil e many practitioners may not be using the Wb for
formal strategic issues managenent conmmuni cation or
extensive research and eval uation, nost practitioners

surveyed in this study agree that the World Wde Wb is now
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a standard part of public relations practice. Practitioners
now agree that they have finally wested control of the Wb
fromtheir IT/1S colleagues or as one focus group
participant put it, “lI don’t think anyone woul d dream of
having the techies do the content. Yes, you want to have
themthere on it. But you re conpeting against all the
ot her conpani es that have very professional Wb sites.”

Focus group participants indicated that using the Wb
iS now necessary in public relations in order to practice
effectively. The “always on” capabilities of broadband Wb
access are changing the way practitioners do their jobs.
Public relations firns have literally purchased expertise by
buying smaller firns that specialize in Wb conmuni cati on.
Consequently, practitioners are now using the Wb
extensively and often to reduce costs as well as to generate
revenue for their organi zations.

Furthernore, a higher percentage of practitioners are
now usi ng wirel ess devices than the general population,
i ndi cating, amazingly enough, that sone public relations
practitioners are now on the cutting edge of technology. In
fact, nost practitioners agree that the Wb has enpowered
them as experts. Focus group participants see this use of

technol ogy as integral to their future success as
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practitioners, “I think it’'s the price of adm ssion. You

need to know what’s going on or you're not going to nove

up.

| nplications for Future Research

Public rel ations researchers should continue to explore
the specific ways practitioners enact power in their
organi zati ons. Perhaps by noving away froma nornative
focus and instead establishing accurate indicators of power,
researchers can pave the way for practitioners to
successfully become nmenbers of top managenent teans in
today’s organi zations. Only then can practitioners
i npl enent the cooperative goals of the normative nodel s of
public relations. While Finkelstein s power measures
provi de a good foundation for this type of study, these
nmeasures need to be further refined for use in public
relations research. The top public relations practitioner
in an organi zation can performpurely technical functions on
a daily basis or could be the right hand of the CEO and have
a lesser title, having nore power than the title represents.
Possi bly by exam ning the different types of organizations

and attenpting to neasure the types of business
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environments, public relations practitioners can better
operationalize power.

In addition to power, the Wb is a crucial area of
focus for public relations practitioners. In less than ten
years, the Wirld Wde Wb has achieved critical nmass. Wth
nore than 450 mllion users worldw de and the majority of
t he American public now online, the Web is now an
establ i shed mass nmedium The good news is that researchers
have the unprecedented opportunity to study a comuni cations
mediumfromits inception onward toward universa
acceptance. As such, the Wb shoul d be the object of
i ncreased and extensive study by mass conmuni cati on and
public relations researchers.

This study not only establishes a new area of inquiry
for public relations researchers, but al so denonstrates the
val ue and efficacy of a new nethodol ogy for conducting that
research. Emmil and Web surveys offer a quick, inexpensive
and efficient way to gather |arge anounts of data,
elimnating the errors resulting fromtime consum ng data
entry. Experinental opportunities also abound, in that the
Web offers a floating | aboratory in which researchers can
track the behavior of their subjects in real tine or by

observing cunul ative server log information over the |ong
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term To extend this study of how the Wb affects
practitioner power, researchers could keep surveys online
for longer periods of time, periodically surveying different
sanples to nonitor emerging trends of behavior in public
relations activities, and nmeasuring the resulting increase
or decrease in decision-making power. To suppl enment
measures of power used in surveying practitioners,
researchers could al so survey non-public relations

per sonnel —i ncl udi ng CECs—about how t hey perceive the

deci si on- maki ng power of their organizations’ public

rel ati ons functions and personnel .

While this study offers a good starting point for
research investigating practitioners’ use of the Wrld Wde
Web, of further interest and value will be future studies
that deal with the inplications of consumer use of the Wrld
Wde Wb for public relations practice. Experinental
designs could track the behavior of consuners as they were
subjected to a variety of conditions and real public
relations situations. Wth the cooperation of practicing
public relations professionals, practitioners could study
not only the power the Wb holds for practitioners but how

the Web affects consuners.
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Even before the invention of the printing press,
groundbr eaki ng comruni cati on technol ogi es have al ways
af fected the bal ance of power between individuals and
institutions in society, and the World Wde Wb is no
different. As comruni cation professionals, public relations
practitioners will be charged with preparing organizations
to meet these changes. By tapping the Wb both as a source
of power for public relations practitioners and as a rich
source of data, public relations researchers can be both

actors in and interlocutors of the revol ution.
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Appendi x |: Focus Group Recruiting Enail
Subject: Grad Student Needs Your Help

At the next PRSA chapter meeting, you can learn firsthand how the Web is empowering public
relations practitioners. I am working with PRS A in conducting research on whether the Internet is
empowering public relations practitioners to better participate in the management of their
organizations.

Through my research, I hope to measure the impact the Internet has on organizational power for
public relations practitioners. My earlier study on the same subject was published this past spring
in Journalism and Mass Communication Quarterly.

In that study, based on surveys conducted in 1998, I found that despite the potential of the Internet
to improve our management abilities through better communication and research, most
practitioners were not yet taking full advantage of this important new tool. I am conducting a
nationwide survey to see how things have progressed since 1998.

Prior to my survey, I will be conducting focus groups to make sure I am asking the right questions.
These sessions will take place in conjunction with the next Los Angeles chapter meeting of PRSA
Thursday evening, January 17th at the Omni Los Angeles Hotel at California Plaza. The first
session will be in the hour prior to (5-6 pm) the PRS A meeting. The second session will be the hour
immediately following (8:30-9:30pm).

You may choose to participate in the session that is most convenient for you. I will provide light
refreshments and $50 compensation to each participant for their time. Most importantly, I will
share the results of my research with those who participate.

Interested? Please call Barbara Gluck @ 310 395 5092 or reply to this email at
newmediaresearcher@yahoo.com. Thank you for letting Barbara know if you are interested in
participating in Session I or Session II.

Please call soon as the sessions should fill up fast. [ very much look forward to meeting with you.

Sincerely,
Lance Porter

About the Researcher:

Lance Porter serves as director of Internet strategy for Buena Vista Pictures Marketing at the Walt
Disney Company. In this position, he directs the Internet marketing strategy for all films released
under Touchstone and Disney Pictures. This study is part of his dissertation in pursuit of his PhD
in public relations at the University of Geor gia. Prior to working for Disney, Porter worked in both
public relations and advertising in the banking, biotechnology and insurance industries.

For questions or problems about your rights please call or write:

Chris A. Joseph, Ph.D., Human Subjects Office, University of Georgia,
606A Boyd Graduate Studies Research Center, Athens, Georgia 30602-7411
Telephone (706) 542 6514; Email Address IRB@uga.edu
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Appendi x |1
Mboder at ors QGui de

| . I ntroduction

A. Wl cone

Thank you all for coming tonight. |’m Lance Porter, and
I’11 be your noderator. | amgoing to tell you a little
about what we’'re doing tonight, and then I’'ll ask each of
you to introduce yourselves. | ama doctoral student at the
University of CGeorgia. In February I will be conducting a
nati onal survey of PRSA nenbers for ny dissertation
research. Tonight, what | learn fromyou will help nme nake

sure | am asking the right questions. (Have everyone
i ntroduce thenselves at this tine.)

B. Statenment of the purpose of the interview

Toni ght, we are going to be tal ki ng about how the rise of
the World Wde Wb use in public relations has affected
practitioner roles and deci sion-maki ng power within

organi zations. Fromyou, | hope to gain some genera
background information as well as confirnipre-test sone
research questions | will use in the national survey. The

bottom|ine, however, is that | want to stinulate new i deas
and concepts through this process. You all are the experts.
| want to hear and | earn fromeach of you

C. @uidelines to follow during the interview

We are not here just to develop nmy survey. W are here to
devel op new i deas, and build on each other’s ideas and to
fill in the gaps in each others’ know edge about this
subj ect. Hopefully, by the tinme this process is done, it
wi || have been a nutually beneficial exchange.

As the consent form specified, your participation is
voluntary. You may drop out at any time. Everything we say

in here is conpletely confidential. Any questions on this
part?
1. Warm Up

A. Set the tone
| want to nmake sure you are confortabl e speaking out on this
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subject. | have been working in new technol ogi es | ong enough
to know that in our profession, we need to know nore about
new t echnol ogies. | am hopi ng we can pool our collective
knowl edge and cone up with sone interesting insights today.

B. Set participants at ease

Pl ease feel free to speak out at any tinme, both to nme and to
each other. I will be leading the discussion, but it’s
inportant that we hear fromall of you.. Sonme of ny
guestions may pertain to corporate nore than agency and vice

versa. However, | want to stress that anyone can conment at
any tinme. Like | said before, you all are really the
experts. | want to use your know edge and experience to

shape ny research so that the results nmean sonmething to the
pr of essi on.

[11. Carification of Terns

A. Establish the know edge base of key terns through
guestions

B. Provide definitions of key terns

Toni ght we are going to talk about the Wrld Wde Wb and
its effects on the roles you play in your respective

organi zations. Since your role affects the decision-naking
power you hold in your organization, we’'ll also be

di scussing the Wb’s effect on power. So as we talk, | would
like for you to keep those three subjects in your head: the
Web, public relations roles, and power in your organization.
To clarify what | mean by those ternmns:

World Wide Web Sonetinmes the Internet is used as a catch-
all phrase for all things pertaining to the online
experience. Today, | would like to focus on that portion of
the Internet knowmn as the Wrld Wde Wb. Are all of you
connected to the Wrld Wde Wb? Fromwork? Fromhonme? |I'm
assum ng everyone is clear on what the Wb is and the

di fference between the Web and the broader Internet? l's
there any one here who is NOT “on |ine?”

Roles
Rol es are the what types of positions you occupy wthin your
organi zation. In the past, those roles have been descri bed
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as either managerial,—-or a manager--or technical,-- a
techni ci an. Managers are those practitioners who guide the
direction of their respective organizations. Technicians do
the grunt work. Lots of research has been done to show how
the different types of roles practitioners serve affect

sal ary, decision-making power and ultimately job
satisfaction. Mre recent research has found that those
roles don’'t break down that easily. W may enact nmany
different roles within our organi zations and the

organi zations that we serve as agencies. 1|s everyone clear
on what | nean by the term*“rol es?”

Power
Power is often defined as the ability to nmake others do your
will. Tonight we are going to be tal king about deci sion-

maki ng power in our organi zations.

| V. Establish Easy and Non-threatening Questions

A. The initial questions are fairly general.
1) Regarding World Wde Wb Use
How do you use the Wb in public relations today?

How often do you use the Web? Daily? Hourly?

How has this use affected your practice of public relations?
How does the Web affect your productivity?

How does this use affect your efficiency?

Have you seen the use of the Internet change over the |ast
few years? How?

Has your usage changed at all since the events of 9/117?

What are some exanples of the best uses of the Wb for
public rel ations?

How do you use the Wb to communi cate with your publics?
How has this changed the way you used to do it before the
Wb was there?

When you are putting together a canpai gn, how do you
typically use the Wb?

How do you use the Wb for research?
How el se do you use the Wb to get information?

228



Simlarly, how do you use the Wb to evaluate the success or
failure of canpaigns?

How has the Wb changed the way you manage issues? |n other
wor ds, how has the Wb affected the way you respond to your
envi ronment ?

Let’s tal k about chall enges and constraints:

What are sone of the challenges that the Wb poses for
practitioners?

What do you dislike about the Web?
Do you feel a certain anmount of information overl oad?

Do you feel that the profession as a whol e are | aggards when
it cones to technol ogy?

How does age affect your use of the Web? In other words, do
you see younger practitioners relying nore on the Wb for
info than ol der practitioners? What about nal e versus
femal e?

How nany of you corporate practitioners programthe content
for your organizations? Wy do you think that you do/don’t?
Shoul d the public relations function wi thin organizations
control the corporate Wb presence? Wy/why not?

s the Web underused by public relations? Wy? Lack of
training? Miltinmedia and interactive features? Wat should
be done to remedy this situation?

How much control do you have over content?

How nuch does your technical Wb expertise determ ne the
control/input you have into design, content, etc.

How often do you update pages?

2) Rol es

Can soneone describe a typical career path for a public
relations practitioner (e.g., corporate vs. agency.) Wat
are some of the different roles that practitioners enact?

How does the Web change this career devel opnment? Or how has
the Wb changed the roles you enact?

How do different types of practitioners use the Wb?

Has the Wb changed the way you interact with your publics
(external and internal)
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Now for some nore in-depth questions:
How has the Wb made you a better manager?

How does the Web make you a better advocate for your
publ i cs?

How has the Wb enabl ed you to conmmunicate internally?
How has the Wb changed the way you interact with the press?

Do any of you have an online press roomor special Wb pages
for the nedia? How did you decide what to put in there?

How has the Web made it easier for you to train others in
your organi zati on on “good” PR?

How has the Web made it easier for you to produce materials
(panmphl ets, brochures, etc.)?

How has the Wb enabled you to keep up with public opinion?
Do any of you nonitor nmessage boards, chat roons, etc?

Chal | enges and Constraints:
Has the Web di m ni shed practitioner roles? |If it has, how?

Does your role as the nmanager of your organization’ s Wb
site nake you nore of a manager or occupy a nore technician
type role in your organization?

3) Power
Do any of you feel like the Wb makes you nore powerful ?

How is the Web enpowering practitioners today?

How has the Wb changed t he power dynam c between you and
t he press?

How does the Web make your publics nore powerful ?

Structural: Have any of you occupied a different position
in your organization due to your use or nanagenent of the
Web? How?

Expert: Are any of you considered an “expert” because of
your use of the Web? Can you el aborate?

Omership: Are any of you owners or part owners of your
organi zations? Has the Wb contributed to the fact you own
your business in any way?

230



Prestige: Has your use of the Wb contributed to your
occupational prestige/professional power in any way? In
ot her words, have you been asked to join any corporate
boards because of your use of the Wb?

Again, we are gong to nove into sonme nore detailed
guestioni ng here:

Do you think younger practitioners gain any power from
know ng nore about the Internet?

How has the Wb reduced your power as practitioners?

Does the Wb pose any dangers to public relations or its
practitioners? |If yes, what?

How does use of the Wb affect gender roles and power within
your organi zations?

V. Wap-Up

A. ldentify and organi ze the major themes fromthe

partici pants’ responses

| think we have established here that the main ways that the
Web is enpowering practitioners are the foll ow ng:|

B. Ensure that any conversational points not conpleted are
mentioned: Did | mss anything?

VI . Menmber Check

A. Go around the roomto deterni ne/confirmhow each nenber
per cei ves sel ected issues

VIl1. Cosing Statenent
A. Request confidentiality of information

B. Answer any remaini ng questions
C. Express thanks
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Appendi x [11:
FOCUS GROUP

SESSION I

DATE: January 17, 2002

SUBJECT: EXPLORI NG HON THE | nternet EMPONERS PUBLI C
RELATI ONS PRACTI Tl ONERS

FOCUS GROUP MEMBERS:

BETTY / Corporate Hi gh-Tech Conpany

ANGELA / Cor porate Hi gh-Tech Conpany

ELAI NE / Educational O ganization

SUSAN / Large PR Agency

MANDESA / Smal | PR Agency

MARI A / Large PR Agency

TOM/ PR Representative for Professional Association

LANCE: Thanks. | appreciate all you guys coni ng tonight
early. I’mLance Porter. | wll be your noderator tonight.
I’ ma doctoral student at the University of Georgia. | also

work for the Walt Disney Co. That’'s how | wound up in
California with an unfinished dissertation. This is part of
a national study on how public relations uses the Internet.
| m hopi ng you guys can help nme nmake sure | amusing the

ri ght questions when | do this. Please go around and

i ntroduce yourselves at this tine.

BETTY: |’ m BETTY and |’ m Vice President of Marketing
Communi cations for [a | arge high-tech conpany]. W are an
Intel Conpany |ocated in Brentwood which is a little ways
from here near the ocean

ANGELA: |’ m ANGELA and | work for [the same conpany], and
I’ mthe Corporate Comruni cati ons Manager.

SUSAN: |’'m SUSAN with [a |large public rel ati ons agency].
I’ man Account Coordi nator.

MARIA: MARI A Gonzales with [a different |large public
rel ati ons agency], for alnost three years now. | can't
believe it.

MANDESA: |’ m MANDESA Ward, an Account Manager at [a snaller
hospitality life style firm.
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LANCE: Tonight we are going to be tal king about the World
W de Wb, specifically its use in public relations and how
it has affected the roles practitioners play in their
respective organi zations. So it nmay affect sone of you
differently. Sone of you guys are corporate, sone are
agency. So |I’m hoping to get sone background information
for ny national survey. You guys are the experts. So | am

hoping to hear fromyou. 1’ve been out of PR for a while.
| worked in advertising and PR for a nunber of years in
banki ng, insurance and bi otechnol ogy industries. | have a

masters in Public Relations fromthe University of Georgia.
My Ph.Dis in mass conmuni cation with an enphasis in PR and
Internet strategies. So | got a job at Di sney doing
Internet Strategy for Disney filmbusiness. | work with PR
fol ks, but kind of out of the gane. So |I'’mnot here to just
devel op ny survey, but hoping you guys can gain sone things
fromthis as well, and | earn about what sone other folks are
doing. So |I'’mhoping this will be a nutually benefici al
exchange by the tinme we are done.

You can | eave at anytime. Everything we say in here is
conpl etely confidential.

Your names will be changed and anything | publish fromthis
your nanes will not be recognized. | want to be sure you
are confortabl e speaki ng out.

|’ ve been working in new tech and public relations for about
seven years now and | know enough to know that as

prof essionals we don’t know much — and especially with the
events of the past year or so — we have no idea of where
this thing is going. So anybody tells you that they are an
expert in new tech is probably not telling you the truth.
Any tinme you want to speak out, please feel free to speak
out and feel free to speak to each other. [|I’mjust the
noder at or, hoping you guys will |ead the discussion.

Like | said, sone of nmy questions will pertain nore to
corporate, sone will be directed to Agency. Also.if you
woul d pl ease say your nane before you speak. It will help
us transcribe the tapes.

So we are going to talk about the Wb and the effects on the
roles that you play. |’ve done sone research on the roles
that are played and it usually breaks down to you are a
manager or a technician in public relations. Managers are
the fol ks that nmake the decisions and the technicians do the
groundwor k. Research has shown that that is not so sinple.
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ENTER: TOM.

The three things we are going to talk about is the Wb. |
want to make sure everybody understands that we are talking
about the Wb and not really the Internet as an overal
entity....that you understand the difference between those
two things. Also roles, like nanager vs. technician. In
sone small firns sone people do everything and in sone firns
all they do is produce newsletters. The last research | did
showed how the Internet hel ped peopl e assunme nore manager
type rol es because the Internet people relied on themfor
information and all sorts of things — which may not be the
case anynore. Also power. Wat | nean about power is the
structural position you have in your organization.

O the expertise power you have or even prestige power or
sonme of you who own your own firnms may have ownership power.
So does everyone understand the power | amtal king about.
K. Now we will get started with sone general questions.

How do you guys use the Wb now?

BETTY: In nmy capacity at [l arge high-tech conpany], ny
departnment is in charge of the Wb, for our division — to

t he external audience and al so we have an internal audience.
So we have an internal Wb that goes out to Intel so they
know who we are as a division. And we have an external one
that goes out to all of our potential custoners.

LANCE: So you're in charge of the Wb site presence itself.

BETTY: Yes. W have just redesigned our Wb site this
year, the external one. And that was a huge undert aking.
W’ ve gotten a lot of really good feedback on that. So
basically that’s kind of where we are at wth that.

LANCE: Have you always been in charge of that? Ws PR
al ways in charge of the Web part of your business?

BETTY: Well, before | canme to [conpany], nobody had the job
| had. | came in and basically devel oped a departnent..and
they put nme, as comuni cations person, in charge of the Wb.
They had devel oped a Wb when they started up about 11 years
ago. And it was the nman who was the founder of the conpany
and a coupl e of technical people threw sonething together

So that’'s what | inherited when | cane to work here.
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We have made it into a very professional high | evel Wb
site.

ANGELA: Yes, BETTY is in charge of marketing conmunications
and under her there are a nunber of capabilities, one of
them being PR So ny portion, | help the PR portion of the
Web site. \Wereas BETTY, she has the whole | ook of the
worl d there and she has pronotions and advertising and al

ki nds of other stuff too.

LANCE: You handle nore nedia rel ati ons?

ANGELA: Yes, nedia and industry relations..so we do the
press rel eases, the newsletters, the events.

SUSAN: | actually can’t think of anything we don’t use the
Wb for. Just as far as Internet — like for a world w de
conpany — having the Internet between our different offices
hel ps with our team practices. You can go on and find out
what different offices did five years ago if you have an RFP
or sonething that you are responding to or that you need for
aclient. The Internet is set up with our services--such as
Dow Jones, to get clips for our different clients and then
basic Internet research. W have acquired different Wb
conpani es who are specialized in creating different Internet
presences for our clients.

LANCE: Like boutiques that you created.

SUSAN: O that can set up. Wiereas if | don't have anyone
in our office who is able to do sonething for our client,
we can rely on this boutique conpany we have acquired and
they can do anything you could possibly think of. Stuff I
woul d have no idea about.

LANCE: Are you constantly online, or do you just kind of
check it every once in a while?

SUSAN: |'monline constantly. Even keeping up with the
news. Like nmy home page is set at CNN.com and everybody in
the office gets the constant updates -- just keeping up with

different things. There are so nany newsl etters and Wb
t hi ngs you subscribe to that give you so nuch nore
information than if you had to go look for it yourself.
They deliver it right to your desktop.
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MARIA: M nane is MARIA. W use the Wb for a project
called E-project, for one of nmy clients, and we just swap
files and docunments and photos, because they want to see
what we | ook |ike. And we have our counterparts in Chicago
or Atlanta who want to see what our faces | ook |ike when we
talk on our conference calls. W take our digital pictures
and swap files and the Wb site called E-project, which is a
client’s Wb site really. Then that’s where we swap
docunents, show our best work, kind of what you were saying
too — but this is our relationship wth our client and with
the PR agency. | don’'t know if you consider instant
nmessagi ng as a chat conferencing tool for a branch of it —
now we are doing it that way too -- so all of our teans can
connect instantly — instead of Email.

LANCE: |I|s this sonething new through your conpany? Have
you always done it this way — for the three years you have
been t here?.

MARIA: | think we just nade the rules up -- and said so to
the client team-- there’ s about 20 of us. W always need
sonmething instantly if there’s an urgent deadline. A
reporter needs sonething really quickly. W have east coast
times and west coast tinmes. |Instant nessenger is basically
a solution to our communi cation barriers, you could say.
Yeah, no, there’s no standard way.

LANCE: So have you been able to tell howit’s changed since
you started using the E-project systen?

MARIA: Yes, definitely, the client has nore access to our
wor k. They ki nda see what we are doing on a weekly basis -
kind of Big Brother |ike — but it’s good. 1It’s a good
relationship to maintain with a client -- yeah definitely.
We |ike that.

LANCE: W wll get into later, howit’s changed what your
wor kl oad is and how it nmakes things nore i mredi ate or
whet her you feel ...

MARIA: Yeah, the workload has increased. Faster tine
equal s nore work. Yeah, you’re supposed to bei ng doing a
ot nmore things in one mnute | guess.

LANCE: So do you want to introduce yourself before we go
any further.
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ELAINE: Yes, ny nane is ELAINE. |1’mthe manager of public
affairs for [area college].

LANCE: W're just talking about in general right now about
how t he we use the Wb, on a daily basis, in your practice.
Way don’t you introduce yourself too.

TOM: |'m TOM the public relations nanager for the
[ prof essi onal associ ation].

LANCE: Are you a CPA?
TOM: |'mnot a CPA but | play one on t.v.

MANDESA: W’'re a very snall conpany, we're very grass
roots. There's only four to the office, so we use the
Internet as a opportunity for self pronotion nore than
anyt hi ng el se.

LANCE: As self pronotion to your potential clients.

MANDESA: Yes. In client relations we do a |ot for our
clients so we work at putting out the newest and the hottest
and in keeping their sites interesting and so that way it’s
a way to build their direct mail progranms and things |ike
that to get them nore busi ness.

LANCE: Do you use it in a simlar way that we were talking
about earlier — for |looking at news or things |ike that, or
is that sonmething that doesn’'t affect your business.

MANDESA: Pretty much it’'s read the LA Tinmes in the norning.

TOM: Let ne ask you one question before | start. Are you
interested in both how our conpany uses it and how | use it
personal | y?

LANCE: Absolutely. What we are tal king about is roles that
you play in PR group and the role PR plays.

TOM: Well, we have a Wb site |like every other organization
in the world has. It's primarily nenber focused. W have
an aspect of it that is for the public.we have actually in
the last few nonths nmade it protected for nenbers purposes.
We do obviously have a press roomand so forth where we post
our news rel eases and sone public services such as find a
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CPA or ask a CPA questions. Kind of traditional stuff that
many Wb sites might have. W use it daily in a PR basis.
One of the things we nornmally do — there are three or four
of us — in our operations who regularly scan all sorts of
Web sites to find out what are the |atest news articles or
pi eces of information that nay be applicable to our society
and our nenbers and we regularly conpile a norning tip
sheet with excerpts from various accounting publications,
Web sites and newspapers that m ght be of interest to our
people. W conpile that as a service and send it out over
emai | .

Personally for nmyself, | amusing it day long. | find it a
trenmendous research tool. Besides working as PR for CSCPA,

| am also an online instructor for the University of Phoenix
and |’'ve got access to a huge online library that | not only
use for teaching purposes but also for research purposes.

|’ mon there constantly.

ELAINE: | use the Wb personally sporadically. Map-quest
remai ns the highest and best use of the Web for nme. | think
my staff uses it nore than ne, and maybe that’ s because they
are younger than | am | still have a tendency to reach for
a reference book. | have a staff person who is al ways

| ooki ng up words online. She goes to an online dictionary
which | don’'t even understand. But we do a | ot of business
on the Wb — we enroll students and advertise and we are
revanpi ng our Wb site and we’ll have a press room and the
ability to have print quality photos with press rel eases

t hat people can downl oad fromthe site. | have a staff

per son who spends about 5% of her tine checking Wb sites
for clips fromthe LA Tines. Oherw se, |ike you, | read
the LA Tinmes in the norning on paper and on Sept. 11'" |
listened to CNN on the conputer all day. But that is really
the only tinme, the only day that | had the news on.

TOM: One of the reasons | was late is that we are involved
in this major bru ha ha around the Enron Andersen situation
And | spent part of the day |istening to Yahoo Fi nance for
the SEC S Chairman Harvey Pitt’s News conference whi ch was
broadcast live. That's a fascinating aspect of the Wb.
You don’'t need a television set anynore. You can sit in
front of your nonitor and watch...

ANGELA: At |lunch we had been watching the Today Show - -
the exercise getting fit piece -- because we conme to work
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too early to see it on TV so at lunch we are doing the work
out programw th the Today Show. It’s a nice way to go.

BETTY: Can | add one other thing that we also do. On our
Wb site we have a section for Custoner Service. That’'s
where -- it’s password protected — and it’s quite
extensive. Custoners can cone in and find the solution to
sone of the problens they m ght be having with our software,
even down to functional specifications for the products that
t hey have bought fromus. So that has been very inportant
pi ece for hel ping custonmer service with their custoners.

And then we have other pieces of the Wb site such as the
partner or alliance program Qur alliance nmenbers can go
into that part of our Wb site.

So custoner service is areally big part of that.
Eventually I think we would Iike to get into sonme kind of
comerce, but we are not there yet. Qur products right now
don’t lend thensel ves that way.

LANCE: |s that something that your group established when
you cane in? You tal ked about that you were brought in to
establish that departnent.

BETTY: W're the |look and feel and content. W nmanage the
content and the needs of each departnent and nmake sure that
what ever content they need for reaching custoners that
everything | ooks the right way and works the right way. But
the custoner service people thenselves are in charge of that
pi ece of the Web site and keeping the information current.
Now that it’s | aunched, we have nothing nore to do with it.
So they have becone in charge of that custoner service part
and they have soneone on staff to specifically service

not hing el se but that part of the Wb site. And |ike I
said, it’s very involved. But the average person couldn’t
get into it unless they were given the password.

LANCE: How have you guys seen it change over the |ast few
years -- both the Wb itself and how you use it on a daily
basis. How has it changed the way that you practice public
rel ati ons?

MARIA: M clients definitely have had a better response
now. You nentioned radio clips.

My clients just currently said — you know what? |[If you are
going to give it to me on tape ny dog is the only one who is
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gonna listen to it. So we had to digitize it and fromthat
poi nt on everything is digitize fromvideo to radio -- not
just the print. In print, | just don't give the link, |
just don't give the copy. Sonetines it’s (sound

unrecogni zable) — so it’s protected from anyone editing it.
But the clips that are digital now and are accessible via
conputer, are very essential to the client.

TOM: | think especially in the last few years it’s given us
tremendous public relations opportunities that didn t exist
prior. |I'mfinding nore, nowadays, that | am | ooking for

pl acements on Web sites nmuch nore than I am | ooking for
pl acements i n newspapers.

There are Wb sites that are starving for content. They
nore readily publish sonething than a newspaper wll, and
especially can focus on nore target type audi ences that
appeal to certain segnents of the audi ence, as opposed to a
general publications or even namgazines, for exanple. | also
find that there’s pernanence -- once the content is there,
it’s there for along tinme and it’s there for a w der
audience. 1’1l give a specific exanple. | often try to get
pl acement for nenbers in various publications. W had one
menber — an article was being witten for LA Magazine. A
free lance witer called us up for LA Magazi ne, and we put
himin touch with a certain CPA who answered his criteria --
and that article was published in the February issue | ast
year. The CPA contacted nme | ate August and said, “You know,
TOM the article that was published in LA Magazi ne, went on
their Web site and | just got a client from South Africa who
read it who is coming to town and he wants to see ne as a
result of that article on the Wb.” G eat, huh?

BETTY: W have found it’s | ess expensive to use the Wb.
W will do an enmail canpaign and then get people to conme to
our Wb site and it’s been trenendously successful. For

sem nars we put on we develop a | anding page and we jazz it
up, just like you would do to an ad that you would
ordinarily print in a publication. It costs to get it
designed, but then there is no cost to put it in a
publication. And we find that people these days are nuch
nore apt to get on the Web rather than thunbing through the
publication. At least that is what we have found with the
hi -tech i ndustry.

LANCE: So has it hel ped you to evaluate the success or
failure of your canpaign based on . . . are you able to show
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that to your superiors or as an agency to your clients? 1Is
it easier with the Wb to show success or failure of your
canpai gns?

BETTY: Well you can neasure the hits too...say |ike when you
have a | andi ng page. You can neasure the hits and al so what
we go by is |l ead generation. So we have an enrol |l nment form
and we are constantly adding to our database. That’s the
key to what we do is generating | eads to our database. And
so all of these things are intended to increase the nunber
of | eads so you have nore people and it qualifies the | eads.
Yes it’s measurable | guess is the answer.

MANDESA: | have a question. |If you have a hit in print and
have the sane hit on line. Is that one hit or two press
hits.

TOM: | think we should count it as two. Because they are
two different nmedia and two different audiences.

ANGELA: There's different reporters and different editors
for online and print too.

TOM: Another thing that | want to bring up that we’re doing
in March is have an online gane. W have a nmjor canpaign
going now to increase the nunber of CPAs. And we have to
start young to get high school students to becone accounting
maj ors when they go to college. So we’ve been starting an
active canpaign for the last six nonths or so and one of the
things we’'re starting in March is a gane that is appealing
to high school students to get theminterested in the
profession. It’s kind of a safari type survival type of
adventure gane. W are going to have prizes for it too, to
draw students to cone to that Wb site and play the gane and
on the way | earn about what CPAs do.

BETTY: Is there a | ower nunber of people show ng an
interest in becom ng CPAs these days?

TOM: |It’s been going down about 20%in the |ast ten years.
Peopl e think CPAs do basic accounting and it nust a boring
profession. But they are FBI agents, forensic CPAs, there
are litigators. There is a whole span of things that they
do and in fact a lot of the nunbers that they used to spend
their tinme over is done by software. They are nore
managenent consultants than they are nunbers punchers now.
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BETTY: Are you marketing to these younger students via the
I nternet?

TOM: Qur canpaign is basically, we have CPAs going out to
cl assroons and tal king about things and we are going to use
the Web nore as another venue to market to students.

MARIA: | think it’s two hits.

TOM: It may be three or four hits. Because sone of those
things are picked up by other organi zati ons and posted on
their Wb site whole or linked too. So | often find
articles published here and acknow edged that it was first
publ i shed on that other site. So forth.. so it just keeps
mul ti plyi ng.

ELAINE: | think because so nuch of what we do is |ocal, the
Wb left court to us.. Wien we do nati onal courses, we have
onli ne courses, when our market is national or

international, it’s nuch nore inportant to us. Because
honestly the LA Tines is just nmuch nore inportant outlet for
us. Nothing beats a piece of paper LA Tinmes article.

TOM: W are going to start educating our superiors to see
the Web as nuch nore as a nedia hit than the LA Ti nes.

ELAINE: Well do you think it is? | don't knowif it is.
Do you think it is?

TOM: |In many respects | think it’s what your audience is.
But | get the LA Tinmes at the door to ny house. | basically
don't even read it. | read it at work on the Wb. At hone
the only tinme | read it is to clip out a story for a clip
book and I'Il clip out the Wb page too. Talk about two
hits.

LANCE: So by not reading the paper anynore, reading it on
the Web, has it changed the way you manage issues for your
conpany?

MANDESA: | think it’'s quicker to get to information because
you can get on and do a search and it’s a nore rapid way of
getting to information.

TOM: And the search aspect is terrific and I can go onto

our associ ation statew de and go through a |lot of different
newspapers and enter keywords on a search engine in that
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newspaper and find out if they ran an article that | am
interested in or that pertains to our people. | put out a
news rel ease a couple of nonths ago. Faxed it to ten
different publications. No one used it except one of the
columists in Sacramento who | did not fax it to. | faxed
it to one of his colleagues, turned up quoting part of it in
a colum he wote that was picked up in Menphis, Col orado
and | ndiana and a coupl e of other places.

SUSAN: The ot her thing that online newspapers are good for
I's researching particular reporters. | was calling a
reporter the other day and I couldn’t renenber if he covered
that story, or if that was sonebody el se and | wanted to be
able to say sonething about it so it was easy.

BETTY: That’ s a good point too. Because |I know in the
past when our CEO was interviewed there has been tines that
| have used the Wb to get background information on the
reporter to educate our CEO about who he will be dealing
wi th, what kinds of articles he has witten. So that’'s a
real |y good point.

TOM: |Is everyone familiar with Prof Net? | use Prof Net.

| have gotten |ots of good placenents out of that. One of
the things | dois -- we have to find nmenbers who can
respond to pieces and we have list-serv nenbers that we put
through nedia training and if |I see sonmething appropriate on
Prof Net I will send out a nessage through the list-serv and
get responses back from CPAs who are interested in being
responsive to that inquiry.

MARIA: | go through Prof Net and see headings |ike the
shower curtains. | think man, sonebody is pitching shower
curtains.

BETTY: W have our technol ogy people put our white papers
in certain places. ANGELA has done this. How has that
wor ked ANGELA?

ANGELA: There are actual organizations that post white
papers. The engi neers use it as resources. So our internal
product technical marketing people wite the white papers,
then as a PR practitioner | get them placed on the Wb
site. And we get a lot of hits off that which turn into

| eads for the conpany. And a few other thoughts |I have had
about how the Internet has changed PR | renenber ny first
job out of school, after | was a reporter, I was a PR

243



person, and | renenber thinking — | was witing nmy first
press rel ease thinking how were press rel eases witten
before the Internet? Like |I had never witten a press

rel ease without the Internet. The amazing research tools
that went into it.in just being able to go to a conpany Wb
site and pull their boiler plate and know who to quote and
have the material polished before it goes for review — the
I nternet hel ps tremendously with that.

And as far as whether a clip has nore nerit on line or in
print — 1 don’t cone across this as nuch at [conpany nane
omtted], but at [company nanme omtted], where | used to
wor k before, when | would have a clip | would sent it out to
the conpany internally and I would say, “This is where this
clip appeared online.” They would say, “Is it in print. 1Is
it hard copied? Didit make it in the hard copy version?”
And | would think, gosh, don’t they understand the val ue of
this, because people can forward this, and there are nore
eyes definitely that see it online than in print. But I
think the prestige of it being on paper still nmeans a lot to
peopl e.

BETTY: The banner, you can send that to your custoner and
clients in a way that really nmeans sonething to them where
when you download a clip it doesn’t | ook good.

TOM: Do you think that attitude will change as the
popul ation gets older — that is as the younger popul ation
gets ol der?

ANGELA: | think it is already.

LANCE: | want to get back to age because that’s a big issue
in this whole thing whether it gives younger practitioners
the leg up on older practitioners that don't want to dea
withit. But you had sonmething to say.

MANDESA: As to being able to research reporters and what
they have witten, I'min the nedia relations group at ny
agency, and we are constantly | ooking for ways to better our
pitch and know what the reporter has witten in the past —
what the last few stories are that they have witten,
exactly what their beat is so you can bring up “l read the
article you wote on blah blah blah” to boost their ego.
They like that. Cbviously, we are in the business of
getting our clients nedia hits and being able to focus our
pitch to the particular reporters is all because of the Wb

244



and knowi ng how they wite stories, what they like to wite
about, and even — | use Media Map, which is another

I nternet, through one of our vendors, every day. It wll
tell me how the reporter likes to receive the information,
when they like getting phone calls, what their pet peeves
are about PR peopl e and everyt hing.

ANGELA: Before, that was just information you would have on
a disc and a CD. It would be updated every quarter or
whatever, now it’s updated daily — fromthe Web. | think
they have it now |live, but password protected. W also have
sonmeone in our conpany who is in charge of nonitoring the
Medi a Map updat es.

LANCE: | want to shift gears a little bit and tal k about
the chal |l enges and constraints the Wb gi ves you now as
practitioners. Do feel that PR as a profession | ags behind
in technol ogy? Do you think we are technophobic?

BETTY: | think the younger people com ng don’t know how
they would live without it. That's all they know.

LANCE: But do you see it with people who have been in the
busi ness for 20-25 years, do they feel the sanme way about
it? Have they adopted it, or is there a reluctance to do
that and leave it to...

BETTY: In ny experience the people that |1’'ve worked wth
over the span of ny career, | guess | could describe fromny
standpoint, | have always been pretty nuch in high

technol ogy, which | think does affect how we deal with the
Web. W’ve got all the technol ogy people — you can’'t be in
hi gh technol ogy and not use the Wb, it’s a nust.

LANCE: On the agency side, how do you see it?

MANDESA: Qur office is so small, our clients are in
constant contact, so we get to the point where we can spin
it out for them because we are in such close relation with
one another. So |I’mwondering if that would be the sane
wi th you guys? Do you have that close contact, though you
are not an agency?

MARIA: | think the Web has inproved ny reputation with ny
client. Because | just don’'t say hey | ook you got coverage
in here, I show themthe news clip in which they get
mentioned. |'Il give thema reconmmendation, that is based
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upon primary research through online newsgroups. For
exanpl e, like a DejaVue.com di scussion group talking about
that conmpany’s product. 1’1l tell the client: *“Hey, did
you know that your product is being talked about in this
way, or prepare to answer such questions dated yesterday,
that came up in this way when so-and-so said” Whatever. And
they' Il go, “Ch my gosh, how did you know that?” So | think
that’s howit’s inproved nmy reputation as a PR practitioner,

with ny clients. It inproves client relationships
dramatically, and I’ m hooked on the Web. | have wreless
Web. | downl oad ny PDA, audi bl e news, everything.

ELAINE: One of the things that | amalways telling ny staff
is that being on the Wb is not a substitute for talking to
people. And that it’s a good thing to go online and do sone
research about a conpany, but you have got to pick up the

phone and talk to them Tell them when the site was updated

or sonething. 1It’s just another piece of information in the
exact sanme way that an annual report is not a substitute for
actually calling sonebody and tal king about it. 1’ve been

around for a longer time, so nmy strengths are ny contacts
and ny relationships. They haven't been around as |ong, so
they are a little shy and they hide a little bit behind the
Web. So that concerns ne. You have to talk to people. You
are forced to develop those relationships. So if all you do
is stay in your office on the conputer, you are not going to
devel op those rel ati onshi ps.

LANCE: Can you give ne an exanple of how that would affect
soneone’s relationship with a reporter? 1Is it because they
are just emailing themand not talking to them about a
story.

ELAINE: Wen | was tal king about this | wasn't even talking
about email. | was meking a distinction between email and
the Web. One of the things about email and the Wb is, it
Is witten, and with the witten word you | ose the tone and
the expression, the warnth, and the relationship. And you
can launch a relationship on email, but you ve got to follow
It up on the phone or in person. Learn about sonething or
sonmeone on the Wb. But you ve got to follow it up with
sonme kind of contact. Cause that’'s the way PR works. It’s
al | about rel ationships. You can know everything in the
worl d about a reporter, but if you can’'t talk to himor her,
what are ya gonna do. Nothing. This doesn’t denigrate the
Wb in anyway. It’s just not a substitute for actually
havi ng rel ati onshi ps.
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MARIA: It has a channel where you can have voiceover |IP

I’ mtaking advantage of that now. | recently got a headset
with a mcrophone. | agree whol eheartedly, but now the
technology is so vastly inproving that you could conbi ne
both. Wile you' re online, you can talk with themand wite
a release together. And talk and get feedback and such.

And maybe that is a solution to maintaining the warnmh in
the relationship -- you see the verbal expression.

ELAINE: That does require nore expensive technol ogy than I
have access to and you have nore training and facility than
| or ny staff have. That is another aspect of it.

LANCE: Do you think there is a lack of training in this
area for PR fol ks?

ELAINE: | think PR folks learn by the seat of their pants.
| don’t think they have been trained or anything. | think
you just |earn.

TOM: There are training opportunities out there. There are
courses and | nyself picked up a ot by the seat of ny pants
t hough.

ELAINE: | just wait for 25 year olds to show ne.

SUSAN: Because we acquire these boutique agencies, we have
them conme in and do like training sessions for us. Even
letting us know what they are able to do, so if our client
or the manager on the account thinks that something m ght be
interesting to the client or nore tinme efficient, or

what ever, we either know howto do it or we know where can

| earn inmedi ately howto do it. And | have a quick conment
goi ng back to what you were asking about age, the Wb, and

how that affects us. |In an agency we are constantly being
forced to think on our clients’ behalf and encourage them
to use the Web. | don’'t see age so much as being an

i ssue, because it’'s the account managers who are pushing the
clients to inprove their Wb sites or add on to their press
roomon the Wb sites. | recently saw an article, | don't
remenber what conpany it was for, but sone big issue cane
up, and they nmade this announcenent, and then the next day,
when the reporters went on the Wb to get the information 24
hours later, it wasn’'t on there. So they went through the
Wb site and graded it based on a bunch of different things.
Bei ng on the agency side, we are responsible for keeping our
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clients as far up to date on this technol ogy as we possible
can.

BETTY: That’'s a good point she nakes about having things up
there. One of the things |I found is nmaking sure that once
we put a news release out, it has to be imedi ately
available on the Wb. If it’s not on the Wb, people wll

I medi ately let you know W are very good about it now,
but if there is an issue of the person in charge of putting
it on the Web is out, and they haven't provided a back up,
all chaos lets loose. That is a challenge. That is

sonmet hing we had to work our way through and have the
resources to get it on and have a back up plan if something
goes wong and you can't get it up there.

Ri ght now, because we’'re a division of [conpany nane
omtted], we were acquired by [conmpany nane onitted] as a
separate conpany. |If you're public and your news rel ease
goes out, and you affect the stock price, especially the
i nvest ment conmunity, where | worked before, they would

i mmedi ately go to the Web, and woul d be very vocal if you
didn’t get things up on tine. Wereas, at [conpany nane
omtted], we don’'t have that much of pressure.

ANGELA: W don't have the stock price ticker in our press
rel eases. Like the conpany Sandy and | used to work for, we
don’t use [stock price synbol] in the press rel ease anynore

— so it was nore inportant then but still being a public
conpany, it is our responsibility to get that information up
as soon as it is posted on the wire. It has changed the way

we do busi ness.

BETTY: Making sure soneone can either do it from hone and
make it go alive. That can be a chall enge sonetines.
Maki ng sure you have soneone to get it on the Wb and nake
it go live. One other point | wanted to nmake, being an

ol der person in the group here, when the Wb first started

getting popular, | used to try to go to functions like this
where they would say -- cone and |learn howto do the Wb
Learn how to nake the Wb work for you. | was so

di sappointed in the begi nning because there weren't really
that many people out there who could tell us how to nake it
better. And | have found that has drastically inproved now.
| can go to nore places and there are a | ot nore people
trained to tell us how to nmake our Wb better. It took a
while for experts like that to energe.
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LANCE: Did that just happen in the |ast couple of years?

BETTY: | would say when | was in Washi ngton working for a
public technol ogy conpany, and | had to do a proposal for
the Chairman of the Board saying that they couldn’'t afford
not to have a Wb site, because they couldn’'t be
conpetitive. | thought it was amazing that they didn't have
one. Then | would go to these courses offered by PRSA and
that sort of thing and that was back in 1993-1996. In that
span of tine, there wasn't one val uable course or forum|l
went to where they shared anything with ne that nade ne go
“wow wow okay.” Now | amfinding by the end of the *90s —
2000 tine frame, that has dramatically gotten better. It
has taken tinme for these experts to energe and for the
technology to nake it easier to put your own Wb site up.
There are so many nore tools avail able and so many nore
peopl e who have devel oped that expertise, but that took a
whi | e.

LANCE: As an expert in that area has that hel ped you in
your role in your conpany, in your agency? How has that
affected you?

ELAINE: | amnot an expert in this area, but in tw jobs
|’ ve been the one it has fallen to to figure out what to do
about the Web. That is sort of an interesting phenonmenon.
You just invoke settings. There weren’t other experts.

Then | sort of was --- the way | thought about it and

devel oped it -— whose our audi ence, what do they need and
what does it look like. So the lesson to nme was that it was
the purview of experts. It was about communications. It

wasn’t really about technol ogy.

LANCE: As this has becone nore inportant to your clients
and your conpany, has that sort of elevated you because you
know about this stuff? O does every body know about this
stuff now?

TOM: |’'ve been in ny current job for about a year. Before
that I was on ny own for five years and | had a client in
aerospace and they would cone to ne regularly for fairly
sinple things that they were going to put on their Wb site.
One of the things | did for themis put together a |ist of
Congress people and their areas. They said, “Can we post

this on the Wb?” | said yes. They said how? | said save
it as an html. They said, “How do | do that?” | said I'Il
save it as an htm for you and enmail it to you and | got
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paid for it. | charged themfor that, but they could have

done it sinply on their own. But they didn’t realize that.

It was a five-mnute thing. | had the know edge and they

t hought it was nmuch nore conplicated than it actually is. |
was able to use ny expertise for profit.

LANCE: Unfortunately we are running out of tinme if you want
to make it to the 6 o' clock neeting. | want to make sure we
wrap up and everyone has a final word.

BETTY: One point | do want to nmake that | think is
inportant for PR practitioners that | have found — every
time | have gone to work for a conpany because they want to
i mprove their image, the first thing they want is for nme to
do their Wb over. | find it is very very beneficial to
have that stable of experts conpanies or suites, to find who
t he Web devel oper people are, so you don’'t have to take
forever — so when you get a client you can know whi ch Wb
desi gner you should use to neet the needs of that custoner.
Havi ng those ahead of tine and knowi ng who to call on to get
t hose services...because | had to interview ten conpanies
before I could find even two who canme close to being able to
do what | needed for our new Wb site. | still don’t think
there are that many Web devel opers out there who are up to
the caliber. That is an issue.

ANGELA: Just to follow up what BETTY was saying, | think
it’s inmportant to have the webrmaster in nmarketing. Because
we are the conmunications people, it is another nediumfor
us to get our information out there. |If they have a

mar ket i ng under st andi ng, they understand the inportance of
getting the press rel ease posted as soon as it is posted on
the wire being for a public conpany versus being an engi neer
or soneone who just uses technol ogy.

LANCE: W could do a whole focus group on I T people versus
comuni cations people. That’'s such a huge issue.

SUSAN: | work really closely with our research manager and
he’s out of college for two years and I’ mout of college for
a year and everyday we have people emailing us and it’s
definitely a tinme issue and it’s a know edge i ssue they not
knowi ng where or how to find what they need. And it m ght
take me two mnutes, because | have done it a hundred tines
before so | amfamliar wwth the program They m ght have
heard about the program |ike can you | ook on Dow Jones and
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find the da da da da da— but they have no idea how to use
it.

MARIA — | don't know if it’s elevated ne, | think it’s
| abeled nme. It’'s nore of a specialty, which | like, I like
feeling special. So at the firmwe just share a lot. W

have Wb site of the day or we hold sessions |like |unch
| earni ngs of the day, or what are the Wb sites useful to a
PR practitioner, where can you go for the | atest news |inks,

the | atest words of the day, like the Mriam Wbster online
— is that what you were tal king about earlier? 1t’s a good
pl ace. Specialty is good. It adds nore value for your

clients and coworkers and you start |earning from each
other. And once you start using it and they start finding

t hi ngs you haven’'t found. 1It’s helped ne contribute to our
devel oper canpaign. You were saying you were getting to
know t he Webmasters. 1t’s hel ped nme to understand the

di fferent audi ences of the IT community now that | am
deal ing through the infrastructure of the Web. That’s how
it’s hel ped nme--specialty.

SUSAN: The nost valuable thing I found woul d be expansion.
Expandi ng use. Because of the Wb, there are fewer options
with print paper, but because of that | have so nany nore
specialized online sites and newsletters that | can target,
that | can use to pitch for ny clients and get to nore
speci al i zed audi ences.

LANCE: So you reach your publics nore efficiently.

SUSAN: Exactly.

TOM: | think the Web is the greatest thing since the
invention of the crank tel ephone, which I was there
for...hahaha. | think it offers many nore public relations

opportunities, many nore options for placenent, and | think
the research aspects are trenendous, as long as you don’t
accept everything that you see as true. But it certainly
hel ps you nonitor what the public thinks of you and vice
versa. |’mjust anxious to see what else is there that |
don’t ever know about yet.

ELAINE: | really really | ove MapQuest. (gales of |aughter).
| use it everyday. | really don’t know what | think of the
Web. Like you said, the first thing they do when you get a
new job is to ask you to redo the Wb site because there are
a lot of bad Wb sites out there because people don't quite
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yet know how to use it. And | don't quite yet know how to
use it. One of the reasons | wanted to cone to this group

is to find out how ot her people are using it so | could
| earn nore.

LANCE: Thank you so rmuch for com ng.
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Appendi x [11:

FOCUS GROUP
SESSION II

DATE: January 17, 2002

SUBJECT: EXPLORI NG HOW THE | NTERNET EMPOVNERS PUBLI C
RELATI ONS PRACTI Tl ONERS

FOCUS GROUP MEMBERS:

CHARLIE / Large agency

SHANNON / Large agency

MARY / Sol e Practitioner

JULIE / Large agency

STEPHANIE / Large agency

ANDREW / Large filmstudio (corporation)
STEVE / Large filmstudio (corporation)
LINDA / Pharnaceutical corporation

LANCE:

(First mnute or so of session was not recorded). Anyway, |
found that practitioners weren't really into it, in that
they were sort of alittle bit behind and weren’t so eager
to enbrace technol ogy, which has been the case over the
years as far as research shows. But part of the reason

want to talk to you guys tonight is to find out if that’'s
still the case, or is it, is the case? O, which | suspect
it’s not, just because of what’s happened over the past
coupl e of years.

But, | want to talk to you specifically about how you use
the Internet each day and specifically the Wrld Wde Wb,
and that portion of things. To narrow it down.

["11 be talking to you about how it affects your role within
your organization and if you' re a corporate practitioner,
how it affects PR within your organization. And also

whet her it affects your decision maki ng power at all, by
maki ng you an expert or by giving you a different position
in your corporation that’s higher than it once was, or in
numer ous ot her ways.
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But, | wanted to help you guys out as well. Qoviously you
are kind enough to give me your tine. So, I'd like for this
to be sort of a free exchange of ideas. Feel free to speak
up at any tinme. Cbviously your participation is voluntary.
You can | eave at any tine. Everything s confidential that
we say in here, and we will change your nanes and anyt hi ng
that we publish will not be personally identifiable. So,
feel free to speak up. And I want to nmake sure all of you
are confortabl e speaki ng out because one thing |I’'ve figured
out, sort of specializing in this area over the | ast seven

years is that there aren’t any experts. It’'s all new. And
so I’msure everybody in here has sonmething that they can
contribute. And that’s what |I’mhoping to do — is nake sure

| " m asking the right questions when | do this nationw de
survey and nmeke sure it’s stuff that's pertinent to PR
people. So, you're going to help do that.

BARBARA:

Now, if people could say their nanes before they talk every
time. Just for the sake of transcription. It’'s really

hel pful to know who is tal king, even though we may change
your nane, but at |least we can identify the dialogue from
everyone.

LANCE:

So, just to reiterate, we’'re tal king about the Wrld Wde
Web and its effect on your role that you play w thin your
organi zati on, and whether that’s your role as a technician,
t he person that does sort of the grunt work of PR, or a
manager. W found over the years that in our PR research
that used to, we thought it was pretty sinple — you were

ei ther a manager or you were a technician, and that’'s, you
guys probably know that’s not really the case. You play a
ot of different roles. And soit’s alittle nore
conplicated. There's a whole lot of different things that
PR people do. And so I'minterested in finding out if the
Web hel ps you do what you do. So, and whether it increases
your power. So thinking of what the Wb roles in power.

So I'’mgoing to start of really generally and just talk to
all of you about or you can talk to ne about, how you think
the Web is hel ping public relations practitioners.

BARBARA:
Shoul d we do everyone identifying thenselves first?

LANCE:
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Oh, I"'msorry. | totally forgot about that. |'mranbling
on. If we could go around the room and just say who you are
and who you work for and where you conme from

CHARLIE:
CHARLI E. [ Conpany nane omitted]

SHANNON :
SHANNON [ conmpany nanme omtted]

MARY :
MARY, and | have ny own PR practice.

JULIE:
JULIE and | work for [conpany nane omtted].

STEPHANIE:
STEPHANI E, and | work for [conpany name omitted].

STEVE:
Steve, [conpany nane omtted].

ANDREW:
ANDREW [ conpany nane omitted].

LINDA WHITE:
LI NDA [ conpany nane om tted].

LANCE:
So you're the one corporate representative.

LINDA:
Yeah. Don’t everyone pounce at once.

LANCE:
The |l ast survey that | did was only corporate. And so |I’'m
just bringing in an agency this tine.

ANDREW:
[ conpany nane onmitted]’s not an agency.

LANCE:

That’s true. You guys are corporate, as well. Sorry about
that. And so, anyway, if anybody would like to junp in, and
just tal k about how you think the Wb is nost hel ping you in
your day to day job.
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MARY:

[11 junmp in. It’s an amazing tool. If, | nmean, the
absolute minimumthing that | use it for is to be able to
read newspapers on another country in the world. | rmean,
wi thout the Web 1'd be gone to the |ibrary or newsstands.
don’t know what | would be doing. | nean, it’'s just

revol utionized tracking stories, mne and all other stories.

LANCE:
So is that both in and...

MARY :

Most of my practice is nedia relations, so it’s just
unbelievable. 1t’s such a new worl d.

LANCE:

So is that before and after, or during, or just is it

sonmet hing that you use as a research tool to prepare for a
canpaign or is it something that you use to eval uate your
results or..

MARY :
Probably all of the above.

LANCE :
Al of the above.

MARY :

It’s, um for exanple | can, | can read a newspaper that’s
published mles away and | work at honme, so in ny own hone
at ny own conputer | can read this newspaper, get to know
what reporters are covering, the kind of stories that
they’'re doing so that I know how to tailor a pitch to a
reporter. | mean, | can watch soneone’s work, you know, and
call that reporter on the phone.

BARBARA:
Coul d you just identify yoursel f?

MARY :
MARY. Sorry. Can | just go by Kay?

BARBARA:
Anyt hi ng you want .
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CHARLIE:

H. CHARLIE. | use it nostly for research. W do a |ot of
position papers, docunents, taking an issue and kind of
putting together statistics, and then we use it to reach out
to legislators or other stake holders for different social
mar ket i ng canpai gns we do. So anything fromcensus data to
popul ation figures. You know we’' |l type in key words and
find the sites with docunents or research on the topics that
we do canpaigns on. That's what | use it for nostly.

LANCE:
Has your use increased over the years?

CHARLIE:

Oh ny God. Wen | started in PR we didn't have the Internet,
so |l went to the library, literally, and I renmenber pulling out
books and goi ng through stuff and the racks of newspapers and
magazi nes and | nean, |, it’s how you did your research. And to
be able to type anything in and find it, is amazing to ne.

love. | nean, | probably do it everyday for sonething.

Definitely driving directions. For that, a |lot, too.

LANCE:
That canme up in the first session.

CHARLIE:
Oh, all the tinme. | did it today for this. Yeah.

SHANNON :

| use it for filling in the blanks, and | work with a | ot of
comunity groups through our work with our social marketing
canpaigns. |I'mkind of a liaison to a |lot of various |evels
of conmunity groups and they consistently give ne this much
i nformation...you know, like just a quarter of the information
that 1| need. So a lot of tines, rather than going back to

t hem because they are just overtaxed with work as it is, |
just go to the Internet. | mean, a good exanple is, | am
putting together a spokesperson list, and everyone just shot
off names to nme like |I should know exactly who t hese people
are, when they probably work for like sonme small public

heal th organi zation in Northern California. | type in the
name, | type in the subject after their nane, and boom |[’ve
got who they are. And |I’ve managed to identify this random
person fromNorthern California, and that’s really, really
hel pful because |I just don’'t have the tine, and they don’'t
have the tine to deal with it.
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LANCE:
Great. How about you guys down there?

STEPHANIE:
| don’t know, | think we use it for...

LANCE:
The sane thing?

STEPHANIE:

Al'l of the above. \Wether it be, you know, tracking
stories or |ooking up, sonmeone wll say, “STEPHAN E
you know, | think that there’'s this article that cane
out in the New York Tinmes. Can you check?” O
whatever. And it’s just so quick, and so easy, to
access information for anything to find out who the
groups are, or the organizations are, to do background
research. | nean, |, yeah, but 1’ve only been working
in PR for a year, so of course |I'mvery used to using
the Internet, and al ways have used it since | started
working. So it would seemweird if | didn’t have
access to it, | think, now, as opposed to not having
access. | nean, |’'ve done the whol e | ooking for
articles in libraries and whatnot, but since |’ve

wor ked, it’s always been a given that | would be able
to use the Internet. So it would feel really odd.

MARY :
We used to have to call the newspapers and say, “Can you
send us the newspaper fromthis date.” And which we still

do with sone of the smaller papers, but yeah, it’s
phenonenal .

STEPHANIE:

Vell, | think just when you say that, | mean, the Internet,
nowadays, we don’t have to nake those phone calls any nore.
It just saves so nuch tine. And that mght nmean | don’t

have to | eave a nessage any nore. | don’t have to wait for
a call back. | can go ahead and | ook and get the address,
get the directions or what not. And so in sone, | nean,

obviously it, it does save a lot of tinme and you, again,
don’t know if it’s good or bad, but you, you don't have to
necessarily have to have personal contact with a | ot of
peopl e as you m ght have had to have a long tinme ago.
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LANCE:

So what about it as a comunications tool? Do you feel like
it’s, how has it changed the way that you conmunicate with
your public?

LINDA:

I’mLINDA, and | think it’s tremendously hel ped ne because
we deal with a ot of different groups of people that suffer
from chronic diseases, and we nake drugs to treat those.

And health information is one of the biggest uses that
peopl e use the Internet for. And a |ot of these groups
devel op communities, and they are online, and they are
posting enmail nessages to each other, you know, about their
issues. And | can just nonitor groups that are of interest
to us, totally anonynously, and find out what they are
sayi ng about us, and our products, and our conpetitors, and
what their concerns are, and their issues are. And really
help to plan public relations strategy for our organization,
and al so see, really dramatically see the ms-steps a | ot of
our conpetitors have nmade where they’ ve done sonet hing
that’s really of fended the Asian community on sone
particul ar product, and um the way they launched it or the
way, whatever their practices were, and you can |earn so
much fromthat information that, you know, years ago you'd
do all the focus groups, and you' d do all that. That only
gives you a small flavor for it.

LANCE:
Do you guys, do you participate in any of the conversations,
or do you just kind of [|urk?

STEPHANIE:

Mostly | lurk. Some of them| do participate. It does
depend on the group because there are certain groups that
have stronger feelings against the corporations, and so

t hose groups you' |l just lurk, and you woul d never post
anything. Oher groups | will post information
specifically, a | ot because they know that I amon the |ist,
and then they' || ask a question about something and say,
“Wel |, what about this?” And | will respond. And so it is
a good tool to also be able to immedi ately respond to them
when there’'s questions and to quell runors very quickly.

You know, when sonething pops up, and | can get right on and
say, “No, no, no, here’s what it is.” *“Ch, okay.” You
know, and it’s really good.
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LANCE:
How about you guys? Do you do the sanme thing? Do you check
out the uh...?

ANDREW:

It’s kind of a |ove-hate relationship with the Internet
soneti mes, because you know, there’s just so nmany sites out
there and there’s so nuch going on. And if you have a novie
comng out, one little runor can get out, and it goes on a
mllion sites, and it’s inpossible to quell that with every
site, and every person that’'s witing about us, or a certain
film or something, or an actor in one of your filns, or
sonmething |ike that. For good or bad. Some good cones up,
and it’s all over the place, and you're like, “Geat. This
is going well. Look at all these people and all these hits
that these sites are getting.” But if sonething conmes up
and it’s false, and the next thing you know, there’'s
mllions of people, you know, |ooking at this information,
and you have reporters calling about it. It just makes your
wor k that much tougher, you know, and then you have this
crisis on your hands. So it can be really good or really
bad, fromthat perspective. But we also use it as a cost
savi ng tool because rather than having to send out press
mat eri als, and send out photos to every reporter with the
trade, the papers, we have, we just built our own internal
sites. W just built a site for every novie. So you can
downl oad the press notes fromthis site, you can downl oad
photos. You know, our owmn PRis set. So it nmakes it that
much easier for us. W don’t have to pay our agencies to
send everything out. They let, you know, people cone to us.

LANCE:
s that pretty common, do you think reporters now prefer it
that way, or do the majority of themwant to see hard press
kits?

ANDREW:

We haven’t had a |l ot of problens with it. A lot of people
are just willing to click on the site. | nmean, everything's
high res, pictures are high res, the notes are there.

mean, there's really no difference. | think sonetines they

get upset if you don't send thema little goodi e package or
DVDs. Don't get their slag. Yeah. They' |l get it
eventual |y, but you know, the ease | think they appreciate.

LANCE:
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What about you guys? Do you, have you converted a |lot of it
to digital at this point?

CHARLIE:

CHARLIE. We put, we actually did a little test | think it
was two years ago. W sent out a rel ease over the wire that
was just a paragraph. It was really a tease. There was sone
new | egi slation that was going to go into effect January

1st; around sex education, which related to our teen
pregnancy client. And we just did this little tease

par agraph and said, “If you want nore information, go to the
Wb site,” and a lot of themdid. And they could get the
whol e press release fromthere and the study that we had
done and nore information on the law. And they actually did
it, and we got incredible coverage fromit. It doesn’t

al ways work, but | think the timng of it, especially now we
are hearing fromnedia that they don’'t want to receive
sonmething in the mail. They are not going to open their

mai | because of the whol e anthrax thing.

LANCE:
It doesn’t have anything to do with the urgency of what
you' re sendi ng.

CHARLIE:

Uh uh. It was just..we were kinda testing it, to tease
them to see if they would bite on it, and we tried to wite
sonmet hing that would intrigue them enough, “I need to know

nore about this.” And they could link to the Wb site and
get all the information fromthere.

JULIE:

Uh, JULIE. The benefit of having Wb sites instead of
getting a press kit, is, if any nore information it’s
typically on a Wb site. It may not be in that press kit or
in the press release. And instead of them having to go

t hrough and contact the contact person and go through al
that, they can just click el sewhere on a Wb site, which
think probably makes it a lot easier, and | know it nakes it
a lot easier for all of us.

LANCE:

So has it changed the urgency of issues for you guys? Do
you have to deal with things nore quickly?
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PERSON:
Ch, trenendously.

LANCE:
So how has that change taken place? Can you give ne an
exanpl e?

LINDA:

Yeah, this is LINDA. News travels so nuch nore quickly now
than it ever did, and a small story in one of our...we nmake
bl ood products. So we collect blood in different centers
across the country. And a small story in our center in
Kaline, Texas will be on the “Kaline Daily Herald” and then
all of a sudden it’s on the Wb sites everywhere. And you
know, people find out much nore quickly about things, runors
travel as you were nentioning, you know, nuch nmore quickly
than they did in the past. And so you have to be right on
it. And | think one of the areas that has really hel ped ne
as a PR professional, especially in terns of gaining
credibility within ny organization, a | ot of our senior
executives are not Tech-savvy, and they barely can open
their email. And so I'll be on the Internet always, |ooking
for information about our conpany, about our conpetitors,
about our industry, things happening, and if | cone in in
the norning at 7 in the norning and there’s an article —
like | ast week, there’'s an article on Dow Jones about two of
our conpetitors that are tal king about in nmerger talks. And
you get that. | copy it. | email it out to all of them
and they get it first thing in the norning, as opposed to
having to wait to read the Wall Street Journal later in the
day or that night, or hearing about it later from sonebody
else. And they like being in the know. They |ike know ng
about things before anybody el se. So when | can email them
stuff really quickly when it’s just happened, and then they
hear about it, they really appreciate that.

LANCE:
So has it elevated PR in your organization in that way?

LINDA:

| think dramatically, because | amthe eyes and ears for
them out there finding out what's going on. “Hey did you
know what this patient group is saying about this drug? D d
you hear the news that this conpany bought that conpany? O
that this drug was deni ed approval by the FDA this norning?
O that this product has issued a product recall this
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afternoon?” And you can get that information really quickly
and get it to themand they look to that, not only as a
source of information, but in helping to interpret it.
Because | can be there and say, “Look, | know you're

pl anni ng this marketing canpai gn and planning to do this,
this way. But let ne tell you how these patients are going
to react. They're going to see it like this, and they' re
going to respond like that, and this guy, by the name of
this in Durham North Carolina, this is what he’s going to
do.”

And we’ve had issues with protesters. And being able to
track that. | nean, a lot of tinmes I’'Il know [I’'ll know
before they show up to protest on an issue. [|’'Ill say,
“They’re going to be out in front of our manufacturing plant
on Friday at 8 a.m, and this is what they are protesting
about.” You know, | nean, it’s amazing the stuff that you
can find out and really know.

LANCE:
So | saw you shaking your head when | said, “Are PR
practitioners laggards in this area?”

LINDA:
| don’t think so, no.

LANCE:
But you tal ked about other managenent in your conpany.

LINDA:
Oh yes, definitely.

LANCE:

So, what does everybody el se think about that, as far as you
don’t think PR people are anynore? They pretty nuch are
techi es these days?

CHARLIE:

This is CHARLIE. They can’t be because | nean, we woul d
fail mserably. | think in our industry we had to junp on
it. I remenber when we | aunched our Wb site for the conpany

that we were before we were acquired. W nmade a big dea
about the first PRfirmin Sacranento to be on the Wrld
Wde Web. And you know, we felt |ike we have to be in front
of the industry when it conmes to things |Iike the Internet
and the Wb, and pushing our clients. A lot of state
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government agencies, it’s taken themyears to get them on
email, and to get themto |look at their email and respond to
it, and get themto understand they need to be on the
Internet. So as PR professionals we HAD to, or we would
fail at our jobs.

LANCE:
So how has it nade your jobs harder?

CHARLIE:
Emai | .

SHANNON :

This is SHANNON. | think it’s made, well, in general, In
PR, you have to know a | ot about a ot of things. And you
have to be able to sell that you knowit. So when you're in
a pitch for a client, you have to speak intelligently about
how a Wb site is built, and how we’re going to do this, and
this and this, and it’s going to be really great, and if you
don’t talk the talk, and you nmay be sitting across the table
from sonebody who does. And you could lose it right there.
Because everyone expects you to build a Wb site or maintain
the one that’'s already there, or upgrade it, or this and
that. You have to know the |l anguage. So | think it’s put
an added pressure in the sense that you don’t just have to
know PR really well. W have to know PR W have to know
the Web. W have to know everything and be able to speak on
it.

MARY :
PRis what | do, so | don't know technology. So |I'm
probably the | east tech savvy in this room

LANCE:

How has it changed how you talk to people or your publics or
the folks that you' re trying to reach for your clients? How
has that changed?

MARY :

|’mso news nmedia oriented, that the only way it’s changed,
is, like | said before, I'm MARY speaking now, is just being
able to research and foll ow out of town newspapers and
reporters and what they’'re witing about. | nean, | can
check ny clients’ Wb sites, that sort of thing,

conpetitors’ Wb sites. | occasionally | ook things up.

Maybe if it’s only spelling sonmething right, |ike another
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conpany, or nmaking sure I'musing their trademark correctly.
But | don’t “do” Wb sites. So | don't know how to talk the
talk. Wsh | did.

LANCE:
Does anybody in here program Wb sites for their conpany or
for clients?

STEVE:
No.

LANCE:
And you guys created “[novie title deleted].” That’'s
enough.

STEVE:
Wth shaky caneras.

LANCE:

So how has it changed kind of the way you that you train

ot her peopl e about what good PR is in your organizations or
how to interact with folks? Has it hel ped you in anyway in
that area? As far as, | guess you tal ked about earlier that
it sort of nade your job nore inportant to them So has it
al ways el evated themwanting to know how to be nore PR
savvy?

MARY :

| think there’s definitely nore of an understandi ng of
Public Relations in ternms of the value and wanting to be
careful about how they craft a message or what they say or

do. Surprising to ne, it's created a real...they are very
confused about the difference between a press release and a
news story, and | will constantly get, you know, I will send

theman article fromthe Wall Street Journal, and it’s I|ike,
“You know, can you send ne anot her copy of that press

rel ease about bl ah blah blah?” And I'’mlike, “That wasn’t a
press release. That was a news story.” And you know, they
just don't get the difference. And so, in sone regards,
it’s made it alittle nore difficult because you have to
explain to themsort of the difference.

| had a prior CEO that issued a press release, sent it out
over a PR news wire, and they had a little clipping service
they got at the time, where they sort of got stuff faxed,
the headlines. And he saw the press rel ease and he said,
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“That was really great. | saw the press release. It was in
the thing this norning.” And | said, “Yeah, | worked really
hard on that one!” Ha ha ha. They just don't get the

di ff erence.

CHARLIE:

This is CHARLIE. | noticed that it’s used as a neasurenent
tool for a lot of our progranms now. For the teen pregnancy
work that we do, it’'s an initiative that’'s funded by a
foundation, and as part of it, they have funded an
evaluation teamto track not only the other conponents of
the initiative but us, and how well we do our job. And so |
have to nonitor the hits to the Wb site and send that to
the evaluation team and it’s used as part of the report to
t he foundati on about whether or not we are doing a good job
with our noney. So that’s definitely a new thing, building
it into our plan, knowi ng that we are going to be neasured
on that one thing. Because it’s sonething that's easily
guantifiable, too, whereas a |ot of other things aren’t.
And | can say, “You know, |ast year we had 369,000 hits to
the Web site.” And they go, “Qoh.”

LANCE:
This is sonething you do before, and then do after...

CHARLIE:

Exactly. And | try to explain to them and certainly when
we run ads or we put up a billboard with the Wb site, it’s
going to go up, as opposed to the three nonths we didn’t do
anyt hing. And then they want to know, “Ckay, by how nmuch?”
So we are always, |I'’mhaving to provide themreports on

t hat .

LANCE:
So how is that different fromwhen you started out?

CHARLIE:

Well, we, when we first put up the Wb site, we viewed it as
just an information, just another place that we could send
people, so we didn’t have to always mail packets out.
Because we get all these calls, people saying, “Can you send
me the |atest statistics on teen pregnancy rates?” And we
could say, “Ch, go to the Wb site. You can get it there.”
It wasn’t that we were |l ooking to get all these hits.
Because we weren’t trying to sell anything, or we weren't
using it as a marketing tool or a sales tool. But then as
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the evaluation teamstarted to conme in and demand nore
results fromus, then we had to kind of change how we vi ewed
it, and now we have to sell it back to themas, “Ckay, we
put up a billboard and then there were 20,000 extra hits to
the Wb site.” Wiereas, before, we never even, we didn’t
even care. It was just another way to get information out.

LANCE:
Was there an evaluation, was it the sanme pressure before the
Web? So were you kinda held to the sane standards?

CHARLIE:

No, well, | think the evaluation before was al ways the
nunber of media clips that you got, how the nessage was,
because that’s we always explain it. W not only count the
clips in the inches, but was the CEO quoted the right way?
Were the facts straight? Wre you positioned the right way?
It’s not beyond that. | just did my report this week to
them and they wanted all the inpressions, but then they

al ways wanted all the Wb site information.

LANCE:
So the sane thing for you MARY? Do you use it in that way?
Just showi ng your clients what you' ve done for then?

MARY :

No. Because ny clients are different. | represent, | do
public relations for an international corporation just in
Southern California, for them So what we do here really
woul dn’t reflect on their national Web. | nmean, | wouldn’t
be able to distinguish what we do here, you know, | nean,
they can’t track Southern California hits on their site.

LANCE:
Right. So you are nostly on the front end of kinda just
keeping up to speed with new...

MARY :

How | use it, yeah, but | was actually thinking sonething

el se, | forget. Soneone else said. | nean, sort of self-
pronotion. | have found that because ny business is
pronmotion, | do not have a Wb site for ny conpany, and
that’s because there’s no way in the world, | as one person,
can conpete with these really flashy agency Wb sites.

don’t know if you ve | ooked at any of...| mean, probably al
of you guys have. And | often wonder what the, you know,
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how much tinme a PR agency spends on its own Wb site.
Because. ..

CHARLIE:
Not enough.

MARY :
It just seens like it could nmake or break you. | nean,
we’'re in this business.

LANCE:
Is it the same thing that PR has a PR probl en?

CHARLIE:
Absol utel y.

LANCE:
Too busy doing it for other people?

PERSON:

We can tell our clients how to comruni cate, you know, to

t heir enpl oyees or do internal comuni cations and then we do
aterrible job of it. So....

MARY :
It’s intimdating to ne.

STEVE:

Why don’t you just find a graphic design client, tell him
you' Il do sone free work, and trade off.

MARY :

But then you have to keep the Wb site up. It’s not a
static...

STEVE:
Keep publicizing your client. They' |l be doing work for you
t hen.

LANCE:
What do you guys dislike nost about the Web?

ANDREW:
Just the anount of tracking involved. | nean, it’s
ridicul ous what you have to keep up with. | nean, you can

never see everything that’s on the Wb on every site, 24
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hours a day. And sone of it, like | said, can be really
damagi ng to what you're doing. And it can be just a rea
pain in the ass just going through it, just everyday, couple
of times a day, just checking out the key sites. To find
out where people are getting their information from That’s
what | dislike nost about it, just the work that it brings
upon everybody, at our |evel.

SHANNON :

| don’t have a dislike so nuch as a frustration with it, in
that the types of canpaigns that we do, because they are for
government or social issues, not enough people are on the
Wrld Wde Wb that need the information | have to give.
Because we are usually tal king about high-risk comunities,

t hose that desperately need to be accessing our information.
Those that are least |likely to trust professionals, and
physi ci ans, and things |like that, about issues. And there's
a Wb site sitting there, and there’s a wealth of

i nformati on about the issues, and people just aren’'t
accessing it. And California is extrenely progressive as a
state, but I’'mfromthe Mdwest originally, and in that area
of the country it’s very |ow usage right now still. So
that’s kind of just a general dislike is, it’s just not as
wi dely available as | really wish it would be for sone of

t hese | ower inconme audi ences and nore rural audi ences, and
things like that.

MARY :

|’m MARY. This is probably going to reflect ny news
background. But | worry a |lot about the |ack of standard
for things that are witten on the Wb. For exanple, you
know, when you are a reporter for a newspaper, there’'s a
standard of journalism of accuracy, and fairness, and al

t hat stuff.

PERSON:

Hopef ul | y.

MARY:

Well, okay. That's true. That could be mssing in
newspapers, as well. But on the Wb it’s such a free for
all, and, of course, that’s the charmof it.
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LANCE:

Do you think that’s conpletely a challenge, or is that
somet hing you can actually use to your advantage in sone
way ?

MARY:

Ch sure, well, | could, but | don’t. Just ‘cuz. But | see
it, | see it on other Wb sites. Just fantastic clains
and. ..

LANCE:

Well that’s a good, good question. | mean, how has it

changed ki nd of the bal ance between the press that probably
all of you deal with in sonme formor fashion and the fol ks
that you're trying to reach? Has it changed that dynamc in
any way?

ANDREW:

It’s a lot easier to distort things now | nean, when sone
of these sites came up for us, for novie sites, when novie
sites popped up and they have novie review, data pools, and

people go in and post their reviews. Nowall it is, is
studi o execs and ___ going out and you know, John Q Public
and this novie is sweet. That’s all it is. And there’'s

nothing truthful at all.

MARY :
So what’s the point?

ANDREW:
If we’ve got a novie out there, and we’'re going to put it on
this Wb site, a mllion people will go in there, and tel

everybody it’s great, posing as other people. Nobody’s
goi ng to know.

LANCE:
It’s a good tactic.

CHARLIE:

| was going to say, that’s now one of the things we

di scuss when we are brainstorm ng canpaigns. W call it,
“Let’s do a viral canmpaign. Let’'s start.” And it’s

amazing to me. Three or four years ago it wasn't...or two
years ago it wasn’t a tactic that we would enpl oy for
campai gns.
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| just got one a couple of weeks ago, that Canpbell’s was
doi ng one, and Coke was doing one. And they were
floati ng around our agency as, “Oh, this is a great
exanple of a viral marketing campaign.” |’ mthinking,
“Ckay, are we naking this stuff up?”

STEVE:
| f you put enough resources to it, it will work.

CHARLIE:

Yeah, they're putting a |lot of noney behind it, and they're
calling it a canpaign tactic now, nuch |ike nedia relations
are building a Wb site and, “Let’s start, and we need to
reach young people. How can we get to young people? Ooh, |
know, we'll set up a site and we’'l|l get people to...” It’s
amazing. | don't work on those accounts.

PERSON:
|’ mamazed it has a nane. | hadn’t heard that before.

CHARLIE:
Oh yeah.

STEVE:
It’s like guerilla marketing.

ANDREW:
Ful | on.

CHARLIE:

And they're trying to get to the trend setters to get
themto start. But a lot of tinmes the PR people are
witing that email and forwarding it, saying, “Hey,
forward this to your friends,” and trying to get it
started. Mich like you were saying. It used to be
actual Iy genui ne when people did that.

ANDREW:
That’'s how Blair Wtch started.

CHARLIE:
That’ s exactly. They take that as the great exanple.

PERSON:
That was manuf act ur ed?

271



ANDREW:
Oh yeah.

PERSON:
| " m so naive.

LINDA:
They didn’'t even advertise until after the novie was a big
hit.

ANDREW:
Al on the Internet. It was all hype.

CHARLIE:

But the sad thing is now PR peopl e have figured that out, and
they are going to try to do it for everything, and it’s going
toruinit, and probably it’s already started to.

STEVE:

That’s how this country works. That you ride on sonething
until it’s worn out. Just |ike the technol ogy fad.
CHARLIE:

.the tipping point. Knock them out.

STEVE:
There was a docunentary about the rise and fall of the dot-
cons. It’s called Start of the Dot Com Rent it.

PERSON:
|s that real ?

STEVE:
It’s an actual novie, yeah.

PERSON:
No, | knowit’s an actual novie, but are you doing that as a
j oke?

LANCE:

@Quys, the ones of you that produce things. Like panphlets
or materials. How do you use the Wb to do that? O does it
hel p you in any way?

PERSON:
To make it happen, or once it’s finished?
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LANCE:

To make it a whol e process as far as when you're putting it
together, getting materials for it, you know, how do you use
the Web to do that?

CHARLIE:

We do all of our research now. | renenber | had a book of
state governnent agencies fromlike 1997 or sonmething. And
| used to, whenever | was | ooking for denographic data

nostly, 1'd have to call the different units, and now | can
just go on and type it all in, it’s instant. It’s amazing.
MARY :

| subcontracted out to wite a brochure for soneone else’s
client, you know what |’ m saying? Like the soneone el se
hired me to do the witing for it. So | didn’t have any

direct contact with the client. So all | did was, | |ooked
at their Wb site to | earn about them It’s amazing. It’s
great. So for all | know, sonmeone planted this information.
LANCE:

So can you describe career for a PR practitioner that’s
goi ng through cor porate?

LINDA:
Ahh, that’s a good question. | don’t knowif there is a
typi cal career path

LANCE:

Well, I"'mgoing to followit up with how has the Wb changed
that, or has it changed the way that a practitioner conmes up
t hrough the ranks these days? And that’s a question for
bot h agency and cor por at e.

LINDA:
| can’t quite answer that question. Just quite yet. Ask ne
in a couple of years.

BARBARA:
Did you go to school for it?

LINDA:
No. For PR? No. So this is like, |I’mbrand new.

BARBARA:
But how did you get there?
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LINDA:

How did | get to PR? Wrd of nmouth. Kind of suggested. |
never thought about it. | didn’t study anything about it.
It just kinda happened.

SHANNON :

| actually have an interesting exanple of howit’s actually
wor ked against us in terns of hiring and ascension in the PR
world. We're currently hiring for a position, and | just
used sone, you know, sent a couple of emails out to people |
know i n the network, young professionals, PR students and
such. And the next thing you know, we find out that someone
else in our firmis claimng that they sawit on
Monster.com this posting of our job, which I don't
understand because | didn’t pay for it to be on Monster.com
so howin the world is that on there? So CHARLIE and | are
on the phone saying, “How in the world did this happen?”

She i s checking out Monster.com seeing if it is actually on
there. It turns out that soneone took ny enmil, posted it
to the Annenburg School of Communications alumi Wb site,
and |"'mgetting emails fromall around the country from
peopl e who had gone to USC, applying for the position. Yes,
it’s great, but it’s also, we hadn’t highly publicized this
position.

CHARLIE:
We sent out a couple of emails.

SHANNON :

Right, | sent out a couple of emails and all of a sudden
it’s an onslaught, and that is the Wrld Wde Wb. Like,
boom boom boom all of a sudden, [conpany nanme omitted]’s
hiring. It goes all the way across to Maine. Had it not
been there, | would probably have gotten a couple of emails
back fromthe people | sent emails to, or you d renove that
process all together. What? Six or seven years ago | would
have just put an ad in the LA Tinmes and gotten every nub off
fromhere to whatever applying for our job. But | thought
it was so interesting that within hours that all happened.
And that’s the world.

CHARLIE:
You haven’t seen your desk yet.
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SHANNON :

No, | haven’t seen ny desk yet, but nmy name has gone wi de
and far. So certainly with hiring, Wrld Wde Wb,
definitely making an inpact, good and bad. In ternms of
ascending in our firm | don't knowif it so nuch nmakes you
stand out or anything to be elevated, but you really...

LANCE:
|’ mjust tal king about if you re an expert or if you're
typically if you re very good at..

CHARLIE:

| think it’s the price of adm ssion. | think, you know, you
need to know what’'s going on or you're not going to, you're
not going to nove up. Because we have, | think every single

client has a Wb site that we’ve either created or we run or
we rmanage or we wite content for, and these are governnent
agencies. These are not your typical revenue generating Wb
sites. It’s just for information and resources, but what's
interesting for state governnent is that they have very
strict regulations. That CGovernor Davis is |like, “Ckay, al
the state Wb sites are going to look this way, you are
going to do this, you're going do that.” So we have a | ot
of different regulations to follow. |If you don’t know what
you' re doing, you can’t work on nmany clients.

PERSON:

But I'’mcurious. Have you heard of specific exanpl es where
know ng sonet hi ng about the Web actually got soneone a
better position within their conpany?

LANCE:

You were tal king about it earlier, there's this whole thing
being an information entrepreneur, and if you're in the
organi zati on and you’' re kinda plugged in, now that’s kinda
not as inportant as it used to be because it’'s sort of
ubi qui tous these days, and so 98, it doesn’'t seemvery |ong
ago...

CHARLIE:

| think it’s the difference between agencies. Like in
agency, everyone had be in the know, or it’'s expected that
every single person at every |evel knows what’s going on.
But | think in a corporation, or in a setting |ike yours,
they’' || expect you to know, and they don’t even want to
know.
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LINDA:

Yeah, | think in Public Relations being an expert is
definitely expected. But | do think in terns of the career
path, yeah, | think as they say, “Information is power.”

And the nore information you have access to and you can
provi de that meaningfully, and I think it’s not just having
the access to the information, it’s being able to interpret
it, and a lot of it goes along with the strategy and being a
counsel or to senior managenent, which is what PR al ways
strives to be. That it really gets you in there. Because
it’s not enough to just go say, “Oh, here, | found those
pressure | eaks,” on the Internet. No, you know, it’'s, “Hey,
did you hear these two conpanies are nerging? And this is

t he amount of noney they are saying it’s worth? And did you
know that there’'s a shortage of this product over here?”

And being able to help the conpany formul ate strategy based
on the information that you are gathering. It has to be

rel evant information. Because then there’s just so nuch

i ke you said, garbage out there, that it’s hard to keep
track of it all

MARY :

| actually have a question that nmay be of interest to you,
and | hope | can express it right. But the agencies are
hired to build and maintain and create content for Wb
sites, and yet | wonder if in the corporate world, and |
used to work in the world of acadene, and one of the
problens that | had, they would have the techies doing the
Wb sites, and they did not connect the Wb site to PR

LANCE:
Yeah, we could do an entire focus group on...

LINDA:

Not anynore. No, | took it away fromthem | nean, maybe
in the early days, in the early days, yeah, that was the
thing. And we even had, we didn’t have a Wb site, but even
our Intranet, when they first started building it inthe IT
departnent, because | do a | ot of enployee conmunicati ons,
you know, they know how to use the technol ogy. They had no
i dea what to put on it. And so they post stuff there. They
had |i ke, you know, “The quote of the day.” And then they
had recipes. And then there was this, “Com ng Soon,”
section. Birthdays. And | started getting all of these

t hi ngs from enpl oyees, “I don’t want ny birthday on the
Intranet. How dare you publish that. That's confidential.”
And | had to go and say, “Look, all content up there is
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going to cone through ne. You guys aren’t going to conme up
wi th your own.”

MARY :
But that didn’'t happen automatically. Wit |I'msaying is, |
don’'t think there is, or was, I'mglad to hear there is, but

at first, an automatic link that thinking that a Wb site is
j ust anot her communi cation tool.

LINDA:

Oh it is definitely now. | nean, | don’t think anyone woul d
dream of having the techies do the content. Yes, you want
to have themthere on it. But you' re conpeting against al

t he ot her conpani es that have very professional Wb sites.
And your conpany and your CEO doesn’t want to be the one
with the Web site with the stuff m sspelled and the product
name nowhere to be found because they didn’t think about

t hat .

LANCE:

| used to do a lot of consulting, and | always had, that was
the biggest battle ies, the ones in high school that were
the AV coordinator | faced, that this was 5-6-7 years ago.
And it's definitely changed since then

So sone other questions | want to ask is, asking nostly a
roomfull of wonmen, this is kind of an interesting question,
but do you feel there are any gender differences in the way
t hat peopl e use technology or the way PR practitioners use
t echnol ogy these days?

LINDA:
| think it’s nore of an age generation difference.

LANCE:
That’ s anot her question, too.

STEVE:

|’msorry to interrupt. But we're in a business that’s
predom nantly wonen, or can | say honobsexual s? So ne and
ANDREW are a rarity in the entertai nment publicity field.
So... That’s ny point.

LINDA:

| think to sone degree it’'s an age thing, but I do find like
even anong our senior managenent, it's really nore a
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phi | osophy in who you are. If you are the kind of person
that kinds to seek out new things, and do new things, and |
think people in PRtend to be the ones that are interested
in the current events and the news and what’ s happeni ng and
what’s new. And so | think they were nore early adopters of
the technology. | don’t think it’s just an age thing
because | have people who are in their 50s and 60s that are
all over the Internet and they just love it. Then there are
peopl e that are younger that can barely open the attachnent
in their email or they don’t know how to do anyt hi ng.

don’t think there’'s as big a difference anong wonen and nen
in ternms of use.

ANDREW:
| don’t see how there could be any correl ation between
gender and Internet usage at all.

LANCE:
There used to be.

PERSON:

Except that it’s an equalizer because there’s no face any
nore, so there’s no opportunity to discrimnate against
anybody when you and | can go to the same Wb site and get
t he sane exact information. But if we were face to face
with a person, they're going to automatically nake a
differentiation between us. They would see ethnicity, they
woul d see hei ght, weight, gender, all an equalizer now.

LINDA:

Al so, can | say, the difference, it used to be nen were the
first adopters of the Internet, the techies or, you know
they were the ones that were first on it an all over it.
But | think it’s changed a lot. You know who that guy is,
right? Ha ha ha. | think it’s changed a | ot and the
interesting thing that | see and especially anbng seni or
managenent, is, and it's sad to say, a | ot nore wonen know
how to type and so what |1’ve found is |ike the senior
executives, nost of themdon’t know how to type, because

t hey never had to know.

ANDREW :

When you go on the Internet, you don’'t have to know how to
type. You just type in ‘ww
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LINDA:

But they’'re very, they're not as confortable with it. It’s
like they sit down, “Well, what am | supposed to do?” And
SO wonen...

BARBARA:
Secretaries type.

LINDA:

Exactly. And so they just weren't confortable. | nean,

sit down there, and just whip through it. And so nowin PR
and now just in general in the world, like all our |awers,

they all obviously have to type, and they're all on their
conputers all the tinme, and that didn’'t used to be the way
it was. So | think it’'s equalizing it nore. |In the health
care field, I will say a |ot of our patient comunities,
especially diseases affecting children, the nothers are the
ones that are nore proactive about getting there, and
getting information. So it will be a ot nore skewed. They
are nore likely to be on the Internet because they want to
find the information out about this disease that affects
their child. And | think that happens a |ot.

MARY :
| imagine in general it’s probably nore wonen that seek nore
health information on the Internet overall.

LANCE:
So what do you guys think is the next big thing for PR? On
t he Web?

PERSON:
That’ s a good questi on.

ANDREW:

It’s gotta be the real-tinme broadcasting. |If you' ve got
sonmething in our industry where you want to put a novie
trailer up or aclipor alittle spot. Real tinme right
there. People want instant access. No wait, whatsoever. |
mean, that’s already out there now, but |I nean, they could
take it a step further. There are things they can expand
on, | think.

PERSON:

But you’'re tal ki ng about direct comunication, no
i nternedi ary.
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CHARLIE:

| was thinking, someone sent nme a newsclip, an email, that I
was able to click on and watch the video coverage of. And |
just sat there fascinated by that, and | wouldn’t have to
order the tape, wait three weeks for it to show up. | could
actually watch the clip fromlast night’s newscast on ny
conputer. And then | could forward it to the client.

ANDREW:
O just being able to watch the newscast that’s on right
now.

CHARLIE:

And we did that with the Governor’s “State of the State”
address. W were all at our desks working. W reduced the
screen so we could watch and listen to the Governor’s
address while we were working. And | renmenber thinking,
“Ckay, this is not real.”

ANDREW:

If you are in a crisis situation, and all of a sudden you
need your CEO from your conpany, and he goes up and speaks,
and you can broadcast that over the Internet, | nean, that’s
great usage. You don’t waste any tine to watch, and it’s
4:31 and you have to be out by 5. |If you' re battling East
Coast deadlines, you know, put it on right away.

PERSON:

And no internmediary too. | think that’s...l didn't even
think of that. Froma crisis standpoint | nean, right now,
if you have a crisis, it’'s imediately evolving and |i ke you
said you want to put your CEO up, you ve got to call the
news stations and get themto put themon, and they may or
may not put themlive, and if they don’t ,then they are
going to edit out segnents. And you can put themright up
there fromyour office. If you have a video canera, just go
live.

STEVE :
It’s all about convenience. That’'s the key.

SHANNON:

| think that’ Il be the main thing. Newspapers are worried
that no one’s going to want a physical paper any nore, but
they’re not going to get any material. | think advertisers

and maybe PR people are going to go directly to their
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audi ences. |'’mnot sure how exactly. But yeah, if your
conpany wants to get information out, naybe in-person press
conferences will be a thing of the past. That' Il be done
over the Internet. Paper press releases are quickly
becom ng a thing of the past already.

LANCE:
So do any of you guys use it for, do you do any online
speci al events for clients?

SHANNON :
You nmean conducting themreal tine?

PERSON:
|’ ve seen other people that have done it. W haven't.

SHANNON :

Well, it wouldn’t work for us. Because we're an i ssue
based, our audiences don’t trust the Internet fully yet.
And so there's still alot to be said for...

CHARLIE:

They want to see it, touch it, be in contact with it.

SHANNON :

Definitely. | nean, they often go to our Wb site after
they talk with us, and perhaps they have gone to the Wb
site directly for research purposes, but I don't see that as
bei ng as applicable as other industries.

| was going to say though in terns of where it’s going or
what woul d be nost hel pful in PR, | don’'t knowif it’s the
Wrld Wde Wb so nuch as our way of accessing it, because |
think as technol ogy i nproves, and as we are able to carry
around little conputer screens with us, and inmediately
access the Wb constantly wherever | am just like I can
dial nmy cell phone, if I can inmmediately | ook at CNN or
whatever is immedi ate. Because | was thinking about
Septenber 11. | spent the follow ng day, because that day I
was of f work and | watched CNN all day. But the next day it
just constantly, CNN, update, update, update. And that was
how | spent ny whole entire day. | didn't want to | eave ny
desk because | didn’t want to stop know ng what was
happening all the tine. So if I could have that in ny hand,
and | could |l eave the office, and go do all the other
things, like | was telling you, |I spent all day at a
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conference today, but | would have | oved to access
information. It gives you the edge. So technol ogy inproved
and that’s the capacity that we have, | think it’Il really
revol utionize the industry in terns of just being conpletely
mobile all the time. Telecommuting. W won’'t need offices
anynore, to be honest with you, because you can fax, email
read the paper, do everything on one little thing.

MARY :
My clients don’t know that |I’mwearing pajamas. | amin
slippers all day |ong.

PERSON:
But you're still as effective.

LANCE:

M ne al ways conplain when | wear pajamas. So um | think
we’' re about out of time, but I1'd like to kind of go around
and maybe get a final thought from everybody and nake sure
we’ ve covered all the issues that we need to, so we can
start this way, this tine.

LINDA:
Ch, the Internet. | nean, there's just so nmuch | could talk
about. This is LINDA. It really does revol utionize the way

| do ny job. | nean, | amwith CHARLIE. Wen | was in
college, we didn’t have access to the Internet. W didn't
have, we barely had conputers. W didn’t have conputers.
What am | tal king about? But it truly has changed PR and
how t hi ngs are done and communi cations. | think for the nost
part for the better. | do have the concerns that while it’s
good for us fromPR for a certain degree because we don’t
have those gat ekeepers and we can just get our nessage
directly out, I’malso concerned about credibility, and |ike
| said, people not understanding the difference between an
article in the New York Tinmes, which has gone through revi ew
by editors and has certain legal restrictions so they won't
say things that aren’t true; vs. urban | egends, which I’ m

sure in the urban industry you guys see a lot of this. |I'm
just appalled by the nunber of enployees in our office that
will forward these emails along. “Ch ny God, if you see

sonmeone wi thout their headlights, don't flash the headlights
because it’'s a gang initiation. They are going to kill

you.” Kentucky Fried Chicken. There's another one.
Conpani es that are targets of these urban | egends, you know?
And it does appall ne, the kind of stuff that people wll
believe. They were forwardi ng one around our office the
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other day, and it was, “Ch ny gosh, in San Diego this wonman
went to an ATM nachi ne, and nade a deposit. She |icked the
envel ope, and there was cyani de on the envel ope and 3 peopl e
have now died.” And | said, “Wait a mnute. Don't you
think on tel evision news they show every car chase there is
on the freeway, and if three people had died from cyani de on
t he ATM envel ope, you woul d have heard it somepl ace el se?
You think maybe they' d be covering it?” So | think
credibility is going to be a big issue.

ANDREW:

There’s going to be a |lot of good things, and a | ot of bad
things. | wish | could be alittle nore specific, but in
some ways they don't even tal k about the future of the
Internet. In our business it mght rule out the rental

vi deo busi ness. People are going to have access to novies
on the conputer. They are not going to go to Bl ockbuster to
rent anything. There goes our hone video profit. The DVDs
and VHS, you’re not going to need that. You'll be able to
download it on a conputer. Wlether or not it’s pirated or
whet her or not sonebody pioneers a system where the studios
band together and kind of |ike a Napster thing and they
regulate it. Sonebody’'s going to |ose noney, and sonebody’s
goi ng to make noney. So good, and bad. And also it takes
away sone of the personal effects froma PR standpoint. Now
there’s so much you can do via the Internet and email and
everything, but | hate to see people quit picking up the
phone and tal k to sonebody altogether, because there's a
personal portion of that you just can’'t rely on. | mean,
|”d nmuch rather have sonmebody call ne if they' ve got a
really good idea or if they' re pitching sonething to ne, or

if they are just...l’d rather hear sonmething really good on
t he phone in person than in an enmail, or “Check this out on
the Web site,” and have to figure it out nyself. 1’d rather
speak to themin person or on the phone. So, | don’t want

peopl e to use the personal touch.

CHRIS:

| think for me, it’s the opposite sonetinmes, because in this
busi ness a |l ot of personalities with vendors, clients,

press. You want to get your point across sonetines just

t hrough email rather than verbally, and | think it’s a

real ly good communication tool. Plus, you cover your end in
t he situations where you have to CC people, and, “Hey | sent
you that enmmil, you got it, right?” So you're covering your

butt. So, | think it’s a good tool.
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STEPHANIE:

| much nore mss the personal touch. | realize the benefits
of the Internet and, actually, when | went to college, we
first really didn’t use the Internet. It was only after
bei ng abroad and com ng back that | realized in that one
year in the United States | totally missed out, and | had
to like, catch up. And it’s about playing catch up, al nost
because everything is so instant these days, it’s so
imrediate. And | still feel like I’mplaying catch up with
trying to | earn whatever the lingo or trying to figure out
things. But |I'’malso the person, | agree, if | have an
idea, | always imrediately call, and I don’t think about the
emai |, and | think, “You know, | do have to start cc’ing al
t hese people.”

And | think one of the dangers, and | think we all realize
it, too, is just again getting deciphering, sorting out the
junk that’s out there. And even though it’'s so quick, and
so i medi ate, and so great, to have at your finger tips, it
al so can be rather tinme consum ng, because you really have
to think, and do a | ot of conparing and contrasting and
really go through the material and thing, “Umm is this, is
this not?” But | think it’s really exciting because |
really do feel that our society is noving towards becom ng
conpletely and totally nobile, and everything is going to be
instant. And again |I'’mafraid about kind of |osing that
personal touch and getting a feel of a person’s voice, when
you hear soneone’s voice and establishing sone kind of
rapport with just a personal contact instead of doing it
through email or reading it on the Wb, where you have so
much tine to craft everything, to make it sound so perfect.

JULIE:

| really can’t renenber a tine when there wasn’t |nternet,
and | know that sounds kind of bad, but |’'ve always used it
for everything, from school papers in high school to
research I’ m doi ng now

And there are definitely benefits depending on which public
you are targeting. But there’'s drawbacks as well. | also
work with low and fixed i ncome custoners and | have grass
roots outreach efforts. So | don't use the Internet so nuch
as a tool for ny clients, but just basically a tool for ne.
So | can get the research, so | know what’s going on, and |
use email for just about everything, including, so | can cc
everyone and know bases are covered that way.
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And | am one of those people who has 50 folders in ny inbox,
so | know where everything is, just in case. | happen to

| ove the Internet but again that’s because | really don’t
know anything different.

WOMAN :

| amthe exact opposite. |If you were to conpare our enai
boxes, you can tell we're fromalnost a different generation
because | am so di sorgani zed and | keep everything, and
she’s able to ook at it quickly and discard it. [|I'mlike,
“I must keep this.”

MARY :

|’m MARY and |’ m pretty nuch ditto about everything here.

Li ke what you were saying, in mnmy case | used it nore for ne
than my clients. It’s like having the world in ny hone
office. I don't think I could be doing what |1’ m doi ng today
without it. Don't see how !l could have ny own busi ness
wor ki ng out of ny home without the Internet. But | also, it
is somewhat of a source of stress to ne, because | also fee
alittle inadequate, technology. Thank God ny husband is an
engineer, so | have a live-in IT person. If | didn’t | don’t
know what | would do. So |I do have this kind of constant
concern that I am not keeping up wth technology. | don’'t
know how to do a Wb site.

And the other thing | amnoticing in ny nedia relations
busi ness is that nost of ny know edge about nedia relations
is because | used to be in the nmedia. But it’s been a while
since | have, so I’'mlosing touch with how reporters are
doing their jobs. They aren’t doing it the way | used to.
It’s still sonmewhat of an unknown to ne whether | can just
send out a cold, like an email pitch that reporters are
liking that sort of thing, or if you should. It used to be
originally in this business, it was considered inpolite to
pitch by email unless the reporter specifically said, “I
like email pitches.” And | think that’s changed. | don’t
know for sure.

So | go through a | ot of guessing how reporters are doing
their job these days, how nuch they use the Internet. |
don’t really know.

LANCE:

Well, it sounds like fromwhat everybody' s saying, it’s
totally changed as far as what reporters expect.
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MARY :
Yeah, that’s what |’ m guessing, but |I don’t know for sure,
because it wasn’'t |ike that when | was...

PERSON:

| think it really depends, because | will read a | ot of
background about sonething, and sonme of themreally would
rather just be pitched to the old way, and it’s because
again what you are saying, it's what you' re used to.

MARY :
|’ ve heard people say they never | ook at their enuil

PERSON:
And ot hers say, “Please don't send this.”

CHRIS:
You get 4000 phone calls a day, and it’s all..

MARY :

So it’s just another dinension of us having to sort of
strategi ze and figure out the best way to do our jobs.
Sonetinmes it’s great and sonetimes, you know, that’s it.

SHANNON :
| have many final commrents.

LANCE:

Go ahead.

SHANNON :

| actually took sonme notes. | just thought of sone
things | feel like sharing with the group. First of all,

it’s made the Wrld Wde Wb, in terns of ny particular
job, it’s made nme extrenely responsive to ny clients. |
had a client call nme on Tuesday and said this CSI, the
show on CBS, just called her to verify a fact, sonething
about a statistic, and she’s with the DW there, and she
called me and she said, “Can you verify this?” And
said, “No, but give ne two mnutes.” Boom boom boom
Check out a couple of Wb sites, | actually checked out
her Wb site, | found the answer, but | |ooked |like a
geni us because | called her back within ten mnutes with
the answer. | emmiled her all of the specifics. She
forwarded that off to the producer of the show, done.
The whol e issue is done.
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But | junped right on it, and had | not been really savvy
wi th search engines and this and that, and di ggi ng around
sites until vyou find what you need, | probably woul dn’t
have been able to answer the question. And that probably
happens at | east a couple of tines a week, if not nore,
where clients just depend on nme to know things that they
probably just as easily access. But again it mght be the
age thing that we were tal king about earlier, maybe it’s
just that she’'s not as savvy with it as | am So | guess
goi ng back to your, “Can this nmake you ascend in your job?”
Possibly. It the client rate is about how brilliant you
are, and your supervisor picks up on it.

Also in terns of social marketing, | think like I said
before, if we can get over the World Wde Wb, not being in
everyone’s household, if it eventually is, it could

absol utely revolutionize the way that social marketing is
done, because it’'s based on one-on-one contact to notivate
behavi oral change. The best way to do that is to talk to
LINDA directly, talk to Don directly. | can do that through
the Web and t hrough our site, and the nore the technol ogy
advances, the nore | have to cut out every other mddle man
that mght translate ny information and just give it
directly to them Plus people can get all the information

that they need. | nean, it still shocks ne that people
snoke because there’s how many Wb sites that’' |l tell you
that it’'s dangerous and there’'s...I'’msorry if there's

snokers in the room But seriously, yhere s as nuch
information as you would possibly need to know that it’'l|
kill you. And | think that again if |I’'mstarting to give a
nessage directly tailored to a person, that that will begin
change, and | think the only way to do that is the Wb.

Third, | think it may eventually reduce PR tactics that
peopl e have to enploy. For exanple, the pedoneter |ady that
| sat next to in this conference said that her friend nade
$2 mllion | ast year, selling pedoneters over the Internet.
That little thing that neasures how many steps you take in a
day. Two mllion dollars this woman nakes. She’s an
exerci se physiologist and her tactic is that every single
day she goes onto her Wb site. She updates it with the

| atest research, with some little tips fromher, and she’s
an expert so people love her, and it keeps them com ng back
to the Wb site. So if they don't buy the first tine they
conme to the Wb site, they' Il buy it the second tinme, or the
third tinme. Two mllion dollars after overhead, and she
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wor ks out of her house. | thought that was amazing. And she
has two PR tactics. Her Wb site and she goes to
conferences. And that’s it. That’s it. So | think for
sonme people that that could really help reduce..

PERSON:

Wel |, she sold you one. So it obviously works.

SHANNON :

| have one. | know.

Fourth, | don’t know where this all fits in, but in terns of
nmy eval uation of other people’s PR, I'mtrying to find a
honeynoon | ocation right now, and | have to tell you, |I'm
evaluating the place that | will stay based on their Wb
sites. |’mabsolutely basing on...and you nake an excel |l ent
point. If it is not up to the standards that | expect, |
will inrediately walk away fromit. | expect really high
quality, | expect full information, | expect virtual tours.

| would love real tinme. There's sone that have pictures of
the current nmonment in Aruba on the beach, and you can |ike
go on there, and they’' Il say what the tenperature is, and
where the sun is at. | expect that. And if | don't see it,
| go to the next thing. So that’'s making ne eval uate how |
am doing our client’s Wb sites, and what people are
expecting fromnmy Wb site. So in terns of eval uating other
people’s PR, that's a definite factor for ne.

So those are ny four comments.

LANCE:
That’ s great.

CHARLIE:

This is CHARLIE. | just, | like it for the information. |
like that I can get the weather anywhere in the world,
directions, | can buy stuff. | can research data for
clients, I can do personal stuff for nmyself. That’'s all.
mean, | went to college with a typewiter, and | functioned
just fine.

My first email address was a ConpuServe thing, it was |ike
20 nunbers. Renenber? And one person could get on the
Internet at a tinme in our office. And I nean, it’s just, |
like it that I can get on so quick now and by nyself. |
don’t have to tell anyone to get off the Internet so | can
get on. |I'mjust happy wth the sinple things.
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Oh, the one thing I thought of, too, was that the services
that get dunped into ny mail box, you can set up on the
different Web sites with key words and stuff — |ove that.

LANCE:
Li ke newsl etters?

CHARLIE:

Yeah. The newsletters. Once you go in and set it up, it
just automatically goes in |like a Prof Net, which is huge
now. The reporters can send all their inquiries. |[|’ve
responded to a lot of those. So it's been great. That’'s
all.

LANCE:
| really appreciate you guys comng, and if you have any
guestions for ne, 1'd be glad to answer them QO herw se,

you' re free to take off.

EVERYONE :
Good | uck.

PERSON:
|’minterested in your vision of the future.

LANCE:

| think that it’Il become increasing invisible. What | nean
by that, it’ll be ubiquitous, you don't really think about
it. It’s already becone that way so much nore since | | ast

did this, four years ago. Four years ago it was a
conpletely different world and so it’s anmazing to ne how
quickly it’s changed and | expect it to continue to do that
until it’s just not sonething that you think about at all.
And there’ s not people that don’t use it.

CHARLIE:
The fact that it can be always running. Because | renenber
when it couldn’t be that way.

LANCE:

That’s a big thing. | nmean, | work in the entertainnent
industry now. So that’s a big thing for us, that people
have conputers in the same roons as their televisions, and
things like that. It's really starting to happen. And so
it’s..
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PERSON:

| think the biggest change will be direct comrunication, and
PR will happen. So there will probably be a way that we can
real ly make distinct audiences.

SHANNON :

It’s kind of making us hostage to information, too. |
really dislike the fact that | can i medi ately have a
t hought and call CHARLIE. Like any tinme of day.

CHARLIE:
You dislike that?

SHANNON :

It just bugs ne that you have stuff on all the time. | can
email, | can instant message, | can call on the cell phone,
| can page sonebody. | can constantly contact al nost...

But the point is that, is that what it’s become? And having
DSL and having the Internet all the tinme, and having these

things pop up at ne, that alert ne to things going on in the
news. And having IMs so sonmeone can i medi ately get to ne.

And feeling like | need to inmediately respond to it. |It’s
making ny life stressful. | feel pressure. | feel
pressure.

PERSON:

When people sent things by mail, at |east you had sone tine

to wait for it, and think about it.

SHANNON :

But PR industry, like |I said, responsiveness. W are held
accountable to a high | evel of responsiveness. But never
before. And you're saying '98. | can totally agree. ' 98,
absolutely. You had a couple of days to get back to
sonebody. It was reasonable. WlIl, nowit’'s not.

PERSON:

Vell, we get international. That’'s the biggest thing for

us. | get nore international email. W’re in Sri Lanka and

we want to sell your products here, and |’ma patient in
China and | need donations of this drug.

LANCE:

Because you think about it, there’s 450 mllion people
wor | dwi de that have access. There's probably 250 m|lion of
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those that are on once a nonth or sonmething like that. But
that is a very small percentage of the world. So it’'s just
uni magi nabl e to think about when it is ubiquitous how things
will change. And it’s anmazing.

PERSON:
Thank God ny nother never figured the Internet out. Talk
about bei ng host ages.

PERSON:
Good luck with your research. Good | uck

LANCE: Thanks a lot. | appreciate it.
End of Transcription

Lance Porter — 1/17/02
Focus G oup, Session |
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Appendi x |V: Survey Email Cover Letter
Dear PR Professional,

Would you please help us learn how the World Wide Web is affecting the practice of
public relations by completing a survey linked at the bottom of this letter? I am a doctoral
student in public relations at the University of Georgia and am conducting this research for
my dissertation. I hope you will give me a few minutes of your valuable time to answer
some questions about your use of the World Wide Web.

Your name was selected in a scientific, random sample of Georgia PRS A members. The
embedded link below will take you to a user-friendly questionnaire located on a secure
Web site. We designed the survey so that you may complete it in 10 minutes or less. In
exchange for your help, I will enter your name in a drawing to receive four free passes to
any Disney theme park in the country. In addition, another 50 respond ents will
receive a free Disney movie gift. Please take a moment and access this questionnaire by
clicking on the highlighted link.

By participating in this survey, you will make an important contribution to the body of
knowled ge in public relations, and you’ll help our field learn more about the many
opportunities and challenges that the Internet brings to the public relations workplace.

Your thoughts and opinions are very important to us. Confidentiality is promised to all
survey participants. This research is being conducted through the doctoral program in
Public Relations in the Grady College of Journalism and Mass Communication at the
University of Georgia. This program recently ranked fourth in the nation among the top
16 “premiere” graduate programs in public relations.

To access the questionnaire please click on this embedded link:
http://www.xxxxxx.edu/xxxxxx Please complete this survey by March 11. To receive an
electronic copy of the executive summary of this research, please indicate so on the last
page of the survey. We anticipate being able to distribute this information in May.

If you have any questions, please email me at lvporter@uga.edu, or my major professor,
Lynne Sallot, Ph.D., APR, Fellow PRSA, Associate Professor, at sallot@uga.edu.

Sincerely,

Lance Porter

Doctoral Candidate

Public Relations

Grady College of Journalism and Mass Communication
University of Georgia

PS. To be eligible for the Disney prizes, be sure to complete the entire survey ASAP!
For questions or problems about your rights with regard to this survey, please call or write:
Chris A. Joseph, Ph.D., Human Subjects Office, University of Georgia,

606A Boyd Graduate Studies Research Center, Athens, Georgia 30602-7411
Telephone (706) 542 6514; Email Address IRB@uga.edu
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Appendi x V: Survey | nstrunment
Part I: Internet Use

The foll owi ng questions nmeasure your use of new technol ogi es
in your practice of public relations.

1. O the following tools, which do you use to access the
I nternet? (Check all that apply).

Emai |

VWrld Wde Wb

Wreless Internet Device (Personal Digital Assistant (PDA)
cell phone, etc.)

2. How many hours per week do you use email in your practice
of public relations?

0 hours per week

5 hours or |ess

6- 10 hours per week

11- 20 hours per week

21- 30 hours per week

31-40 hours per week

40+ hours per week

3. How many hours per week do you use the Wrld Wde Wb in
your practice of public relations?

0 hours per week

5 hours or |ess

6- 10 hours per week

11-20 hours per week

21- 30 hours per week

31-40 hours per week

40+ hours per week

4. How many hours per week do you access the Internet

t hrough a wirel ess device (Personal Digital Assistant (PDA)
cell phone, etc.?)

0 hours per week

5 hours or less

6- 10 hours per week

11- 20 hours per week

21- 30 hours per week

31-40 hours per week

40+ hours per week

5. How does your office access the Wrld Wde Wb (pl ease
check one):
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Broadband (Cable, DSL, Cable, T3, T1, etc./A ways On)
D al Up/ Modem (56K or | ower)

Part II: World Wide Web Use

The follow ng questions will neasure your use of the Wrld
Wde Web in your practice of public relations. [At no tine =
1, 2 = less than once per nonth, 3 = a fewtines a nonth, 4
= afewtines a week, 5 = all the tine]

1. How often do you use the Wb for research?

2. How often do you use the Wrld Wde Wb to nonitor your
conpetition?

3. How often do you use the Wb to nonitor the news in your
practice of public relations?

4. How often do you use the Wb to conduct research in
preparation for public relations canpaigns?

5. How often do you use the Wb to prepare client and
prospect presentations?

6. How often do you use the Wb to "inprove a pitch" by
researchi ng individual reporters and previous stories these
reporters have witten?

7. How often do you use the Web to eval uate your public
relations efforts?

8. How often do you use the Wb to track press rel ease usage
by the nedi a?

9. How often do you use Wb site traffic (e.g. nunber of Wb
site "hits," unique users, page views) to show results for
your public relations efforts?

10. How often do you use subscriptions to custom zabl e
alerts" fromWb sites to keep up on the |atest news?

news

11. How often do you use the Web to IDENTIFY jssues
pertinent to your organization/clients?

12. How often do you use the Wb to MANAGE t hose issues for
your organi zation/clients?
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13. How often do you use the Wb to research public opinion
by nonitoring online comrunities (news groups, bulletin
boards, etc.)

14. How often do you use the Wb for two-way comuni cation
wi th your publics?

15. How often do you use the Wb to target publics?

16. How often do you comunicate with your publics by
pl aci ng nessages in appropriate interactive forunms (bulletin
boards, news groups, chat roons, etc.)

17. How often do you attenpt to place news stories on the
Web?

Part III: Role of the Web in Public Relations

The foll ow ng questions will neasure your beliefs about the
use of the World Wde Wb in public relations. [1 = strongly
di sagree, 2 = disagree, 3 = neutral, 4 = agree, 5 = strongly
agree] (Note: Email use is NOT considered part of Wrld Wde
Web use):

1. The Wrld Wde Wb is now a standard public rel ations
tactic.

2. My organi zation has inproved its use of the Wrld Wde
Web by purchasing firnms that specialize in the Wb:

3. My organi zation has inproved its use of the Web by hiring
outside consultants that specialize in the Wb.

4. The fact that our Internet connection is "always on" has
changed ny practice of public relations significantly.

5. | have used the Wrld Wde Wb to keep up with breaking
news while working in other applications at ny conputer.
6. The Web has reduced costs for my organization.

7. The Web has reduced ny reliance on other forns of

research (focus groups, phone surveys, library research,
etc.)

8. | have no nenory of public relations practice wthout the
| nternet.
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9. | amconcerned the Wb reduces personal interaction.

10. The Wb generates additional revenue for ny
or gani zat i on.

11. The Wb has reduced the tinme | have to anal yze
i nformati on before respondi ng.

12. IT or IS departnments no | onger control the Wb presence
for ny organization.

13. The Wb elimnates internmediaries, nmaking it easier for
me to reach ny publics.

14. The Web is useful in handling crisis situations.

15. Pl ease rank order the followi ng uses of the Wrld Wde
Wb from (1) nost inportant to (4) least inportant to you
and your organi zation. Please place a zero (0) next to the
uses that do not apply to you or your organization:
Resear ch

Conmmuni cat i on

| ssues managenent

Eval uati on

Part IV: Roles

The follow ng questions will attenpt to determ ne the
role(s) you serve in your (client's) organization. [At no
time =1, 2 = less than once per nonth, 3 = a fewtines a

nonth, 4 = a fewtimes a week, 5 = all the tine]:

1. How often do you provide information informally to
outsiders that wll induce themto act favorably to your
organi zation/clients?

2. How often do you provide informati on informally to groups
outside your (client's) organization to create a favorable
i mage?

3. How often do you provide informati on on a formal basis to
groups outside your (client's) organi zation intended to
create a favorable i mage?
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4. How often do you provide information formally to
outsiders that will induce themto act favorably to your
(client's) organi zation?

5. How often do you represent your organization/clients at
events and neetings?

6. How often do you take responsibility for success?
7. How often do you take responsibility for failure?

8. How often do you keep nanagenent/clients actively
involved in public relations?

9. How often do you keep others in the (client's)
organi zation infornmed about public relations nmatters?

10. How often do you operate as a catal yst for the
i nvol venent of non public relations personnel in public
relations matters?

11. How often do you decide WHEN to transnmit information
acquired from outside your (client's) organization to others
Wi thin your (client's) organization?

12. How often do you deci de WHAT portions of information
acquired fromoutside your (client's) organization to
transmt to others within your (client's) organization?

13. How often do you decide TO WHOM within your (client's)
organi zation to send information obtained from outside
sources?

14. How often do you informally instruct others, not in PR
how to interact with people outside your (client's)
or gani zati on?

15. How often do you formally instruct others, not in PR
how to interact with people outside your (client's)
or gani zati on?

16. How often do you work with nmanagers to increase their
conmuni cation skills?

17. How often do you collaborate with non-public relations
peopl e to define and sol ve probl ens?
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18. How often do you plan and recomrend courses of action?
19. How often do you make conmuni cation policy decisions?

20. How often do you keep managenent/clients informed of
public reactions?

21. How often do you produce panphl ets and brochures?

22. How often do you edit/rewite conmunications for/from
your organi zation/clients for grammar and spelling?

23. How often do you wite public relations material s?

24. How often do you produce photography and graphics for
your organi zation/clients?

25. How often do you conduct communi cation audits?
26. How often do you report public opinion survey results?

27. How often do you FORMALLY acquire information from
sources or groups external to your organization/clients?

28. How often do you INFORMALLY acquire information from
sources or groups external to your organization/clients?

29. Which of the foll ow ng best describes your present
affiliation in public relations?:

Agency

Sol e practitioner

Cor por at e

Not -for-profit

Gover nnent

Educati on

O her

Part V: Power

The foll ow ng questions nmeasure your power in your
or gani zat i on.

1. How many people are enployed full tinme in your
or gani zati on?

2. How many full tinme enployees (not counting board nenbers)
i n your organi zation have higher titles than you?
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3. What benefits does your conpensation entail? Please
check all that apply:
annual sal ary
stock options
heal t h coverage
conpany car
life insurance
di sability insurance
expense account
bonuses
O her

4. How many titles do you currently have?
Pl ease type your title(s) here.
5. The Web has enpowered ne to be pronoted into ny current

position. [1 strongly disagree, 2 = disagree, 3 = neutral,
4 = agree, 5 strongly Agree]

6. \What percentage of shares in your conmpany do you and your
famly own?

None

Less than 1%

1 to 10%

11 to 20%

21 to 30%

31 to 40%

41 to 50%

51 to 60%

61 to 70%

71 to 80%

81 to 90%

91 to 100%

Not appli cabl e

7. Are you related by marriage or kinship to the ownership
of your organization?

Yes

No

8. Are you the founder or owner of your organi zation? Yes No
9. (If yes,) The Web has enpowered nme to own ny own conpany.

[i = strongly disagree, 2 = disagree, 3 = neutral, 4 =
agree, 5 = strongly Agree]
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10. In how many different functional areas have you worked?
(Pl ease specify nunber and then check all that apply)
Mar ket i ng

Fi nance

Legal

Public rel ations

Resear ch

Strategi c Pl anni ng

O her - Pl ease specify

11. How many di fferent positions have you held in your firnf
(Pl ease specify nunber and then check all that apply)

Mar ket i ng

Fi nance

Legal

Public rel ations

Resear ch

Strategi c Planning

O her-Pl ease specify

12. How many | evels of clearance beyond you are required to
approve comruni cation materials you produce?

13. How many professional designations (APR ABC, etc.) do
you hol d?

14. My informational use of the Wb has enpowered ne as an
expert in ny organization.

15. On how nmany corporate boards do you serve?
16. On how many nonprofit boards do you serve?
17. The World Wde Wb has enhanced ny prestige as a
practitioner. [1 = strongly disagree, 2 = disagree, 3 =
neutral, 4 = agree, 5 = strongly Agree]
Part VI
Pl ease tell us about yourself and your position:
1. What is your gender?
Mal e
Femal e

2. Age:
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3. Current |evel of education:
Bachel ors Degree
Mast ers Degree
Doct oral Degree
O her

4. Please indicate the category that best describes your
et hni ¢ backgr ound:

Caucasi an

African- Areri can

Asi an- Arrer i can

Nat i ve- Aeri can

Hi spani c

O her <>

5. Please indicate how | ong you have been practicing public
relations (in years):

6. \What was your undergraduate coll ege major?

7. If you conpleted any graduate work, what was your area of
st udy?

8. \What college(s) did you attend?

9. Please indicate your personal incone from public
rel ations: $

10. Do you wish to receive an email copy of the executive
summary of ny research once the study is conplete?

Yes

No
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Appendi x VI
Sanpl e Screen Shot of Survey
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