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3. Media law
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PART IV: THE PRACTICE 
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Chapter 16: Nonprofit organizations, health care, and education
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3. Trends in media

Part 2
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7. The world intellectual property organization and intellectual property right
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Part 3
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	319
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· Max Clifford: Whitr knight or sultan of sleaze?
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· Lobbying: The three Great Myths Of the Westminster Warriors 
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Chapter 7: The journalist as entertainer 
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	Carole M.Howard, Wilma K.Mathews
	2000
	347
	1. Technology and Tabloids: How the new Media World Is Changing Your Job

2. Getting started: Setting Up Your Program 

3. News: What it is and How it gets to the public
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	1. Planning and managing can be fun!

2. Public relations in context

3. Starting the planning process

4. Analysis

5. Setting objectives

6. Knowing the publics and message

7. Strategy and tactic

8. Timescales and resources

9. Knowing what you' ve:evaluation and review
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      4. All this-and circulation too!
Part three: 1956-1960 
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Part five: 1966-1970  
     9. The King is dead! Long live Rupert! 
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Part seven: 1976-1980 
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Part eight: 1981-1985 
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Part ten: 1991-1995 
      19. A media magnate goes to war 
      20. Was it really the Sun wot won it? 

Part eleven: 1996-2003
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	E23
	2
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	Colin Seymour-Ure
	2003
	270
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2. Public Communication as a Prime Ministerial Resource

3. Public Communication: Turning Authority into Power

4. The Capital City as New Environment

5. Harlots Revisited: Media Barons, Politics and Prime Minister

6. The Rise of the Downing Street Press Secretary

7. The Downing Street Press Secretary: Getting into a Spin?
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	PR Campaign Strategies: Planning for Implementation
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	PART ONE: INTRODUCTION TO PUBLIC RELATIONS CAMPAIGN STRATEGIES 

   Chapter 1: An overview
PART TWO: BUILDING THE CAMPAIGN PLAN: THE RESEACH STAGE

  Chapter 2: Introduction to research for campaign planning
  Chapter 3: An outline of research procedures
  Chapters 3: Steps in survey research
  Chapter 5: Research cases and problems
PART THREE: BUILDING THE CAMPAIGN PLAN: THE ADAPTATION STAGE
  Chapter 6: Adapting the campaign to the organizational culture
  Chapter 7: Adaptation in the campaign plan
  Chapter 8: The adaption plan: cases and problems
PART FOUR: BUILDING THE CAMPAIGN PLAN: THE IMPLEMENTATION STRATEGY STAGE
  Chapter 9: Graphics in the public relations campaign 
  Chapter 10: Developing the campaign implementation strategy
  Chapter 11: Implementation strategy cases 
PART FIVE: BUILDING THE CAMPAIGN PLAN: THE EVALUATION STAGE
  Chapter 12: Evaluation plan
  Chapter 13: Evaluation cases 
PART SIX: PRESENTING AND IMPLEMENTING THE PLAN
  Chapter 14: Preparing and making the campaign plan presentation
  Chapter 15: Implementation: executing the campaign plan
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5. Planning public relations programmes
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8. Press relations
9. Created private media
10. Budgeting 
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19. Marketing research
20. Public relations in developing countries
21. Special uses of PR

22. New Developments and trends
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Chapter 4 : Ethics and Public Relations Writing
Chapter 5 : Media Relations and Placement
Chapter 6 : Crisis Communication   
Chapter 7 : News Releases and Backgrounders 
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Chapter 11: Print Advertising 
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Chapter 13 : Speeches and Presentations 
Chapter 14 : Design , Printing and Desktop Publishing
Chapter 15 : Computer Writing and the Internet
Chapter 16  : Writing for Diverse Audiences
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	Gill Ringland & Laurie Young
	2006
	227
	Chapter 1 : Introduction to Scenario Planning 
Chapter 2: Securing Future Revenue
Chapter 3 : Marketing Strategy and Scenarios
Chapter 4 : Scenario Planning and Innovation
Chapter 5 : Scenarios in Customer Management
Chapter 6 : Scenarios in Brand Valuation and Brand Porfolio Strategy
Chapter 7: Marketing Communication: Radical or Rational Change?
Chapter 8: Scenarios for Fast-Moving Sectors
Chapter 9: Conclusions
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	Strategic Planning for PR
	Ronal D.Smith
	2005
	380
	PHASE ONE : FORMATIVE RESEARCH 

Step 1 : Analyzing the situation
Step 2 : Analyzing the Organization
Step 3 : Analyzing the Publics 
PHASE TWO: STRATEGY
Step 4 : Establishing Goals and Objectives
Step 5 : Formulating Action and Response Strategies
Step 6 : Using Effective Communication
PHASE THREE: TACTICS

Step 7 : Choosing Communication Tactics
Step 8 : Implementing the Strategic Plan
PHASE FOUR : EVALUATIVE RESEARCH

Step 9 : Evaluating the Strategic Plan

APPENDIX A : APPLID RESEACH TECHNIQUES
APPENDIX B : ETHICAL STANDARDS
APPENDIX C : SAMPLE CAMPAIGNS


	E31
	1
	Talespin: public relations disasters-inside stories & lessons learnt
	Gerry McCusker
	2005
	327
	A  

Ambassadors – clearly there’s no substitute
Announcements – the information superhighway
Astroturfing – PR creates smokescreen
B

Branch – Cola Branch fizzing after allegalations
Briefings – Master plan Leeds to nowhere
Broadcast media – PR man of letter

C

Celebrities

Community relations- Good intentions turned around

Contingency planning – In a froth over debt collection
Crisis management – Motorists let down by tyre fiasco

D

Damage limitation – Destabilizing the PR effort
Diplomacy – love thy neighbour
Direct mail – Volkswagen blasted over bomb mailer

Disclosure – “virus” catches consultancy out
E

Endorsement – radio star makes waves

Ethics – the lie of the land

Event management : PROs left feeling sheepish
F

Financial PR 1 – share value takes a kicking

Financial PR 2 – from sexual relations to invester relations

G

Goodwill – trouble brewing

Government – grave error in burying bad news

Grassroots campaigns – Bood job exposed
Guerrilla marketing – naked ambition

H

Healthcare PR1 – open doors policy opens wounds
Healthcare PR2 – a bitter pill to swallow
Hype – bottles water launch  becomes washout
I

Icons – home truths for lifestyle icon
Internal communications – mechanical failure
Interview 1 – losing the PR war
Interview 2- dogged by bad publicity
Issues management – pouring oil on troubled waters
J

Journalists 1 – registering disdain
Journalists  2-  investigating journalism
Journalists 3 – smok and glass mirrors
K

Kobe Bryant- hoopstar caught off guard
L

Launches 1 – unsinkable enthusiasm
Launches 2 – creating media impact

Leadership – conservative with a small ‘c’

Libel – lawsuit hard to swallow for PR people
Lobbying – PR hall of shame
M

Mascots – costume drame
Media lists – list hysteria alert

Media relations 1 – football guru’s PR own goal
Media relations 2  - news release hits wrong note
Minority groups- taking the messege to market
N

News management – courage of convictions

Newspapers – retraction drives newspaper bananas
O

Off the record – all that glitters
Opinion former – image is a bankable asset
P

Philanthropy – a good strategic fit?
Photocalls- hotel reservations over photocall
Political PR –battle for hearts and minds               
Promotions - operating in a PR vacuum
Propaganda – truth is the first casualty of PR war
Publicity – falling fowl of public opinion
Public opinion – the offal truth
Q

Quotes
R

Radio – promotion leaves station cooling its heels
Reputation management- even playing field
Research – own goal for football brand

Rumour management – devil of a stain mars reputation
S 

Smear campaigns – virgin sullied but reputation intact

Soundbites – when the chips are down
Speeches – CEO caught pie-eyed
Spokespeople – legal eagle sings the blues
Sports PR – kicked into touch

Stakeholder relations – Airlines grounded over PR response
Stunts – tearing strips off publicity attempt
T

Targeting – scouting for revenue
Television – bogged down 
Testimonials- word is out
U

Undercover operations- a royal pardon
V 

Video news releases – video killed the media star
Viral marketing – maize of deception
W

World Wide Web1- kick in the teeth
World Wide Web 2- room for improvement
X 

XXX Factor – fail is a four-letter word
Y 

Youth marketing – knickers in a twist
Z

Zephaniah, Benjamin – poetic license

Conclusion – What’s making PR such a disaster area?  
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15. Sideshow Alley: Featuring Writing

16. Cybernaut: virtual Journalist, or the real thing?
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2. Lighting up America 
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4. Setting the Spin
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7. At the Office

8. Going to War

9. Uncle Sigi

10. The Cambridge Years

11. A question of Parternity 



	E34
	1
	The Media of Mass Communication
	John Vivian
	2005
	515
	Chapter1: Mass media

Chapter2: Books

Chapter3: Magazine

Chapter4: Newspapers

Chapter5: Recordings 

Chapter6: Movies 

Chapter7: Radio

Chapter8: Television

Chapter9: The web

Chapter10: News 

Chapter11: Public Relations 
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	552
	1. The creators 
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3. The money 
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7. Marketing 

8. The Revenue streams
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	The public Relations Handbook
	Alison Theaker
	2004
	366
	Part I: The context of public relations 

· What is public relations?

· Public relations and communications 

· Public relations, politics and the media 

· Professionalism and regulation

Part II: Strategic public relations 

· Corporate communication 

· Corporate Identify 

· Public affairs and issues management 

· Business ethics ,public relations and corporate social responsibility

Part III:

· Media relations 

· Internal communications

· Corporate social responsibility in action: corporate community involvement and cause-related marketing 

· An introduction to financial public relations 

· Public sector public relations 

· Consumer public relations 
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· Using the internet effectively in public relations 

Part IV: Shaping the future 

· Changing media 
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	2004
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	Part 1 Evolution

Part 2 Preparation
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	The unseen power: Public Relations. A History (Part I) 


	Scott M. Cutlip
	1994
	250
	Part 1 The Seedbed years of counseling, 1900 – 1919

Part 2  Public Relations booms in the booming Twenties, 1919 – 1930
Part 3 The depression and the year beyond
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	The unseen power: Public Relations. A History (Part III) 
	Scott M. Cutlip
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	Theories of communication: A short introduction 
	Armand Mattelart and Michele Mattelart
	2004
	185
	1  The Social Organism

· The discovery of trade and follows

· Managing the Multitudes

2  New World Empiricism

· The Chicago school and human ecology
· Mass communication research

· Information theory

· Information and system
· Cybernetics 
4  The Cultural Industry , Ideology and Power

· Critical theory
· Structuralism
· Cultural studies

5  Political economy

· Cultural Dependence
· Cultural Industries

6  The return of everyday life
· The intersubjective movement
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	304
	1 Introduction 
2 The idea of an information society
3  The information society as post – industrialism: Daniel Bell
4  Information, restructuring and globalisation
5  Informational capitalism: Manuel Castells
6  Information and advanced capitalism: Herbert Schiller
7  Information management and manipulation
8  Information, reflexivity and surveillance: Anthony Giddens
9  Information, postmodernism and postmodernity
10 Conclusion: is there an information society?
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	Part 1: From knowing how to be Berng Able 

1. Introduction
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3. Journalism in decision making

Part 2: Journalism in action

4. Finding news

5. Choosing news

6. Gathering news

7. Evaluating news source

8. Constructing news

9. Editing news
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5. Television Production
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	Thomas L.Harris
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	Karen Ross and Carolyn M.Byerly
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