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Preface
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OUR social and economic skein, growing steadily
more complex and involved, challenges the best in
executive understanding and discernment, cer-
tainly in sound public-relations thinking and
statesmanship, Unless a high degree of respect-
ability and accomplishment is attained by those
engaged in public-relations activities, the profes-
ston will fail its vesponsibility and will be des-
zined to lose its right to retain its cherished posi-
tion among the top professions.

PAUL HAASE

RS RS ST ST RS N ST TN

ROM now on, I think public relations is going to be

the No. 1 item in the agenda of every top executive in
this country,” Bruce Barton declared recently in a letter to
Editor & Publisher. Barton did not overstate the impor-
tance of public relations in the job ahead.

This manual on public relations, which also includes the
practical application of publicity, has been prepared as a
guide and code for those who are or who plan to be en-
gaged in publicity and public-relations work. The authors
claim little credit for originality. Credit for the principles
and development of public relations belongs to the archi-
tects.

Particular attention has been given to the fundamental
principles of publicity, the service phase of public relations.
The success of both public relations and publicity depends
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on the ability of the director to observe sound, established
principles and apply the maxims which are the result of the
embryonic stage through which the profession has but re-
cently passed. This book is a blueprint.

The authors express grateful appreciation to George W.
Sutton, Jr. for his important suggestions and contributions;
to Lester Jordan, head of the School of Journalism,
Southern Methodist University, for his invaluable and
painstaking examination and criticism of the manuscript; to
Allan P. Ames, of Ames & Norr, for his cooperation and
assistance; to Hal S. Lewis, John M. Parsons, and Rex
Laney for their many helpful suggestions; to Meno Schoen-
bach, Fay Griffith, and B. H. Scarpero, who gave a careful
reading to the manuscript and assisted in the research; and
for kind permission to quote from published material to
Simon and Schuster, Inc. (“The Pulse of Democracy,” by
George Gallup and Saul Forbes Rae); D. Appleton-
Century Company, Inc. (“Principles of Publicity,” by
Glenn C. Quiett and Ralph D. Casey), and Houghton
Miflin Company.

DwieaT Hiriis PLACKARD
CrirTON Brackmon
Darras, Tex.,
December, 1946.
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Foreword
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THOSE who would attempt to practice public
relations professionally should first possess the
necessary qualifications such as the proper view-
point, special skills, and judgment—rthen translate
all their actwvities into terms of public service.

JAMES B. ASWELL

Y WIFE, who views my various activities with an

approval at times approaching complacency, com-

plains that now and again she has difficulty in describing

satisfactorily to newfound friends the precise nature of the

occupation that keeps my brain from being a workshop for
the devil.

“Public relations?’ she reports they say in tones of un-
comprehending surprise. “What does that mean? Does
it mean he gets pieces in the paper? Does it mean he has
a big expense account and entertains public officials ? Aren’t
public-relations people always being investigated by the
government? What does he do?”

In the past I have endeavored at painstaking length to
give my wife an explanation that would simultaneously in-
form and satisfy these persons. I shall no longer try to
do that. In the future, I have instructed my wife, she is
to recommend to these inquiring friends the purchase of a
book entitled “Blueprint for Public Relations.” For this
yolume, which you now hold in your hands, sets forth in

X1
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clear and unmistakable terms the kind of thing which all
public-relations consultants worth their salt are at least at-
tempting to accomplish.

One of the noteworthy aspects of this book is the em-
phasis it places on facts as the most effective ammunition
available for use in any worth-while public-relations pro-
gram. For a long time it has seemed to me that, in this
age of wishful thinking and dreadful unthinking, nothing
else in the world is quite so satisfactory as a plain, simple,
incontrovertible fact. It is a marvelous thing for a man
to be able to make a statement and then to add that the
statement is true beyond any doubt, that its accuracy can
be demonstrated by diagrams and measured by slide rules—
that it is, Q.E.D., a fact. '

It follows naturally that the discovery of a book that
deals, in factual terms, with public relations as a profession
based on the determination and dissemination of facts gives
me considerable joy. “Blueprint for Public Relations” is
such a book.

Implicit in nearly everything the authors have to say in
this volume is a warning to the public-relations consultant,
tyro or veteran, that he should (1) avoid fooling himself
and (2) refrain from trying to fool the public. The first
is more important than the second if only because it is more
difficult to accomplish. Most of us deceive ourselves easily
and often unless we are constantly on guard, whereas few
of us following the profession of public relations could, if
we would, deceive any substantial segment of the public for
an appreciable length of time.

Numerous and mortal have been the sins committed in
the name of public relations. As a profession, public rela-
tions only now is emerging from the shadowland of whoop-
it-up quackery. Public relations nowadays is considered a
good “field.” But public relations is not, or should not be,
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looked upon as a “field.” Ideally, it is a way of life for
business and industry.

The authors of this book reveal in its text that they
understand this. They know what they are talking about,
and what they are talking about is important not alone to
actual or potential public-relations consultants but to Amer-
ican businessmen as well. The technical knowledge pos-
sessed by the authors is of great significance, but even more
significant are the practical ideas behind that knowledge.

They set out to present a blueprint that may be used as
the basis for building an effective public-relations program.
They have succeeded in that aim.

But they have done more than that. They have based
their blueprint on the kind of thinking that must prevail in
America if the sort of life most of us regard as good is to
continue to exist. That may well turn out to be their most
important service.

BoorH MOONEY
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