Index

4

Accounts, desirable number of, 183-
184
securing new, 184-185
Acme Newspictures, 205, 296
Action, favorable public, 188
Addresses, public, releasing to the
press, 194
(See also Speeches)
Adwertiser, The, 58
Advertising, 133, 139
agencies, and radio program plan-
ning, 133
camouflaged, 12
community, 136
and community officials, 137
and company background, 133
personnel, 133
policy on, 133
motion-picture, 225
of new developments, 133
professional policy in, 184
of reconversion achievements, 133
timing of, with publicity, 136
for veteran employment, 137
Advertising Age, 58
Adwvertising and Selling, 58
Agreements, letters of, 182-183
verbal, 183
Alexander, Mrs. W. C,, 272
Allen Press Clipping Service, 295
Allman, Leo W., 237
American Can Company, 258
American Council on Public Rela-
tions, 57

American Federation of Labor, 258
American Legion Auxiliary, 270-272
Anmerican Meat Institute, 192
Anmerican Petroleum Institute, 85
American Public Relations Associa-
tion, 57
American Railroads, Association of,
182, 257
American Red Cross, 257, 277
American Telephone and Telegiaph
Company, 257, 258
Anderson, H. H., 110
Annual reports, 128, 133
to employees, 123
Apathy, faults of, in establishing
policies, 162
Appeal, determined by survey, 186-
187
Approach, determining the, 186-187
Arnall, Governor Ellis, 271
Art department, 90
Associated Hospital Service, 297
Associated Metal Manufacturers,
280-289
suggested public-relations program
for (hypothetical example),
280-289
Associated Press, 205, 213, 295-296
Associations, professional, 54
Atlanta (Ga.) Journal, 269, 270, 271
Atlantic & Pacific Tea Company, 258
Attitudes, public, 243-244
(See also Public opinion)
of workers, toward managenent,
151-157
Agyers, William L., 85-87
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B

Background information, 65
Baker, George, 19
Baker, Newton D, 16
Baldwin and Mermey, 180
Baldwin, William, 180
Bankers, directing investments, 134
extending ciedit, 134
and others of financial interest to
the company, 133
Barrett, Ted, 145-149
Batte, P. H., 271
Bendix Aviation, 258
Billboards, sizes of, to use, 233
value of, 233
Birdwell, Russell, 11
Bleyer, Willard Grosvenor, 84
Booklets, community, 137
public-relations, 137
and standard purchasing pro-
cedure, 138
use of, in displays and exhibits,
230
Braun and Company, 29
Brief, and the local problems, 279-
230
outline of the, 278-280
Broughton, Governor J. Melville,
271
Brown University, 6
Budgets, based on clients’ gross sales,
182
public-relations, 172
Bureau, speakers’, 148
Burnett, Verne, 29, 258
Butler, Ralph Starr, 259-261
Byoir, Carl, 17-19, 258
and Associates, 29, 258

L]

c

Campaign, the, 264-301
appeal of, importance of, 277
basic appeal of, 265
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Campaign, the, the brief for, 278-
280
charting the course of, 272
checking publicity results of, 292-
293
director of, miscellaneous responsi-
bilities of, 277
examples of, 14-20, 268-272, 335-
339
fundamentals of, 26%-268
infantile-paralysis, 15
local problems of, 279-280
methods of launching, 274
national, publicity policy of, 279
news, policy on spreading, 291
objectives of, 264
planning of, 45
political, publicity
292-293
procedure in, 280
psychology in, 265
publicity for, 195
localized policy important in, 279
slogans of, 277-278
speeches in, 227
small, 280
steps in organization of, 264-268
themes of, 277
trade-mark or symbol necessary
for, 277
Campbell, Colin C., 260
Canham, Erwin D., 45
Cantril, Hadley, 238
Capital, 159
Captions, for picture, 203
studying, for style, 209
Carbon copies of press releases, 188
Cartoonists, 190
Cartoons, importance of, in publicity,
190
Casey, Ralph D.,, 7
Chamber of Commerce of the United
States, 193, 257, 261
Charlotte (N. C.) Observer, 271
Chart of newspaper organization, 88

schedule of,



“Charter for a Sound Public Rela-
tions Program,” 258-263
Charts, use of, in displays and ex-

hibits, 230
Chase, W. Howard, 134, 140
Chicago Board of Trade, 140, 142
Chronological story, 78
Chrysler, Walter, 3
Chrysler Corporation, 239, 258

Congress of Industrial Organiza-
tions, 258
C.1.0s Political Action Commit-
tee, 257

City editors, 89, 98-99
City staff, 89
Civic affairs, counselor’s participa-

tion in, 184
Clergymen, 149
Click, 208

Clients, desirable limit of, 183-184
fees to charge, 178-179
importance of counselor’s personal
attention to, 184
information on, 174-178
personal contact with, 183
securing new, 184-185
Clipping bureaus, 293-296
results of, 294-296
Clippings, effective utilization of,
297-300
why and how, 293-300
Clipsheet, weekly, 188, 190-191
Clubs, counselor’s membership in,
184
Code of practice, 56
Codes, ethical, 195
Collins, Tom W., 226
Columbia University, 6
Community, 134
cooperation with, 137
interests of, as basis for actions,
. 255
projects, 137
Company employees, categories of,
118

Index

Company employees, in motion pic-
tures, 126
news of, proper steps and order
of release of, 116
officials, humanized, 115
speakers’ bureau, 137
stockholders, 127
supplies, 138-139
Congress, 150
Connections, counselor’s, 184
Constitution, First Amendment to, 145
Contracts, acceptance of, 183
termination of, 182-183
terms and conditions of, 178-183
Conventional news story, 75
Conventions, picture publicity for,
276
publicity opportunities at, 231
Cook, David 8., 259
Cooper, Joe E., 47
Corporations, conservative, 162
Cost plus, 159
Counsel, impartial
170-171
outside, need for, 170-171
public-relations, 169-170
Counselor, charitable service of, 184
management, 1
personal service of, important to
clients, 184
policy of, on advertising service,
184
Courses, educational, practical ex-
perience, 137
Crosby, Bing, 266
Crossley, Archibald, 238
Curtiss-Wright, 258
Customers, 132
categories of, 132
Cutlines for pictures, 203

viewpoint of,

D

Dale, Jack B, 23
Dallas, 23
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Dallas Chamber of Commerce, 23

Dallas Morning News, 145-149

Dallas Power and Light Company,
23

Dallas Times Herald, 233

Davis, Uriel, 178

Dawes, Charles, 17

Deadlines, newspaper, 62-63

Definitions, professional, 7

Departmental editors, 92

Departments, public-relations, estab-
lishing, 167-170

Direct mail, and public relations,
137

Display, newspaper mention of, ex-
ample of, 233

publicity results of, 298
window, 148, 233

Dividends, 159

Dr. Pepper Company, 219

Don’ts for management, 160

Do’s and don’ts, 48-53, 303-319

Dougherty, Henry L., 16

Douglas Aircraft Corporation Air-
view, 216-217

Druck, Kalman, 174

Dudley, Pendleton, 1, 192-193

“Duffy’s Tavern,” 233-234

Duhamel, Maurice F., 261

Duties, of counselor, wide-area ac-
tivity of, 167

E

Editor & Publisher, 58, 258-263
Editorial Reader Research, 152
Editors, newspaper, 35-99
(8¢e also Newspaper organiza-
tion)
Editors’ test for publicity, 59
Ellis, Harry E., 219
Employee publications, to
holders, 131
Employees, annual reports of, 123
facts desired by, 154-155
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stock-

Employees, families of, 150
free legal advice for, 125-126
guide booklet for, 126
handbooks for, 121-122
lacking confidence
ment, 153
luncheon meetings of, 120-121
news on, 215-216
as people, 150
publications for, 121
security considerations of, 127
service of, recognition of, 123-124
and what they think of their com-
panies, 156
and what they want, 155
Encouraging employees, 120
Eshleman, Benjamin, Company, 260
Ethyl Oil Corporation of America,
239
Events, nationally recognized, 208
Examples, campaign, 14-20, 268-272,
335-339
employee letters, 141-142
publicity, 5, 11
public relations, 140-142, 145-149,
163-164
public-relations departments, 168-
170
Executives, account, advertising in
radio, 224
importance of, as speakers, 227
public-relations, 168
duties of, examples of, 168-170
Expense accounts, disputes over, 183
Expenses, charged to client, 179-182
Extended or colorful stories, 81

in  manage-

F
Facts, evaluation of, 250
Factual information, essential, in

public relations, 237
importance of, 249-250
Fairs, world, exhibits and displays
at, 231



Feature services, available, 214
variety of, 214
Federal Telephone and Radio Cor-
poration, 261
Fees, advertising agencies for pub-
licity and public relations,
181-182
basis for charging, 178-182
cost plus method, 179
Fees, counselor, 178-182"
minimum, 179
retainer, 180
for service, 172
Field, Marshall, III, 266
Financial and business news, 133
Financial reports, 133
Finlay, W. W.,, 23
Firms, counseling, types of, 167-170
Floats, importance of design and
theme in, 234
value of, in parades, 234
Fontana Steel Mill, 5
Ford, Henry, 3
Forum, Wage Earner, 151
Fowler, Volney B., 263
Francis, Clarence, 141
Frankness as common sense, 195
Free enterprise, 158
Free legal advice, 125-126
“Free a Marine to Fight” Month,
271
Free medical service, 124-125
Frontier Day, 208
Frost, Maj. Meigs O.,, 269-272
Functions, public-relations, methods
of, 168-170
Fuson, Samuel D,, 7, 181, 192-193

G

Gallup, Dr. George, 238, 241
Gallup Poll, 238
Garrett, Paul, 112, 144, 193, 258

Index

General Foods Corporation, 258, 259,
260, 261
unfavorable publicity on, 140-142
General Motors Corporation, 182,
193, 239, 257, 258, 263
Golden, Alfred L., 297
Golden rule, 147
Good will, of bankers, value of, 133
developing, 114-140
results of, 140
Gray, Jerome B., 260
Gray & Rodgers, 260
Grayson, Gray, 19
Griffith, C. E., 275
Griswold, Glenn, 58
Grocery Manufacturers Association,
258
Groups, minority,
149
pressure, 140
Guide books, public-relations, 138

battles between,

H

Hammond, Charles P., 262

Handbooks, employees’, 121-122

Handouts, 49

Hanna, Phil S., 59

Hannagan, Steve, 29

Harvard School of Business Admin-
istration, 286

Harvard University, 6

Headline for the newspaper story,
190

Healy, George W., Jr., 276

Held, Anna, 11

Henney, Keith, 259

Herrick, J. C., 218-219

Higgins, Donald H.,, 41

Hill and Knowlton, 29

House organs, 215-219

(8ee also Newspapers, institu-

tional)

Hubbard, Elbert, Notebook, 31
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Hugo, Victor, 38
Human-interest stories, 81

I

Ideas, presenting them clearly and
effectively, 187
INlustrations, meeting requirements
for, 212
Indianapolis News, 275
Informal news story, 79
Information (see Publicity)
background, 65
factual, imperative in public rela-
tions, 249-250
required, on clients, 174-178
Instruments for piecision, 237-263
International news photos, 296
International News Service, 213, 296
International Photos, 203
Interpretation of opinions and poli-
cies, as the public-relations
man’s responsibility, 237-238
Irwin, James W., 29, 261
Ivy Lee & T. J. Ross Associates, 258

J

Jack and Heintz Precision Instru-
ment Company, Inc, 119

Jefferson, Thomas, 148

Johns-Manville, 239

Johnson, Mrs, Victor R., 271-272

Johnston, Eric, 193, 258, 261

K

Kaiser, Henry J., 3, 5

Keller, Mrs. J. J., 272
Kindelberger, J. H., 201

Knudsen, William S., 266

Kobak, Edgar W, 259

Kudner Agency, Inc, 7

fees of, for public-relations serv-
ice, 181-182
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L

Leadership, community, in
paigns, 267
Lectures, 148
Lee, Dr. Alfred McClung, 8
Lee, Ivy, 1, 29
and T. J. Ross, Associates, 29
Lehigh University, 6
Letters, to community leaders, 137
company, to employees, 141-142
to the editors, 86, 96
public-relations wise, 132
question and answer, 141-142
to supervisory personnel, 115
to suppliers, 139
value of straightforward, 141
Library and morgue, 93
Life, 208
Likert, Renses, 238
Lippmann, Walter, 83
Look, 208, 219

Cam-

M

McCarthy, Dennis, 218
Macfadden Publications, Inc., 149
McGraw-Hill Book Company, Inec,
259
Machine age, and changing social
structure, 150
Macker, P. K., 201
McLemore, Henry, 83
Magazines, Charm, 202
Click, 208
Collier’s, 202
Life, 202
New Yorker, The, 219
Popular Mechanics, 202
Tide, 57, 186, 255-258
Time, 5
Management, as viewed by em-
ployees, 152-153
Management counselors, 1
don’ts listed, 160



Management counselors, interpreta-
tion of, to employees, 157
policies of, 112, 116
responsibility of, 156
Managing editor, 86-89, 96
Manufacturers and Wholesalers As-
sociation, 281
Mardi Gras, 208
Marple, Howard A., 213
Material, arranging publicity, 209-
212
for picture publicity, handling of,
207-209
technique in preparation of, 209
Mats, practical size of, 211
proper use of, 210-211
publicity, advisability of use of,
209-210
stories adaptable to, 210-211
Mauldin, Bill, 153
Mediums, institutional newspapers,
215-219
listed, 35-37
motion pictures, 224-226
radio, 219-224
speeches, 226-229
stunts and parades, 229-236
Meetings, 73-74
Metal Dallas, 23
Metro Associates, 267
Metropolitan Opera, 236
Michelson, Charles, 28
Minimax, 100z.
Minimax relations, 100
Minority groups, 149
Misunderstanding between manage-
ment and employees, 157
Monsanto, 217-218
Monsanto Chemical Company, 217-
218, 239, 263
Montgomery Ward & Company, 258
Morfa, Raymond J., 3
Motion pictures, 148
on the company, 126

Index

Motion pictures, importance of, in
publicity, 224-226
planning and production of, 225-
226
producing, rules to follow in, 226
requirements of, 225-226
trailers and shorts, 225
value and benefits of, 224-226
Mutual Broadcasting System, 259

N

Name, company, 140
Names, importance of, 274
value of, in campaigns, 266-267
Napoleon, 264
National Association of Manufac-
turers, 160, 257, 263
National Association of Public Re-
lations Counsel, 54, 192
work clinic, 180
New Orleans, States, 96n.
Times-Picayune, 276
“Good Provider” contest in, 200
New Orleans Community Chest, 335
339
New Yorker, The, 219
New York University, 6
New York World, 12
Newberry, J. O., 267
News, building up, 195
bulletins, mimeographed, 130
stockholder, 130
campaign, policy on
291
company and employee informa-
tion, 215-216
convention publicity, 275
defined, 7
and the power of the press, 13
and publicity campaign, time-table
planning, 273
staff, 89
stories, chronological, 78
conventional, 75

spreading,
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News, stories, extended, colorful, 81
human-interest, 81
informal, 79
lead, 77
signed, 78
sob, 81
types of, 75
wire services, functions and oper-
ations of, 213-215
writing of, 42-45
rules in, 83
Newscast, 148
Newspaper, coverage, 97
functions and service of, 68
organization of, chart, 88
requirements of, 67
schedules of, 61-62
stories in, developing, 195
of personal experience, 236
Newspaper Enterprise Association,
204, 214
Newspapers, dailies, publicity mats
in, 210
institutional, 215-219
Airview, 217
benefits of, 219
Monsanto, 217
purpose of, 217
Skyariter, 216
style and contents of, 215-216
organization of, 84-94
style vaiiations in, 60
weeklies, publicity mats in, 210
News-picture Syndicates, 204-205
North American Aviation, Inc., 201
Skywriter, 216

]

Officials and employees, and commu-~
nity participation, 149
Open houses, 132
for community residents, 137
Opinion research for business, 238-
250
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Opinion Research Corporation, 1932,
238, 24+
Organization, 26-31
departments of, 32
duties of the director of, 277
publicity for, and campaign pro-
cedure, 264-268
Ottinger, Lawrence, 3
Outlets, advertising and publicity,
139

P

Page, Arthur W,, 1, 258
Parades, power of, to arouse emo-
tions, 234
Parkes, Holcombe, 257, 263
Passion play, 208
Pearson, Drew, 5
Pendray, G. Edward, 104
Pennsylvania Railroad, 258
Pepper, Dr., Company, 219
Photogiaphers, commercial, 204
cooperating with, 204
newspaper, 204
Photographs, oddity in, boosting
publicity value of, 202
release forms for, 205-206
Physical examinations, 124-123
Pic, 208
Pictures, action important in, 202
examples of special use of, 201
grouping subjects in, 203
insuring coverage of events, 208
of local interest, 208
motion, as a medium, 224-226
news, use of, in displays and ex-
hibits, 230
news value necessary in, 200
publicity, distributing, 204-209
requirements for good, 200
smashing throughy with, 199-202
sources of, 208
types and sizes of, for newspaper
use, 203-204



Pictures, value of, in solving special
problems, 201
value of cheesecake in, 199-200

Piedmont Hotel, 271

Plackard, Charles F., 100

Plan, developing the, 186-188

Plans, public-relations, 172-178
guide for initial outline of, 174-

178
how to prepare, for client, 173-
178
Plates, boiler, compared with mats,
211

Policies, conservative, 142
as corporate handicap, 143
evaluating effectiveness of, 144
governing radio programs, 224
in light of analysis, 163
management, 144-163
changing in light of surveys,
247-248
and negative approach, 142
operative, specifications for draft-
ing, 144
and positive approach, 142
in public relations, 144-163
yardstick, 144
shifting factors affecting, 144
ultraconservative, 142
Political publicists as expert strate-
gists, 273
Posters, display, 232
sizes of, 232
Practices, antisocial, harm of, 140
monopolistic, harm of, 140
public demand for acceptable
methods, 140
Press agentry, defined, 10
Press relations, 59, 97-99
value of, 68-70
Press releases, campaign, 274-276
distribution of, 290-291
examples of, 192-193
exclusive, 189
fundamentals of, 63-64

Index

Press releases, identical stories, dif-
ferent versions of, 188
identifying the story, 188
indicating release date of, 193-194
mailing, 189
mimeographed, 188
paper and form, 189-194
telegraphing, 189
Press terms, 319-334
Princeton University, 6
Principles, distinguishing, 25
public-relations, 144
Principles of publicity, 7
Printers’ Ink, 58
Problems, market, basic approaches
to, 245-246
public, in light of public relations,
163-164
public-relations, 140, 162-163, 246
realistic approach to, 144, 145
Procedure with the brief as a basis,
280
Procter & Gamble Company, 262
Products, economic and social, 242,
245-246
increased sales of, 140
Profession, qualifications
quirements for, 38-54
Profit, 158
Profits, clipping for, 293-300
Profitable publicity, 22
Program, publicity check list for,
165-167
Programs, public-relations, check-off
list, 174-178
examples of, 162
wide area of, 167
Projects, educational, community co-
operation with, 137
Propaganda, defined, 12
theatrical, 10
Proposals, public-relations, 172-173
Prospectus, the program, important
parts of, 278-279

and re-
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Psychology, affirmation, 252

agreeableness in, 252-253
altruism, 252, 253
association, 252, 253
authority, 252, 253
building appeal on, 251
conformity, 252, 253
familiarity, 252, 253
practicality of, 252, 253
in public relations, 249-255
Public, general, 139
how to influence, 139
listed, 139
Publications, 133
commercial, 133
dealer news, 133
Dr. Pepper Company, 219
Douglas Aircraft Corporation,
216-217
employees’, 121
(See also Newspapers, institu-

tional)

Monsanto Chemical Company, 217-
218

North American Aviation, Inc,
216, 218

plant and company, 215-219
trade, as picture opportunities,
208 ’
Publicity, 1, 139
adverse, 110
approach, survey, 35
art of, 6
background, 65
basic requirements of, 9
campaign, precision and timing of,
272-274
procedure of, 94, 97-98
“canned story” in, use of, 275
categories of, 26
checking results of, 293-300
on circulation of capital, 136
on citizens employed, 136
classified, 10
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Publicity, company background,

listed, 135
citizenship, 136
events, 133
payroll, 136
convention, importance of names
in, 275
defined, 1, 7
displays, 230-234
dramatized, 198
during campaigns, 195
early development of, 1
evalyating, 22
examples of, 5, 11
exhibits of, 230-231
on financial and business activi-
ties, 136
frozen food check list, 165-167
functional divisions of, 32
fundamentals of, 194-195
on management policies, 133
mechanics of, 186-236
organization, planning the, 26
outlets listed, 33-35
on personnel, 136
on physical facilities, 136
the pitch of, 187
on plant history, 136
plugs and blurbs, 14
political, 28
posters and billboards in cam-
paigns, 232-233
practical knowledge of, 42
practitioners, 6
preparation of, 188-194
on production activities, 136
as profession, 38
program of, 300-301
the critique, 300
elements of, 301
purpose of, 9, 187
release schedules, 290-291
repetition, value of, 275
requirements of, 276
on research and development, 136



Publicity, on research facilities,
133

responsibilities of, 6

results of, methods of pepping up,
299-300

scope of, 25

shows, planning of, 231

sources of, cultivating, 48

stunts, 229-230, 234-236

techniques of, 21

tie-in opportunities, 197

unusual features developed, 198-
199

using news as peg, 22

value of, 3

wire services, intelligent use of,
213-215

word-of-mouth, 134, 139, 233

Publicity man, cooperating with
newspapers, 236

defined, 38

do’s and don’ts for, 48-53

duties of, 8

functions and methods of, 195-197

making news, 199

as reporter, 199

Public opinion, basis for, 254-255

building favorable, 142

element of, 24-25

freedom of, 255

governing force of social and eco-
nomic world, 237

polls, 237-238

scientific sampling techniques, 239-
247

self-interest, 254

testing, 237-249

impressionistic, 239-240
objective method of, 239-240

trends in, tools and methods of
checking, 237-240

two methods of gauging, 239-240

Public Opinion Index for Industry,

192, 239, 242-247

Index

Public relations, 100
aim and purpose of, 301
aspects of, concerning newspapers,
146
associations, 54
budgets, 172
code of practice, 56
community attitudes and interest,
160
company department, 167-170
conservative, 162
counselor, defined, 8
policy of, on advertising serv-
ices, 184
courses in, at universities, 6
defined, 7, 100, 103-104
definitions of, 147
department, primary
tions of, 171
Directory and Year Book, 57, 178
employee benefits and
118-120
employee consideration, 117
examples of, 140-142, 145-149, 163-
164
as fire-department job, 174
guide booklet, 126
impartial viewpoint, 170-171
individual level, 107
internal phase, 161
Journal, 58
Keystone of Management Policy,
The, 100
letters, 132
man, requisite of, 186
cooperating with the press, 236
training and practice, 197
negative vs. positive, 142-143
Neas, 58
newspaper, 145-149
objectives, 115
open houses, 132
over-all aspects, 115-140
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Public relations, personal contact,
139
personalized, 11
planning the program, 45
policies in, 106, 112, 163
practical application of, 145-149
practical approach, 146
practitioner’s responsibility, 301
problems, 162-163
profession, 38
program, the brief, 278-280
community aspects of, 282-284,
286-288
cooperation
285
the critique, 300-301
employees’ aspects of, 284, 288
governmental aspects, 288-289
hypothetical example, 280-289
long-range education, 285
objectives of, 281-285
procedures of, 286-290
and policy, 280
illustrated, 280-289
purpose of, 280
scope of, 281
veterans’ aspects of, 284, 289
projects for influencing publics,
133
proposals and plans, 172-173
publicity phase of, 165-167
publics listed, 114
reasons for, 110-111
results of, 140
and sales, 100
simplified, 103
solving problems in, 114
starting point of, 111
strategy developed behind scenes,
145
survey side of, 150-151
as a task force, 167-170
use of psychology in approaches,
251-255
workers’ areas, 161

- 352 -

and coordination,

Publics, customer, segment of, 132
supplier, segment of, 138-139
Pullman Company, 258

Q

Questionnaires, employee, 151
public-opinion surveys, 240-241
Quiett, Glenn C.,, 7

R

Radio, choosing the time and sta-
tion, 221-222
contract periods in, 224
example of building a program,
222-223
pitfalls to avoid in, 221
program appeal, 221
program planning by advertising
agencies, 223
as a publicity medium, 219-224
stations, organization and prac-
tice, 222-224
value and benefits of, 219-221
writing and directing the pro-
gram, 221
Reception of salesmen, 138
Receptionists, company, 138
Recognizing employees’ service, 123
Reconstruction Finance Corporation,
5
Reichenback, Harry, 11
Relations, blueprint for minimax,
100
community, 134, 136
press, 59
publicity to the press, 63
supplier, 138-139
Releases, mimeographed, used with

mats, 211-212
photographed, legal form for, 205-
206



Reports, annual company, 128
New Orleans Community Chest,
335-339
Republican Party, 257-258
Reputation, company, 140
Research, 149
surveys and measurement,
251
within, 255
Resentment, employee, basis for, 157
Reserves, 159
Ringling Brothers and Barnum and
Bailey Circus, 236
Robinson, Dr. Claude, 192-193, 238-
240, 242-247
Robinson, H. R., 163
Rochlen, A. M., 217
Rohm & Hass Company, 260
Roosevelt, Franklin D., 14
Roper, Elmo, 238
Ross, T. J., 1, 29, 258
Rule, golden, 147
Rules, do’s and don’ts, 48-53
in newswriting, 83
for press relations, 60-64
Ruml, Beardsley, 3
Ruppert, Jacob, 3

237-

s

Sage, Clifford Maitland, 66
Salesmen, treatment of, 138-139
Sarra, Inc., 286
Schedules, newspaper, 61-62
Schenley Distillers Corporation, 258
Security considerations for employ-
ees, 127
Services, news, 213-215
Shows, sponsoring of, 229-236
(See also Displays and exhib-
its)
Signed news story, 78
Sloan, Alfred P., 3
Slogans, campaign, 277-278
“Slug” for newspaper story, 188

Index

Smith, Everett R., 149-162
Smith, Weston, 128
Sob stories, 81
Speakers, advice to, 229
bureau, 137
value of, in publicity and cam-
paigns, 226-227
Speeches, 226-229
chief outlets of, 227-228
influence of, 228
preparation of, 228-229
radio, releasing to the press, 194
Speed, F. B,, Jr., 259
Speed & Company, 259
Spillan, James J. D.,'260
Sponsors, mention of, 195
Spring Fiesta, 208
Staff, plant-organ, 216
public-relations department, 168-
170
Standard Oil of New York, 258
Standard Rate & Data Service, 259
Stanford University, 6
Statements, in public relations, anal-
ysis of, 163-164
Statesmanship, public, industrial, 1
Stockholders, company, 127
news bulletins, 130
open houses, 132
surveys, 131
Stock surveys, 133
Stouffer, Samuel, 238
Strategists, political, as publicity ex-
perts, 273
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