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Ali, Muhammad, 40
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about, 189
press releases after, 208
Q&A sessions at, 207–208
scheduling, 201–202
SEC requirements for, 206–208

annual reports, 200–208
about, 200–201
business description in, 205–206
contents of, 202–203
design and production of, 202
letter to shareholders, 204–205
sample framework for, 203–206
timetables for, 201–202

answering machines, 275, 281
Apple, 24
appointment releases

about, 19–23
converting to biography, 67

approvals
interview, 307–308
press release, 44–46
publication, 213–214, 221, 223
speech topic, 92

archive files, 222
Armstrong, Katharine, 279, 280
Aronson, Merry, 164
assigning stories, 218
Associated Press

AP Daybook, 151, 153, 167–168
preferred JPEG formats, 42

Associated Press Stylebook and Briefing on
Media Law, The, 18, 33, 35, 221

attitude of speaker, 89
attributing quotations, 77
audience

attention span for, 89
business and financial, 187–188
defining target, 291–292, 298–299
delivering presentations to, 109–110
discussing speaker’s, 88
print vs. broadcast media, 125

audiovisual presentations, 120
Avon, 233

B

backgrounders
about, 65, 71
boilerplates concluding, 74
leads and time lines for, 73
posting on Web, 229
review of Steelcase, 71–74

backing up claims, 77–78
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bibliographies, 83–84
biographies

avoiding assumptions in, 78
bibliographies in, 83–84
clarity and economy in, 75–76
executive, 65–66
feature, 67–69
leads for, 75
outlining, 66–67, 75
posting on Web, 228
proofreading, 78–79
styling as obituaries, 69–71
types of, 65
writing, 66

Bird, Brad, 38, 39
blogs

accuracy of, 4
corporate blogging policies, 236–237
ethical standards for, 229, 233–235
external corporate, 238, 240
internal corporate, 237–238
monitoring, 5–6, 235–236
product promotions via, 286–287
responses to, 252, 261, 278
starting corporate, 239–240

board of directors, 189
boilerplates

company information as, 20
concluding backgrounders with, 74
sample, 22–23

booking photographers and
videographers, 165–166

broadcast media. See also electronic press
kits; video news releases

condensing information for, 132–133
designing promotions for, 295
electronic press kits, 134, 139–140,
146

guidelines for pitch and news release,
124

minimizing negative reports by,
276–278

promotional films, 147
PSA scripts for, 138–139

repurposing stories for Web and
podcasting, 147

teases in e-mail subject line, 130–131
types of stories, 133–134
video news releases, 139–145
writing styles for, 123–124, 125,
128–130, 131

brochures, 216–217
budgets for campaigns, 301–303
bullets and lists, 59–61
Bush, George W., 269, 279
Business Wire, 173, 180
business writing. See also financial

writing
about, 187
business releases, 195–196

Byrum, Reed Bolton, 98

C

Callner, Marty, 142–142, 144–145
campaigns. See public relations

campaigns
capitalization, 35
captions for photographs, 37, 39–42
celebrities

gaining publicity from official
statements, 267–268

inviting to events, 151
Center for Disease Control, 57
Chapman, Beth, 106
Charles, Nick, 31–32
Cheney, Dick, 279–281
Children’s Online Privacy Protection

Act (COPPA), 234–235
clients. See companies
closing pitch letters, 61
Cohen, Stephanie, 55–56, 60
column format multimedia script,

113–118
communication devices, 159
companies

accepting responsibility in crisis,
271–272



INDEX 337

annual reports for, 200–208
anticipating needs in crisis, 273–274
backgrounders for, 71–74
blogging policies for, 236–237
business description of, 205–206
events requiring crisis
communications, 263–264

fact sheets for, 79–81
growing use of public relations, 2, 6
in-house publications for, 211–212
investor relations departments,
193–194

learning business of, 188–189
preparing executive bios, 65–66
publicly held, 188
support of victims, 272, 274, 277
time lines on Web sites, 81–83

conclusions to speeches, 100–101
confidentiality, 189–191
congratulatory letters, 251–252
consumer journalism

about, 14–15
news releases for, 15–16

contacts, 33
continuity of sentences, 74, 77
controversy, 101–102
conversational English

observing speaker’s use of, 88
writing speeches in, 87, 95–101
written vs., 86

COPPA (Children’s Online Privacy
Protection Act), 234–235

copyrights
photographic, 37, 41
publication, 221, 223
symbol for trademarks and, 20

correcting errors, 226, 244–246
credibility

accuracy and, 46, 47
establishing with editors, 52

credits for photographs, 41
crisis communications. See also crisis

media plans; responsive writing
anticipating need for, 273–274

case study in, 279–281
confronting controversy, 101–102
crisis releases, 275–276, 282
disclosure in, 274
events requiring, 263–264
litigation and, 278–279
minimizing negative reports, 276–278,
282, 283

official statements, 264–270
preparing plans for, 269–273, 281–282
talking points for, 269
timeliness and, 263, 270–271

crisis information teams, 275
crisis media plans, 269–274. See also

victims
accepting responsibility, 271–272
anticipating needs in, 273–274
early disclosure in, 269–270
‘‘red face’’ test for, 273
relationship to victims, 272, 274, 277
timeliness in, 270–271

crisis releases, 275–276, 282
customers

feedback and relations, 232–233, 240
materials on Web for, 230–231
providing blogs for, 238–240

D

Daily Show, The, 269
Daily Variety, 43–44
dates in news releases, 33, 34
daybook alerts, 167–168
Dead Beat, The (Johnson), 70–71
deadlines

digital communications and, 3–4, 6
timing news conferences with, 155
veracity of stories vs., 6–7

delayed leads, 28–30, 255–257
Dell Computer, 238
designing annual reports, 201, 202
digital communications. See also Internet

communications
challenges for public relations, 2–4
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digital communications. See also Internet
communications (Continued)

PR campaign plans using, 285–287
public nature of e-mail, 9
response times and fragmentation in,
6–7

digital research techniques, 305–306
Discovery Channel, 69–70
dividends, 189
domain names, 227–228

E

earnings per share (EPS), 189
economy in writing

biographies and, 75–76
broadcast media and, 132–133
reducing redundancy, 61
SEC ‘‘plain English’’ rule, 194–195

Edelman Public Relations, 286
editorials

guest, 253–260, 271
guidelines for, 212–214, 218–220,
222–223

editors, 51–52
electronic press kits (EPKs)

about, 139–140
contents of, 146
scripts for, 134

Elements of Style (Strunk and White),
195, 311

e-mail
contacting AP Daybook via, 167–168
interviews via, 307
monitoring, 235–236
public nature of, 9
sending written pitch via, 52, 57
subject lines for, 130–131, 226
subscribing to Web news releases,
232

viral, 235–236
embargo, 33, 34, 35
emcee

function of, 172, 173–174

self-introduction of, 175–177
Enron, 90–91, 92, 226
‘‘Enron and the Inflexible Obligations of

the Legal Profession’’ (Wright),
90–91

EPKs. See electronic press kits
EPS (earnings per share), 189
equipment

checking before events, 158, 171
tape recorders, 307, 308
testing multimedia, 119–120

errors
letters correcting, 244–247
persistence of digital, 9, 10, 225–226
response guidelines for, 248

ethics
blogging, 229, 233–235
ethical standards for VNRs, 139
SEC fair disclosure rules, 191

event sponsors, 89–90
event time lines, 169–175
events. See crisis communications;

special events
Everett, Edward, 89
executives

accepting responsibility in crisis,
271–272

biographies for, 65–66
blog posting by, 238–239
interviews with, 62
providing talking points for, 268, 269

experiential marketing, 287–288
external publications

corporate blogs, 238, 240
newsletters, 216

F

fact checking, 199
fact sheets

about, 79
example, 79–81
posting on Web, 229

fair disclosure rules
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confidentiality and, 189–191
SEC, 191–193

feature biographies, 67–69
feature-style leads, 28–30
Federal Communications Commission,

124, 135
feedback from customers, 232–233,

240
file copies, 222
financial writing

about, 187–188
annual reports, 200–208
business releases, 195–196
confidentiality and insider trading,
189–191

correcting electronic errors, 226
description of business, 205–206
fair disclosure rules, 191–193
learning company’s basic business,
188–189

letter to shareholders, 204–205
‘‘plain English’’ rule for, 194–195
posting on Web, 231–232
quarterly earnings releases, 196–199
scheduling quarterly conference calls,
200

SEC reporting requirements and, 189
Fisher, Richard, 96–97
Fitzwater, Marlin, 280–281
five W’s (who, what, where, when, and

why)
containing in releases, 14
conveying with photo captions, 37,
40, 41–42

crisis communications and, 269–270
follow-ups

pitch letter, 61–63
special event, 180

Ford Motor Company, 275–276
formatting

news releases, 35
publication, 220

Forrester Research, 238

G

General Electric (GE), 22–23
generally accepted accounting principles

(GAAP), 198
‘‘Gettysburg Address, The,’’ 89
Gibbons, James A., 105–106
glossary, 321–327
Google, 5
gorilla marketing, 286
grammar. See also conversational

English
abbreviations for, 312
checking, 53
importance of, 8, 311
usage guide, 312–319

green room, 156–157
guest editorials, 253–260, 271

avoiding plagiarism in, 254, 255
sample, 255–259
summary of, 261
writing, 253–254

guidelines
broadcast media, 124
crisis releases, 282
editorial, 212–214, 218–220,
222–223

Internet communications, 230
interviewing, 309
letters to editor, 260–261
response letter, 248–252
speech writing, 104–106

H

headlines
business release, 196
news release, 33–34
photo caption, 40–41
quarterly earnings release, 199
writing for Web crawlers, 5

Hendricks, John, 70
Henson, Dan, 20–22
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Heyward, Andy, 255–257
Home Depot, 208
homophones. See also grammar usage

guide
avoiding, 105

honesty
blogging identity and, 234
crisis communications and, 263,
269–270, 274

Howell, Susan, 258–259
HRO Today, 60
Hume, Brit, 281
humor

multimedia presentations and,
108–109

news releases and, 18
speech writing and, 95–97

Humphries, Barry, 267–268

I

in-house publications. See publications
insider trading, 189–191
instant messaging, 225
institutional investors, 190
internal publications

corporate blogs, 237–238
newsletters, 215–216

Internet communications. See also blogs;
e-mail; Web sites

blogs, 233–240
Children’s Online Privacy Protection
Act and, 234–235

e-mail subject lines, 130–131, 226
guidelines for accuracy, 230
monitoring blogs and e-mail,
235–236

persistence of errors in, 9, 10,
225–226

PR campaign plans using, 285–287
speed and access with, 225
UGC sites, 286, 287
Web sites, 227–233

Internet search engines, 5, 305

interviews
arranging with speakers, 87–88
executive, 62
guidelines for, 309
preparing for, 306–309
setting up with event sponsors, 89–90

introduction/situation analysis, 288–290
inverted-pyramid news style, 14, 20
investor relations departments, 193–194
invitations

callbacks for, 167
news conference, 153–155, 160–162

Irwin, Steve, 69–70

J

Jobs, Steve, 95, 100–101, 254
Johnson, Marilyn, 70–71
journalism, trade vs. consumer, 14–15
journalists

arranging interviews with executives,
62

criticizing conclusions of, 248–250,
261

familiarizing with news release
subject, 32

getting materials to right person, 56
news conferences and needs of, 158
photo opportunity alerts for, 163–165
pitch letter follow-up with, 61–63
relationships with PR professional, 4
Web information postings for,
228–229

junkets, 181–183

K

Kelsey, Ingrid, 145
Kennedy, John F., 271
Ketchum Public Relations, 296–299
Kodak, 296–299
Korn/Ferry International, 55–56, 58, 97
Kryptonite lock, 236
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‘‘Labor Issues Relating to the Free
Trade Agreement of the Americas
Symposium’’ (Fisher), 96

language
speeches and conversational, 87,
95–101

varying, 76–77
Lasseter, John, 38, 39
lead times for publication, 50–51
leads

backgrounder, 73
biography, 75
catchy pitch letter, 56–58
delayed or feature-style, 28–30,
255–257

e-mail subject lines as, 130–131,
226

importance of news story, 14
quarterly earnings release, 199
speech, 97–100
teasing broadcast story in, 130–131

LeBeau, Bryan, 106
legal counsel, 265, 268
length of speech, 89
Leno, Jay, 133
letters. See also pitches

commission, 219–220
congratulatory, 251–252
correcting mistakes, 244–246
letterhead for news releases, 34
pointing out omissions, 251
response, 248–249
sending to editor, 243–253, 260–261
shareholder, 204–205
tone of pitch, 53–54, 56

Lewis, A. David, 83
lies, 7–8
lifestyle releases, 25–26
Lincoln, Abraham, 89
litigation communications, 278–279
local news, 126–127

M

mail, ground, 52
McNabb, Bob, 60
media alerts, 162–163
media kits. See also electronic

press kits
corporate brochures, 216–217
defined, 42
electronic press kits, 134, 139–140,
146

elements of, 42–44
news conference, 168–169
preparing for crisis situations, 277
standard, 43

media monitoring services, 166
media relations

maintaining good, 248, 261
pitches to publication editors,
51–52

Microsoft, 286–287
minimizing negative reports, 276–278,

282–283
mistakes in news releases, 46
monitoring

blogs, 5–6, 235–236
professional media, 166

multimedia presentations
audiovisual presentations, 120
coordinating text and slides,
118–119

delivery of, 109–110
goals of, 107–108
house lights during, 119, 121
impact and continuity in, 119
rehearsing, 119–120
scripting, 112–118
taste and humor for, 108–109
tips for, 111
uses for, 119
using slides in, 109

Murphy O’Brien Public Relations, 164
Myer, Walter Dean, 36–37
MySpace.com, 287



342 INDEX

N

name badges, 159–160
names in photo captions, 40–41
National Geographic, 128–129
National Meningitis Association,

135–136
New York Times Manual of Style and

Usage, The, 221
news conferences, 149–181

callbacks for invitees, 167
celebrity guests at, 151
checklists for, 152–153, 183–185
e-mailing AP Daybook, 167–168
follow-ups after, 180
generating interest for, 150–151
handling for crisis, 278
hiring media monitoring service, 166
introducing speakers for, 177
invitations to, 153–155, 160–162
media alerts, 162–163
media kits for, 168–169
on-site arrangements for, 155–160
photo opportunity alerts, 163–165
photographers and videographers for,
165–166

postmortems for, 181
Q&A opportunities at, 150–151,
178–179

rehearsals for, 179–180
scope of, 149–145
self-introduction by emcee, 176–177
staffing for, 179
talking points, 177–178
testing equipment before, 158, 171
wire service reminders for, 171, 180

news releases. See also photographs; video
news releases

annual meeting, 208
appointment releases, 19–23
approvals for, 44–46
business releases, 195–196
crisis, 275–276, 282
dates on, 33, 34

delayed or feature-style leads in, 28–30
formatting, 35
function of, 14
inverted-pyramid news style of, 14, 20
lifestyle, trend, and survey releases,
25–26

localizing, 26–28
news coverage influenced by, 13
outlining and planning, 18–19
photographs with, 32, 37–42
posting on Web, 228
product releases, 23–24
Q&A sheets with, 35–37
quarterly conference calls, 200, 231
quarterly earnings releases, 196–199
questions before writing, 16–17
quotations in, 30–32
Regulation FD and, 192–193
researching topic of, 17–18
samples and review copies with, 32
style and form of, 18, 33–35
submitting photographs with, 41–42
trade- and consumer-style, 15–16
video, 139–147
Web opt-in function for, 232

newsletters, 214–217
newspapers, 13
Newsweek, 15, 253

O

obituaries
about, 65
converting biographies to, 69–71
structure of, 70–71

Occupational Safety and Health
Administration (OSHA), 112–115

official statements, 264–268
elements of, 268
example of, 266
information in, 264–265
legal advice for, 265
leveraging publicity from, 267–268

omissions, 251
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Ontario Ministry of Natural Resources,
135

Ontario Office of the Fire Marshall, 135
OSHA (Occupational Safety and Health

Administration), 112–115
outlining

biographies, 66–67, 75
key elements in, 218
news releases, 18–19
speeches, 93–94

P

Palm, 25–26
parking for events, 156
passive voice, 195
Payne, Larry, 67–69, 141, 143, 144
personalizing speech content, 101
phone calls

callbacks to invitees, 167
following up for pitch letters, 61–63
interviews via, 307
managing during crisis, 277, 283
quarterly conference calls, 200, 231

photographs, 37–42
captions for, 39–41
credits and copyrights for, 41
format for submitting, 41–42
including with news releases, 32
options during news conferences, 157
photo opportunity alerts, 163–165
principles for using, 37–38
taking interesting, 38–39

pitches
bullets and lists for, 59–61
calling editor when preparing, 51–52
catchy leads for, 56–58
follow up on letters, 61–63
informative text at core of letter,
58–59

steps for making, 49
understanding subject and target for,
49–51

using broadcast style in, 124, 128–130

writing, 52–61, 124
Pixar Animation Studios, 39
plagiarism, 77, 105–106, 254–255
Plain English Handbook, A (SEC),

194–195
podcasting, 147
postmortems, 181
PowerPoint presentations. See

multimedia presentations
PR Newswire, 173, 180
PR specialists. See public relations

professionals
press junkets, 181–183
press kits. See electronic press kits; media

kits
press releases. See news releases
privacy of e-mail, 9
pro forma results, 198
Procter & Gamble, 271
product placement, 287
product releases, 23–24
production

annual report, 202
publication, 212, 222

program writing. See public relations
campaigns

promotional films, 147
proofreading

biographies, 78–79
importance of, 8, 10
slides, 120

proxy statements, 201, 206
PRSA, 98
PSAs (public service announcements)

purpose of, 134–135
radio scripts for, 135–136
television script for, 137

public relations. See also public relations
professionals

advocating truth in, 7–8
basic writing skills for, 3
challenges of digital revolution, 2–4
deadline pressure for, 3–4, 6
growth of, 2, 6
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public relations. See also public relations
professionals (Continued)

influence on newspaper content, 13
storytelling and, 74

public relations campaigns. See also
public relations campaigns

analyzing purpose of, 288–290
budget proposals for, 301–303
defining target audience, 291–292
describing program strategies for,
292–293

designing activities for, 293–296
detailing program objectives, 290–291
electronic generation of, 286
explaining campaign implementation,
299–301

implementing, 299–301
introducing and analyzing need for,
288–290

objectives of, 290–291
role of programs in, 285
structuring proposals for, 288, 303
target audience for, 291–292
types of, 285–286
writing challenges for, 285

Public Relations Global Network, 6
public relations professionals

attending speech, 103
financial writer’s responsibility, 189
following up pitch letters, 61–63
minimizing negative reports, 276–278
opportunities in financial writing, 187
pitching stories to editors, 51–52
protecting clients’ interests, 45–46
relations with media, 4, 248, 261
responsibilities of, 10
sending materials to right person, 56
when to avoid responsive writing,
250–252

Public Relations Society of America,
The, 139

public service announcements. See PSAs
publications

approvals for, 213–214, 221, 223

assigning stories, 218
calculating lead times for, 50–51
calling editors of, 51–52
copyrights for, 221, 223
corporate brochures, 216–217
developing, 212–213
editorial guidelines for, 212–214,
218–220, 222–223

editorial process for, 212–214,
222–223

format for, 220
letter of commission, 219–220
newsletters, 214–217
organizing files for, 222
producing, 212, 222
style of, 221
timeliness of, 220–221
types of in-house, 211–212

publicity
letters of correction gaining, 246–247
leveraging from official statements,
267–268

tours for, 183
publicly held companies, 188
punctuation

checking pitch letters for, 53
sentence, 320
testing, 319

Q

Q&As (questions-and-answers)
annual meeting sessions with,
207–208

drafts for crisis communication, 268
news conferences with, 150–151,
178–179

prepared answer sheets, 35–37
quarterly conference call drafts of, 200

Quality Insights of Pennsylvania, 137
quarterly conference calls, 200, 231
quarterly earnings releases, 196–199
question-and-answer. See Q&As
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quotations
attributing, 77
checking interview, 307–308
news releases using, 30–32
using in speeches, 98–100, 105

R

radio
condensed information for, 132–133
designing promotions for, 295
news story categories for, 133–134
opportunities for stories on, 124–125,
126–127

PSA scripts for, 135–136
Ratheon, 254
reading writing aloud, 10
Ready Freddy, 29–30, 44
Really Simple Syndication (RSS), 286,

287
recycling

repurposing stories for Web and
podcasts, 147

speeches, 103–104
‘‘red face’’ test, 273
redundancy, 61
refreshments, 156–157
Regulation FD (Fair Disclosure),

191–193, 228
rehearsing

multimedia presentations, 119–120
news conferences, 179–180
speeches, 102

Reilly, Paul C., 97
reporters. See journalists
research

news release topic, 17–18
preparing broadcast pitches with,
124–125

speech topics, 93
techniques for digital, 305–306

responsive writing
congratulatory letters, 251–252
corrections letters, 246–247

criticizing conclusions with, 248–250,
260

defined, 243
guest editorials, 253–260
letters to editor, 243–253, 260–261
pointing out omissions with, 251
timeliness of, 260
Web responses, 252–253, 261
when to avoid, 250

‘‘Restoring Trust’’ (Wright), 98
Rogers Podcast Service, 23–24
rooms for events, 155–156
Rosenberg, Abe, 131
RSS (Really Simple Syndication), 286,

287

S

salutations for pitch letters, 61
Schwartz, Jonathan I., 239–240
scripts

broadcast PSA, 138–139
column format multimedia, 113–118
electronic media kit, 134
PSA radio, 135–136
television PSA, 137
video news release, 140–145

Securities and Exchange Commission
(SEC)

annual meetings, 201–202, 206–208
annual reports to stockholders, 200
fair disclosure rules, 191–193
financial writing and, 187–188, 189
misleading earnings releases, 198–199
‘‘plain English’’ rule, 194–195
Regulation FD’s effect on Web sites,
228

security for events, 156
selective disclosures, 191, 192
self-introductions by emcee, 175–177
sentences

connecting thoughts of, 74, 77
SEC style for, 194–195
structure and punctuation of, 319–320
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sentences (Continued)
varying structure of, 9, 74, 76–77
writing for speeches, 105

share buybacks, 189
shareholder letters, 204–205
Shaw, Jamie, 142
Shooter (Myer), 36–37
signage, 158–159
sign-in books, 159
slides. See also multimedia presentations

appropriate use of, 109–111
coordinating text and, 118–119
house lights during, 119, 121

SmartDraw.com, 79–81
speakers. See also multimedia

presentations; speech writing
choosing topics for, 90–92
clarifying presentation goals, 107–108
conversational tones for speeches, 87,
95–101

coordinating speech with slides,
118–119

fitting speech to, 85
humor in speeches, 95–97, 108–109
interviewing, 87–88
introduction at news conferences, 177
news conference rehearsals for,
179–180

personalizing content for, 101
preparing for questions, 87, 102
rehearsals for, 102, 119–120
slide presentations by, 109–110
speech patterns of, 88

special events. See also news conferences;
speeches

about, 149
designing for programs, 293–296
follow-ups after, 180
invitations to, 153–155, 160–162
on-site arrangements for, 155–160
planning checklist for, 152–153,
183–185

postmortems for, 181
press junkets, 181–183

publicity tours, 183
rehearsals for, 179–180
scheduling annual meetings, 201–202,
206–208

signage for, 158–159
time lines for, 169–175
wire service event reminders for, 171,
180

speech writing. See also multimedia
presentations

about, 85–87
attending speech, 103
audience’s attention span, 89
avoiding plagiarism in, 105–106
choosing speech topics, 90–92
conclusions, 100–101
confronting controversy, 101–102
conversational language in, 87,
95–101

drafting answers to anticipated
questions, 87, 102

humor in speeches, 95–97
interviewing speaker, 87–88
leads in, 97–100
number of ideas in speech, 92
personalizing content, 101
recycling speeches, 103–104
research and outline phase of, 92
researching and outlining speech,
93–94

slides accompanying speeches, 109
steps in, 86–87
talking with event sponsors, 89–90
technical guidelines for, 104–106
testing and rehearsing speech, 102
weaving quotations into, 98–100, 105

speeches. See also speakers; speech
writing

choosing topic for, 90–92
conversational tone of, 87, 95–101
length of, 89
outlining, 93–94
personalizing content of, 101
quotations in, 98–100, 105
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staging for news conferences, 157–158
testing and rehearsing, 102

spelling checks, 79
staffing news conferences, 179
staging news conferences, 157–158
starting corporate blogs, 241–242
Starwood Hotels, 26–28, 163–165
Steelcase

backgrounder for, 71–74
time line for, 81, 82–83

Sternlicht, Barry S., 28
Stewart, Jon, 133, 269
Stewart, Martha, 190
storytelling, 74
structure. See also outlining

annual report, 203–206
biography’s, 66–67
fact sheet categories and, 81
obituary’s, 70–71
sentence, 319–320
varying sentence, 9, 74, 76–77
Web influence on story, 5
written public relations programs, 288,
303

Strunk, Jr., William, 195, 311
style

news release, 18, 33–35
publication, 221
SEC ‘‘plain English’’ rule, 194–195

Sun Microsystems, 237
survey releases, 25–26

T

talking points
distributing for crisis communications,
269

news conference, 177–178
quarterly conference call, 200

tape recorders, 307, 308
target audience, 291–292, 298–299
target media, 50–51

technology
appropriate use of in presentations,
111

checking equipment, 119–120, 158,
171

‘‘Technology and the Rule of Law in the
Digital Age’’ (Wright), 103

telephone communications. See phone
calls

television
condensed information for, 132–133
news story categories for, 133–134
opportunities for stories on, 124–125,
126–127

PSA script for, 137
Television Critics’ Association, 182
testing

equipment, 171
lead sentence as tease, 131
punctuation, 319
speeches, 102

thank you notes, 309
threatened litigation, 278
time lines

backgrounders and, 73
event, 169–175
posting on Web, 229
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