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An Integrated Public Relations Media Model: Five Major Media Groups
(  Mass Communication                                                                                                             Personalized Communication   (
High tech, Perceptually Based, 






                       Low tech, Experientially Based,

Low Social Presence, Asynchronous                                                                                              High Social Presence, Synchronous

	Public Media
	Controlled Media
	Interactive Media
	Events
	One-on-One Communications

	Key Uses in a Communication Program

	Build awareness; Enhance credibility
	Promotion; Provide detailed information
	Respond to queries, Exchange information; Engage users
	Motivate participants; Reinforce existing beliefs, attitudes
	Obtain commitments, Negotiation, resolution of problems.

	Principal Examples of Media

	Publicity/advertising/        advertorials/product placements in

Newspapers

Magazines

Radio

Television

Paid advertising 

Transit media

Out-of-home media

  (Billboards, posters, 

  electronic displays)

Directories

Venue signage 

Movie theater trailers, 

  online video ads 


	Brochures

Newsletters

Sponsored magazines

Annual reports

Books

Direct mail

Exhibits and displays

Point-of-purchase                    

   support

DVDs/Videobrochures               

Statement inserts

Other collateral or  

   printed ephemera

Advertising specialties   
	E-mail, instant, text and

  microblog messages

E-newsletters, e-zines

Web sites, mobile Apps

Blogs, podcast, vodcasts

Social networking sites

Media sharing sites 

Entertainment and 

  serious games

Wikis

Forums (chats, groups)

Web conferences, 

   webinars, webcasts

Electronic public kiosks 

Automated telephone 

   response systems, 

   audiotext

Intranets and extranets

   in workplaces
Paid text/display click-

  through advertising 
	Meetings/conferences

Speeches/presentations

Government or judicial    

   testimony

Trade shows, exhibitions

Demonstrations/rallies

Sponsored events

Observances/ 

   anniversaries

Contests/sweepstakes

Recognition award 

  programs

(Often supported with multi-media presentations)


	Personal visits/lobbying 

Correspondence

Telephone calls




Comparison of Five Major Media Groups

	
	Public Media
	Controlled Media
	Interactive Media
	Events
	One-on-One

	Social presence, ties to others
	Low
	Low


	Moderate


	High


	High

	Basis for judgments
	Perceptual
	Perceptual
	Perceptual and Experiential
	Experiential
	Experiential

	Personalization of message
	None 
	Limited
	Moderate-High
	Limited
	High

	Directionality of

communication
	One-way
	One-way, with potential to include response mechanisms
	Potentially two-way
	Quasi- two way
	Two-way

	Synchronicity (Real time v. delayed)
	Mostly asynchronous 
	Asynchronous
	Synchronous
	Synchronous
	Synchronous



	Technological sophistication
	High
	Moderate
	High
	Moderate
	Low

	Channel ownership/

control
	Media organizations
	Sponsor
	Sponsor or third-party site operator
	Event organizers
	None

	Message selection
	Third-parties media editors/producers
	Sponsor
	Receiver
	Presenters and event organizers
	Participants

	Audience engagement
	Low
	Low-moderate
	Moderate-High
	Moderate
	High

	Reach
	High
	Low-Moderate
	Low-Moderate
	Low
	Low

	Cost per impression
	Extremely low
	Moderate
	Moderate
	Moderate
	High

	Key challenges for 

 use, effectiveness
	Competition for   

 attention,  

 media clutter
	Design, distribution
	Availability, accessibility
	Attendance, atmosphere
	Empowerment of organization representative, personal dynamics


See Hallahan K. (2010). Public relations media. In Robert L. Heath (Ed.), Handbook of public relations (2nd ed.)(pp. 623-641). Thousand Oaks, CA: Sage Publications. 

