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1. Photo of President Ob and Press 5 y Jay Carney:

What role does public relations staff play in setting palicy and making management decisions, much
as Press Secretary Jay Carney does for President Barack Obama? See pages 49-51. (Official Whitehouse
photo by Pete Souza)

2. Photo of World War | poster, “Under Four Flags®:

Learn how President Woodrow Wilson's World War | "Committee on Public Information” introduced
social science to what is now called "public relations.” See page 90,

3. Photo of California condors:

How did research change the Santa Barbara Zoo's public relations strategy for opening the new
$7.5 million “California Tralls™ exhibit featuring the endangered California condors? See page 249.
(Phato by Sheri Horiszny, Santa Barbara Zoo)
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To our students in our classrooms and former students
in the practice and academe, whose feedback and
contributions have helped shape the eleventh edition.
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