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Foreword: The Road from PR to 
PR 2.0 to Public Relations

Welcome to what just may be the greatest evolution in the history of PR.

Modern Public Relations was born in the early 1900s, even though his-
tory traces the practice back to the 17th century. The term public rela-
tions was said to be first documented by U.S. President Thomas Jefferson
during his address to Congress in 1807.

It wasn’t until World War I that we started to see the industry crystal-
lize and spark the evolution of PR as an official profession. 

Ivy Lee and Edward Bernays are credited with creating and defining
the art and science of modern-day PR in the early 1900s. That’s almost
100 years ago; and yet, in what I believe to be PR’s greatest renaissance,
many of their early philosophies and contributions can be sourced to fur-
ther evolve PR today. 

Ivy Lee developed the first working press release; you can love him or
hate him for it. But, what we can’t overlook is that he believed PR was a
“two-way street” where communications professionals were responsible
for helping companies listen as well as communicate their messages to the
people who were important to them.

Edward Bernays, who is often referred to as the father of PR, was most
certainly its first theorist. A very interesting bit of history is that Bernays
is a nephew of Sigmund Freud. Freud’s theories about the irrational,
unconscious motives that shape human behavior are the inspiration for
how Bernays approached public relations.

What’s absolutely astounding to me is that he viewed public relations
as an applied social science influenced by psychology, sociology, and other
disciplines to scientifically manage and manipulate the thinking and
behavior of an irrational and “herdlike” public.

According to Bernays, “Public Relations is a management function
which tabulates public attitudes, defines the policies, procedures and
interest of an organization followed by executing a program of action to
earn public understanding and acceptance.”
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Why is this astounding to me?

Basically, Bernays is the inspiration for the PR 1.0 publicity and spin
machine and the architect of how a majority of companies still approach
PR today—even though this is all changing right before our eyes. Many
of his thoughts, which fueled his books, Crystallizing Public Opinion,
Propaganda, and The Engineering of Consent, were on the cusp of predicting
what PR currently is facing in the dawn of Social Media. And, Social
Media is reintroducing sociology, anthropology, psychology, and other 
sciences back into marketing.

If we combined the theories and philosophies of Bernays and Lee with
the spirit of the new “social web” aka Social Media, we might have a new
outlook on this social science that resembles the new driving principles
behind PR 2.0.

But what happened to PR? 

It no longer triumphs as a darling among the various marketing disci-
plines, and in many cases, is regarded as a necessary evil these days.

Somewhere along the way, we, as an industry, lost our vision. We got
caught up in hype, spin, hyperbole, and buzzwords, and forgot that PR
was about Public Relations. 

Unfortunately, these days PR is more aligned with theatrics than value.
Enter Social Media and the democratization of the Web.

These are indeed exciting times as Social Media is truly the catalyst for
reflection and an opportunity to do PR and amplify value and increase
effectiveness in the process.

What is Social Media?

Social Media is anything that uses the Internet to facilitate conversa-
tions between people. I say people, because it humanizes the process of
communications when you think about conversations instead of companies
marketing at audiences.

Social Media refers back to the “two-way” approach of PR that Ivy Lee
discussed in his day. It’s about listening and, in turn, engaging people on
their level. It forces PR to stop broadcasting and start connecting.
Monologue has given way to dialog.
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Now, enter PR 2.0.

Just so you understand, it’s not a trendy term meant to capitalize on the
current trend of “everything 2.0.” Honestly, it’s already ten years in the
making, but Social Media is truly advancing the adoption of a new, more
significant role for PR.

Here’s how I defined it in the 90s (it’s dated, but it is still relevant
today):

PR 2.0 was born through the analysis of how the Web and multimedia
was redefining PR and marketing communications, while also building the
toolkit to reinvent how companies communicate with influencers and directly
with people.

It is a chance to not only work with traditional journalists, but also
engage directly with a new set of accidental influencers, and, it is also 
our ability to talk with customers directly (through online forums, groups,
communities, BBS, etc.)

No BS. No hype. It’s an understanding of markets, the needs of people,
and how to reach them at the street level—without insulting everyone
along the way. PR will become a hybrid of communications, evangelism,
and Web marketing.

PR 2.0 was actually inspired by Web 1.0 and the new channel for the
distribution of information it represented. It changed everything. It forced
traditional media to evolve. It created an entirely new set of influencers
with a completely different mechanism for collecting and sharing infor-
mation while also reforming the daily routines of how people searched for
news.

PR 2.0 is a philosophy and practice to improve the quality of work,
change the game, and participate with people in a more informed and
intelligent way. It’s not about the new Web tools at all. They are merely
tools used to facilitate conversations…but everything, especially intent,
knowledge, and enthusiasm, are unique to YOU.

You are the key to new PR.
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To be direct, the truth is that PR 2.0 is really what PR should have been
all along. Now with the democratization of media, people are becoming
the new influencers, complementing the existence of experts and tradi-
tional journalists, but still regarded as a source and resource for customers
equally.

Understanding new PR to reinvent it is the goal of this book. Deirdre
Breakenridge has poured her life’s experiences and passion into these pages
to inspire and empower you with the ability to change, and ultimately, par-
ticipate in new media. In doing so, you will learn today’s communication
methods that will help you engage in meaningful conversations and build
stronger trusting relationships—both personally and professionally—with
customers, influencers, experts, and traditional media alike.

PR 2.0 is about putting the “public” back in Public Relations.

Brian Solis
Principal of FutureWorks PR, Blogger at PR 2.0
www.briansolis.com

www.briansolis.com
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Introduction to PR 2.0

P ublic relations professionals are news and information hoarders.
We have to be up-to-date with our current events. When I taught PR
classes as an adjunct professor at Fairleigh Dickinson University, one of
the first things I would tell my undergraduate students was they should
select one newspaper, The New York Times or The Wall Street Journal, and
find the time every day to stay abreast of world issues. I also explained to
them how extremely important it is to read the PR trade publications to
stay current with news of the profession. PR Week and PRSA’s Public
Relations Tactics are excellent publications. In addition, PR people need to
be well informed when it comes to public issues and news that is relevant
to their clients and/or respective industries. It’s critical for PR profession-
als to read, be knowledgeable, and stay extremely well versed about the
markets their brands try to reach.

Newspapers and PR trade publications are excellent resources for infor-
mation, but there are many more conversations taking place on the
Internet about your brands and their competitors. You need to know
about these conversations. Sometimes you need a good, hard kick in the
pants that makes you wake up to the ultimate mind expansion—the
desire to try new strategies to obtain valuable information, build relation-
ships, and interact in ways that are unfamiliar. If you find it easy to
become set in your process or methodology, read on because you’re not
alone and are probably in very good company. Maybe you’ve been doing
PR for a couple years, 5 years, or 10 years, or perhaps you’re approaching
20 years, which is where I am today. No matter what stage you’re at, don’t
freeze up or feel uneasy and threatened when you hear about new ways
people are networking and conversing online and ways you need to com-
municate to them.

These new methods include 

■ A great deal of social networking, such as blogging and interacting
on Web sites, that enables you to meet “friends” and share content

■ New ways to reach groups by employing social media tools in news
releases
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■ Really Simple Syndication (RSS) technology for targeted news and
information

■ Wiki, as in Wikipedia

■ Any other intimidating 2.0 terms you’re unfamiliar with 

On the other hand, you might be very familiar with the new media
terms, but just haven’t embraced these resources enough to place them
into action and have them incorporated into your daily PR regimen. You
will discover that there’s a time and a place to use PR 2.0, and after you’ve
read this book, you’ll let your new frame of reference tell you when it’s
time. You will also rely on your solid training as a PR professional and
skills of the past to guide you to great success.

Are You Ready to Be 2.0 Ready?
I remember having this incredibly uncomfortable feeling during a

meeting back in 2004. My Sr. Vice President of Client Relations, Dennis
Madej, and I had driven all the way to Long Island for a pitch meeting
with a small technology company that had developed a load balancing
product. It was the first affordable system used for traffic management on
e-commerce Web sites for small to medium size businesses. The CEO and
Founder of the company said, “We need you to educate us on new media
strategies.” At the time, my company, PFS Marketwyse, had been work-
ing for a year or so with GLOBIX (Amex: GEX), a leading provider of
Internet infrastructure and network services. We also worked for about six
years with JVC Professional Products Company to publicize its propri-
etary technology in a complete line of broadcast and professional equip-
ment, as well as other smaller technology firms, whether they were
providers of mobile applications or CRM. We felt fairly confident we
would be able to provide this technology company with PR and new
media strategies.

Our immediate response to the CEO’s inquiry was that PFS was very
tapped into new media with the most current, Web-based media list gen-
erating tools and online distribution strategies. We had great contacts
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with technology publications and we utilized PR Newswire’s ProfNet
service, which brought our client experts together with technology edi-
tors who were looking for thought leaders to interview for their articles
and feature stories. I mentioned we were familiar with Search Engine
Optimization (SEO) that we’d done Webinars, and we would be able to
help them with developing blogs. However, this wasn’t enough. The CEO
looked at us with the same question. He still wanted us to educate him on
the new media strategies. Have you ever been in this type of situation?
When you wished you knew more? We were in desperate need of PR 2.0.

Surprisingly, we won the account because the executives from this
small tech firm saw our enthusiasm, knew we were hungry, felt our
energy and aggressiveness, and believed our media contacts would propel
them to a new level of publicity. They had been “burned in the past,” as so
many have, “by PR companies that promise the world and deliver very
little.” However, we won the account as a result of our attitudes and an
impressive technology portfolio; so much so, that these executives were
willing to take the chance on a small agency that wasn’t entirely up to
speed on new media strategies, but had a lot of potential. We were honest
about our level of understanding when it came to new media strategies
and at the same time, as a small PR division of a marketing company,
realized we needed a crash course in PR 2.0. There was nothing holding
us back except our own sense of complacency. A complacent attitude is
dangerous when technology is constantly changing and advancing, and so
is your client’s competitive landscape. I knew, and so did my Sr. VP, that
it was time to raise the bar. That’s when it hit us; there was so much more
to learn, and we had touched only the tip of the iceberg for our own com-
pany and our clients.

That’s why this book is so important to all you PR professionals who
have had a taste of new media and really want to dig into the latest PR
strategies on the Internet. Is this an easy task for the average professional?
I’m not so sure about that. It depends on your educational background,
work experience, training; and I hate to say this—for some, your age. In
my last book, The New PR Toolkit, Chapter 1 discussed the rate at which
people accept technology. The group known as the Innovators are “Often
young and mobile, the members of this group embrace technology early
on and were right there at the birth of the commercial Internet, jumping
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on the bandwagon with creative ideas.” It’s no surprise that today the
Innovators are the first to enjoy MySpace.com, Facebook.com, and the
self-made videos YouTube.com offers. Where else can you see a man’s face
change every day over a seven-year period and watch a three-minute video
on Christmas decorations (specifically a house that lights up rhythmically
to music)? The New PR Toolkit maps out the other stages of accepting
technology, including the Early Adopters who are less prone to taking
risks, but certainly are helping to fuel the growth of new media strategies;
the Early Majority—the large group that uses the Internet mostly for e-
mail, research, and news; the Late Majority who are very suspect of what
the Internet has to offer; and finally, the Laggards, who just as they sound,
would rather not be bothered with technology. As a group, the Laggards
are extremely concerned with privacy issues and are “lagging” behind. As
professionals, we are all different. It’s up to you to determine where you
fall on the technology acceptance spectrum and what type of PR you feel
you need to offer to the brands you work with.

As you read this book, there are some very different and unfamiliar
examples of what brands are doing online and how PR 2.0 has been
tremendously successful. There are other examples of brands that backfire
with their 2.0 strategies and have a miserable failure on their hands and
reputation issues to deal with. I would like you to keep one very impor-
tant notion in mind during your cruise through the new PR 2.0 strate-
gies: The responsibility of the PR professional is always to communicate
with facts, accuracy, and integrity for the brand(s) you represent. If you
can abide by this rule and expand your frame of reference to accept the
momentous changes in technology and all the Internet has to offer in
terms of social media strategies, then you will benefit from this book.
Let’s dig deeper into the concept of expanding your frame of reference.

The Big Bang
There’s an excellent book that complements the theory of opening up

your frame of reference to embrace PR 2.0. It’s called Bang, and was writ-
ten in 2003 by Linda Kaplan Thaler and Robin Koval. It’s a fast read that
discusses what it takes for an agency to create a Big Bang campaign. Just
as it sounds, a Big Bang campaign is as great and colossal as the creation
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of the universe billions of years ago. Although Bang never touches on
Web 2.0 or PR 2.0, it does provide some very good tips on how to open
up your frame of reference so that you are not too bogged down with the
marketing information you know about a brand. As a matter of fact,
Chapter 2 in Thaler and Koval’s book, Lose the Rules, impresses upon read-
ers that you need to forget about your fears and you shouldn’t over-analyze
the information at hand, which all too often will impede the creative
brainstorming process. Why is this theory important to you as you read
PR 2.0? Mostly because as PR professionals (and I don’t want to general-
ize) you have the incredible responsibility and sometimes daunting task
to completely understand and over-analyze information to protect the
reputations of the companies they represent. There’s a very fine line here
you don’t want to cross. PR 2.0 shows you there’s a way to protect and
preserve the brand reputation so that you can communicate creatively
with social media strategies, and at the same time use your knowledge
and the power of the Internet to create new successes in your campaigns.

About This Book 
So, now you’re geared up to journey into PR 2.0. The first section of

the book should be somewhat familiar territory, providing discussion on
how PR professionals are moving forward and learning the best skills to
work and thrive in the Web 2.0 World. Chapter 1, “PR 2.0 is Here,”
highlights several strategies in campaigns that worked in the PR 1.0
landscape, including viral marketing, online newsletters, and e-blasts
news releases. The chapter’s real-world stories should make you feel com-
fortable reviewing strategies with impact that have caught on quickly for
brands wanting to create greater awareness online. Chapter 2, “Getting
Started with 2.0 Research,” is a thorough review of new research tech-
niques, which is always dear to the PR professional’s heart. You know
through your past experiences that continuous research can be the anchor
in a campaign and lends tremendous credibility to a brand when working
with third-party research firms. And, you also know how much the media
looks to PR professionals for solid statistics resulting from opinion polls
they believe might be of interest or influence to their readers or viewers.
When you’re finished with an introduction to research, Chapter 3,
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“Research with Expert Resources,” drives home how to work with the
online research experts. Here, you learn how easy it is to move your
research and campaign tracking efforts online or at least be able to find a
good balance between traditional research strategies and what the
Internet has to offer.

Chapter 4, “Reaching the Wired Media for Better Coverage,” is your
chance to hear what the media thinks about building relationships with
them and the best way to communicate on a regular basis. It’s always
important to know how journalists want to receive information and PR
2.0 is no exception to the rule. This chapter talks about reaching the
wired media for better coverage. I didn’t run across many journalists who
are enthusiastic if you try to pitch them through their blogs. E-mail and
IM is a better way to proceed. There always will be those members of the
media who prefer the accepted PR 1.0 methods. As stated in Bulldog
Reporter’s December 11, 2006 e-mail newsletter to PR pros, “In this day of
bold new PR technology…pitching journalists is still all about people and
personal relationships.” Good old e-mail or sometimes an old-fashioned
telephone call works really well. Chapter 5, “Better Monitoring for PR
2.0,” is critical to achieving campaign success. Now you’re not only mon-
itoring your influencers, such as the media, but also citizen journalists
who are blogging daily. Loss of control of communication is certainly a
concern and on the minds of many professionals. Chapter 5 digs into the
best services and how expert PR service providers use new monitoring
strategies to help brands uncover important Internet conversations. If
brands, under the guidance of their PR professionals, have the detailed
means to monitor communication as it unfolds, there’s a greater chance to
get more brands involved in social networking and sharing content with
audiences across the Web.

Section I, “The Transition to PR 2.0,” is the briefing part of the book
that bridges the gap between the PR of the past and the PR that’s to
come. Its purpose is to prepare you for the journey through uncharted
waters. Section II, “A New Direction in PR,” leads you in a new direction
so that you understand in Chapter 6, “Interactive Newsrooms: How to
Attract the Media,” why it’s so important to have your online newsroom
interactive with many different resources and outside links for the media
to pursue. Newsrooms today should be filled with video, podcasts, RSS
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feeds, downloadable images, presentations, and even sources beyond what
your brand can offer on a topic of interest. Chapter 7, “The Social Media
News Release: An Overdue Facelift,” allows you to hear firsthand from
professionals about the use of social media in news releases, when they
think it’s necessary to use these tactics, and what types of brands benefit
the most. This chapter enables you to become more comfortable with the
social media template. It was only in 2006 that Shift Communications
unveiled its news release template, which has received a tremendous
amount of attention and has prompted PR service providers to offer new
media tools for the PR 2.0 releases. 

As a follow-up to social media in news announcements, Chapter 8,
“Social Networking: A Revolution Has Begun,” discusses some the most
popular social networking forums, including MySpace, Facebook, and
LinkedIn, and how people are conversing in their communities. Chapter 9,
“RSS Technology: A Really Simple Tool to Broaden Your Reach,” details
how PR professionals use Really Simple Syndication (RSS) technology for
wider distribution. RSS feeds serve two very important functions. The
first is to provide you and the brands you work with customized news and
information that occurs daily. You can use RSS as a means to monitor the
market, the competitive landscape, or to stay abreast of current events.
The other significant purpose of RSS is to enable your brands to feed tar-
geted news announcements to people who want to receive customized
information via their homepages or popular news Web sites. Chapter 10,
“Video and Audio for Enhanced Web Communications,” tours you
through new and effective video methods as well as the use of audio files
or podcasts downloaded to your customers’ computer or handheld devices.
Podcasts are the Webcasts of PR 1.0. Professionals are finding that pod-
casts are extremely popular for use with interviews and roundtable discus-
sions. Also provided in this chapter is the discussion about the PR value
of sharing video content on the Internet, which is growing in popularity.
YouTube.com, purchased by Google for a sizeable sum, has garnered con-
sumer and media attention. Growing immensely in popularity, it should
capture your attention, too.

With the fundamentals of PR 2.0 embedded in your brain and a pres-
entation of the strategies available, one question arises: Where do we go
from here? This question is answered in Section III, “Embracing PR 2.0.”
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Chapter 11 focuses on how to immerse yourself and your brand in social
media. You are trained as a PR professional to listen to the market, to
know what customers want, and to monitor how they behave. This is your
chance to find out what 21st Century consumers are reacting to positively
and how they have negative reactions when PR 2.0 strategies go awry.
Chapters 12, “The Pro’s Use of PR 2.0,” and 13, “The Mindset of the PR
2.0 Journalist,” although opinion driven, provides you with firsthand
insights from PR professionals and media representatives interviewed
from a variety of sources across the nation. Several technology innovators,
such as Jimmy Wales, Founder of Wikipedia, share their thoughts on
social media. 

These opinions and the information presented are the perfect segue
into Chapter 14, “A PR 2.0 Plan,” which is a closer look at how all the
PR 2.0 strategies come together in a PR 2.0 plan that is representative of
the true 21st Century company. Several companies discuss how they are
moving forward with technology to reach desired groups. Like any PR
plan, the PR 2.0 plan is stocked with the required plan elements, includ-
ing a situation analysis, clearly set objectives, a well-planned strategic
direction, implementation of the tactics, and of course, measurement,
measurement, and more measurement.

As the book comes to a close, Section IV, “The Future of PR 2.0,” is the
wrap-up with conclusions that support the text’s overarching main idea.
PR 2.0 is the path to great PR and more engaging conversations through
the use of social media applications that enhance the communication and
extend the brand’s reach in Web communities. Chapter 15, “The Path to
Great PR,” offers a discussion on the “Future of PR 2.0.” PR 2.0 is here to
stay, and the role of the PR professional is very different. As a matter of
fact, the dialog turns to “What will it look like in the year’s ahead?” 

In The New PR Toolkit, I provided a glossary of “new” terms for PR pro-
fessionals. It’s amazing how these terms are now common everyday lan-
guage. I would be very surprised if words such as “archive,” “bandwidth,”
“firewall,” “hits,” “server,” unique users,” and “URL,” were not used by
you on a daily basis. If by chance you are not proficient in Web 1.0 terms,
please feel free to peruse the book and its glossary to get up to speed.
With that said, after reading PR 2.0 you will have a new PR vocabulary
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with terms that include “blogosphere,” “micro blogging,” “social net-
working,” “RSS,” “SEO,” “social tagging,” “wiki,” and “vlogs.” This
technology jargon has to find its way into your everyday vocabulary in
order for you to truly feel comfortable in a PR 2.0 world.

With insight from PR 2.0 experts such as Brian Solis, one of the
Founding Fathers of PR 2.0, and Brian Cross, another PR 2.0 communi-
cations expert, Chapter 15 guides you on how to move forward in a PR
2.0 world, personally and professionally in your everyday PR regimen.
The question, “How should I move forward as a PR 2.0 professional?” is
answered in increments throughout each chapter of this book. PR 2.0 pre-
pares you to take that susequent step toward what could be your next
greatest PR campaign in a fast-paced, wired, social media-driven, and
content-sharing PR 2.0 world. Good luck and enjoy the ride.
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