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viewpoints, 11/5

NONPROFITS

Phones & e-mail used to get sup-
port for bond initiative, 8/6

“Taking the Pulse of Americans’
Attitudes Toward Charities,”
8/6

Attitudes toward giving, 8/6

Before organizing an advisory

" comte for your NPO, answer

these 10 questions, 8/13

American confidence in NPOs on
the rise, 8/20

Measure volunteerism, gain sup-
port from stakeholders, 9/10

Volunteering among families on
the rise; ways to increase
family volunteering, 10/8

Corp giving after 9/11 is high;
will funds be diverted from
regular planned giving? 10/15

'NPOs must safeguard data, 10/22 {

Giving decline may have more to

do with economy than
diverted funds, 11/26
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PERCEPTION

"™ MANAGEMENT
N— Managing a name selection, 8/20

Bioethics promoters must
understand public’s values &
how to maneuver around
“ethical rocks,” 9/17

Shell’s valued brand was
damaged, 10/1

PHILANTHROPY

Attitudes toward giving, 8/6

Actions taken by ad agencies and
corp’ns following 9/11, 9/24

Corp giving after 9/11 is high;
will funds be diverted from
regular planned giving? 10/15

Examples of strategic
philanthropy, 11/12

PRSA ‘

Conference coverage, 11/5

Betsy Ann Plank receives the
new Patrick Jackson Lifetime
Service to PRSA Award, 11/5

Patrick Jackson honored during
“Legends” Luncheon, 11/5

Individual, highest award
winners for 2001, 11/5

Officers for 2002, 11/5

Crisis management is major topic
at PRSA’s conference, 11/12

PUBLIC AFFAIRS

What political advisers tell
clients about media rels, 8/6

Brookhaven Lab demonstrates
the value of public participa-
tion, shows what programs
support it, 9/3

Major cutback in pr/pa budgets in
2001, 10/1

PUBLIC OPINION

Confidence in NPOs compared to
corp’ns, feds, Congress, 8/6

Public opinion polling measures
wishes & preferences — nei-

er reflects costs or risks, 8/6

Attitudes toward giving, 8/6

Polls on %m cell research, 8/6

Spiral of silence keeps people
from expressing opinions,
8/27

Spiral of Silence, 10/22

Opinion polls may suffer when
people believe they are in the
minority, 10/22

Pacifism sharply attacked, 10/22

Education reformer harnesses the
power of fiction, 12/10

Evolution of public opinion
through 7 stages, 12/10

Binladen Group seeks pr counsel,
12/10

PUBLIC RELATIONS:
GENERAL

Reputation Quotient measures
corporate reputation, 7/2

Arthur Page’s 1920s warning still
rings true, 8/13

To be effective, communication
must be wedded to knowledge
of the business, 8/13

Names are the vital
organizational semantics, 8/20

Managing a name selection, 8/20

How pr can help silenced voices
to be heard and counted, 8/27

Social capital: does your org’n
have it? Build it? 9/3

Brookhaven Lab demonstrates
public participation and what
programs support it, 9/3

Pinnacle Worldwide celebrates
25 years as an independent pr
global network, 9/10

A roundup of reflections after
September 11th, 9/24

Most & least desirable CEO
positions ranked, 10/1

Major cutback in pr/pa budgets in
2001, 10/1

Shell’s valued brand was
damaged, 10/1

Tech companies, dot-coms need
pr to gain venture capital,
10/15

Practitioners can help their own
firms/organizations achieve
“new normal” by building
relationships, align priorities
i wake of 9/11, 10/22

PR should extend the values of
diversity, listen to diverse
viewpoints, 11/5

PR should recommit to American
ideals, 11/5

Ju\Iy - December 2001

PR should reinvigorate the
economy, 11/5

Assign greater importance to
social responsibility, 11/5

Lessons learned from closing
Mercy Health Services, 11/12

20% improvement in employee
satisfaction results in a
financial performance
increase of 42%, 11/19

Media insert scores high as an
educational tool, but does it
change behavior? 11/26

Company learns bottomline value
of soft disciplines — customer
care, employee involvement,
communication, 12/3

Sharing info, raising trust levels
through face-to-face, 12/3

Physical touch can communicate
support, 12/3

If women dominate the profes-
sion, why do gender discrep-
ancies persist? 12/3

Media rels requires building a
relationship with media, 12/3

Binladen Group seeks pr to
position itself, 12/10

Collapse of Enron teaches
lessons about importance of
relationships & pr, 12/17

PR can develop, communicate
giving strategy, 12/17

PUBLIC RELATIONS:
PROFESSION
Salary survey shows highest
compensation for urban
consultants offering diverse
set of services, 9/10
Practitioners as credible sources
of info to gen’l public, 10/1
A look at reputation, relation-
ships & brands, 10/29
PR is one of the main methods of
education today, 11/5
NSPRA offers Pat Jackson
Collection on PR, 11/12
This is a critical time for pr
leadership, 12/10

PUBLICITY/PROMOTIONS
Brand and corp image account
for 30% of valuation, 7/2
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Measuring the impact of negative
publicity; 7/30
Retailtainment programs, 8/20

RESEARCH

Reasons for funding work/life
programs, 7/2

Interactions between adv’g &
news coverage impact
marketplace perceptions,
attitudes & behaviors, 7/16

Trust Monitor: identifies kinds of
consumers & degree to which
trust drives behavior, 7/23

Characteristics that inspire con-
fidence in newscasters, 7/23

Public attitudes toward
immigrants are mixed, 7/30

“Taking the Pulse of Americans’
Attitudes Toward Charities,”
8/6

Wording of headlines causes
confusion, 8/6

Levels of confidence in NPOs
compared to major corp'ns,
feds, Congress, 8/6

Percentage of people who trust
the media has declined, 8/6

Polls on stem cell research, 8/6

Public opinion polling measures
wishes & preferences, not
costs or risks of policy, 8/6

“Why Policymakers Should
Ignore Public Opinion Polls,”
8/6

To be effective, communication
must be wedded to knowledge
of the business, 8/13

Communication characteristics of
successful companies, 8/13

Study asks kids about work &
family life, offers suggestions
for balancing the two, 8/20

Public accountability, public pol-
icy regarding Internet, 8/20

Spiral of silence keeps people
from expressing certain
opinions, 8/27

Salary survey shows highest
compensation for urban
consultants offering diverse
set of services, 9/10

Measure volunteerism; planning
the research, 9/10

Privacy policies must be in order
to earn public’s trust, 9/17
Maxwell McCombs’ research on
the power of the media, 9/17

Most & least desirable CEO
positions ranked, 10/1

Major cutback in pr/pa budgets in
2001, 10/1

PR pros as credible sources of
info to the public, 10/1

Family volunteering good for
corp’ns, 10/8

Opinion polls may suffer when
people believe they are in the
minority, 10/22

Communication to employees
stepped up since 9/11, 10/22

Defining moments, 10/22

Research sponsors must release
all findings, not just those
they like, 10/29

Students not prepared for work &
college, 10/29

20% improvement in employee
satisfaction results in a
financial performance
increase of 42%, 11/19

PR Research For Planning And
Evaluation, 11/19

Decline in giving may have more
to do with economy than
diverted funds, 11/26

How people respond to direct-to-
consumer drug ads, 12/10

2001 Cone/Roper Corporate
Citizenship Study, 12/17

SOCIAL ISSUES

Public attitudes toward
immigrants are mixed, 7/30

Stem cell research, 8/6

Consumer privacy issue, 8/13

Web users favor new laws to
protect privacy, 8/13

Tribal groups mobilize to end use

" of American Indian names

and mascots, 8/20

Spiral of silence keeps people
from expressing certain
opinions, 8/27

How pr can help silenced voices
to be heard and counted, 8/27

A call to action against marketing
to children, 9/3

July ~ December 2001

Emerging issue: cell phone use
endangers employers as well
as drivers & pedestrians, 9/10\_

Bioethics promoters must under-
stand public’s values, 9/17

Privacy policies must be in order
to earn public’s trust, 9/17

Pacifism sharply attacked, 10/22

Trust in the federal gov’t & civic
engagement have increased
among college students, 11/26

Marketers must understand the
complexities of spiritual

_ patriotism, 12/3

Education reformer harnesses the
power of fiction to move his
agenda forward, 12/10

An elder care crisis in the near
future, 12/10

Online guide to issues in medical
research, 12/10

Slowing down life — an antidote
to hyperculture, 12/10

SOCIAL RESPONSIBILITY

Actions taken by ad agencies &
corp’ns following 9/11, 9/24 _

Consumers expect socially
responsible business deci-
sions; brands must acquire
social responsibility, 10/1

Shell’s valued brand was
damaged, 10/1

Research shows family volun-
teering good for corp’ns —
Target Stores’ example, 10/8

Company offers business serv-
ices to displaced firms, 10/8

PR should assign greater impor-
tance to social responsibility,
11/5

Consumers expect corp’ns to
support social causes, 12/17

TRENDS

“Multi-Phasic Concentration™ is
malady of the day, 7/16

Web users favor new laws to
protect privacy, 8/13

Why so many people hate the
United States, 11/5 k

Why do gender discrepancies
persist? 12/3





