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Welcome to the twenty-fifth annual meeting of the International Public Relations Research 

Conference. As those of you who are returning know, this conference is different than other public 
relations research meetings or conferences in several ways. First, this conference was and continues to 
focus entirely on public relations research from a variety of perspectives—theoretical, experimental, case 
study, survey, participant-observation, measurement, pedagogical, and more. Second, this is a 
conference where people talk with each other not to each other. Third, presentations are based on their 
projected outcomes—outcomes that may not support the study’s hypotheses or goals—or approaches 
that may not be “mainline.” There’s always something controversial being presented. Fourth, this is a 
participative meeting—we expect presenters to discuss their research, not report it; we expect 
questioning throughout the meeting, not just the various sessions. And, finally, this year we will award 
completed papers from $500 to $1,000 each as the Institute for Public Relations W. Ward White Awards 
for Top Papers of Practical Significance, the Arthur W. Page Center Benchmarking Award, the Plank 
Leadership Award, the University of Miami School of Communication Top Student Paper Award, the 
Baylor University Top Ethics Paper Award, the Peter Debreceny Corporation Communication Award, the 
Koichi Yamamura International Strategic Communication Award, the Boston University Award for the Top 
Paper about Public Relations and the Social and Emerging Media, the International ABERJE Award, the Pat 
Jackson Body of Knowledge, and the IPRRC Top Paper Award. 

IPRRC is proud to celebrate its 25th year in Downtown Orlando. The DoubleTree by Hilton Downtown 
Orlando offers many restaurants and shops within a short shuttle or car service ride. Shuttle service 
within a 3-mile radius is available through the hotel clerks. It takes approximately 30 minutes to Orlando 
International Airport (MCO) and 40 minutes to the major tourist attractions: Walt Disney World, Universal 
Orlando, and aquariums. In the hotel, you will find the rooftop terrace with a large pool for individual 
discussions of common research interests, and an overall better conference facility.  

What Can I Expect? 

If you have been with us before you know that this is an exhaustive 3-day discussion of public 
relations research and theory. The actual sessions begin following opening welcomes at 8:00 and at 8:30 
with the first round of discussions. Each session consists of 6 presentations going on simultaneously —
each author(s) will quickly present his or her (their) presentation in about a 7-minute time frame and 
then for the next 8 minutes discuss with listeners the ramifications of their presentation. After 15 minutes 
participants are asked to move to another table for another discussion. (Please note that participants may 
have to make choices about whom they discuss within each session, we will have many sessions with four 
rounds but six presenters.) Each session begins on time and ends on time. We fully expect that 
discussions will continue out of session, at lunch, or over refreshments and drinks. We hope that several 
research collaborations are born from each conference—whether between academics or between 
academics and professionals. 

If you need a program, please go to the IPRRC website, www.IPRRC.ORG, and download it to your 
phone or pad. In the program you will find abstracts and statements as to how this research impacts the 
profession for each presentation. Please review each and use it as a way to decide which presentations 
you would like to hear and who is presenting. This is a discussion-formatted conference and your 
attendance at sessions is what makes it the success it has been. 

For Presenters: 

First time presenters almost always find that they have problems with the timing of each round 
within a session. You will find it best to present an executive summary of your findings with handouts for 
more specific findings. We do not provide projection equipment and frown on PowerPoint presentations 
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via laptop but promise not to confiscate from those who do. Please rehearse your presentation—
experience has taught us that by the third round of presenting, you will be where you should be. One final 
comment: when told it is time to shift tables, please do so immediately. Holding up the next round only 
reduces the time you have. 

For Participants: 

Initially, our presenters were the primary participants, and all spoke the same language (research, 
theory, pedagogy). Somewhere around IPRRC2 public relations professionals began attending and began 
asking practical application questions or, as in the case of theory and experimental research, began asking 
the “what does this mean?” and “so what?” questions. Please ask for clarification, for definitions, and for 
how these presentations may advance the practice of public relations. Seek insight and offer suggestions 
for future research—research you may become a part of. We do ask that you do so politely and hope that 
we create a supportive communication climate. We have in the past had to pull some participants aside 
and talk about the proper way to criticize; hopefully, this won’t be a problem this year. 

When asked to move to the next session, please do so quickly—however, you do not have to move, 
and you may stay for more than one round of discussions. Be prepared for multiple circles around each 
table as the session progresses. It will be noisy, but we’ve found this not to be a major problem. 

Finally, given COVID and how it can disrupt interaction, we are asking that you keep your mask on 
while participating—except when you are eating or drinking in the conference hall.  If you forget your 
mask, we have a few to pass out. We have on location individual COVID tests for use if you are not feeling 
well.  Additionally, the hotel will be cleaning and sanitizing between sessions; there are also hand sanitizer 
stations throughout the building. 

For All: 

Your registration gives you three breakfasts at the conference hotel and three lunches. We sponsor a 
“meet and greet” Wednesday evening and we will celebrate our 25th anniversary on Friday evening 
where finger/comfort foods and drinks are provided. We encourage all of you to engage with our social 
media channels. We fully expect that participants will informally group and visit some of the fine 
restaurants in the Downtown Orlando area. Lists of places to eat are available at the front desk.  The 
Awards Session will be held shortly after the last presentation.  Again this year we will be handing out 
over $10,000 in awards.  Additionally, we will have a student cash drawing where all registered student 
names will be put in a container, and several will be drawn at random by Board members.  You must be 
present to win! 

If you have any concerns or questions, please feel free to contact me or members of the Board of 
Directors, Advisory Committee, or conference staff—we all have identifying ribbons attached to our 
badges. We’ll do all we can to make your stay as educational and pleasant as possible. 

Don W. Stacks 
Chief Executive Officer 



-3- 

ORDER OF PRESENTATION BY DAY AND SESSION1 

Wednesday, March 2, 2022 

3:00 p.m. Board of Directors (closed meeting) 

4:00 p.m. Registration 

6:00 p.m. Meet & Greet Social 

1 Each presentation listed consists of title, authors, basic abstract, and impact statement. All presentations are in 
the ballroom.  The numbers reference the table the presentation will be at.  Speakers stay at tables; participants 
may rotate to other tables or stay for other presentations and discussions. 
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Thursday, March 3, 2022 

 
7:30 a.m. Registration 
 
8:00 a.m.   
Opening Session:   
Don W. Stacks, Presiding 

Session 1:  
8:30–9:30 a.m.  
Don W. Stacks, Presiding 

1. Optimizing social chatbots for organizational listening and relational outcomes: The 
effects of anthropomorphic cues, communication strategies, and message framing 
Alvin Zhou, University of Pennsylvania; Wan-Hsiu Sunny Tsai, University of Miami; Rita 
Linjuan Men, University of Florida 
  To test how various chatbot designs (profile design, communication style, and message framing) can 
generate organizational listening and relational outcomes, we designed 8 AI-enabled chatbots and fielded a 
2x2x2 between-subject experiment. Results highlight the critical role of communication style and the 
mediating role of perceived organizational listening. 
  The results revealed that perceived organizational listening served as a partial mediator of the effect of 
chatbot social conversation on organization-public relationships, highlighting the imperative of 
understanding the strategic use of AI applications in public relations practice. By testing how different 
chatbot designs affect relational outcomes, our study speaks to the growing adoption of artificial 
intelligence in the public relations industry and offers practical implications for the implementation of 
large-scale organizational listening systems. 

2. I've Been Influenced! Using Q-Methodology to Decipher Influencer Follower 
Motivations for Public Relations   
Danielle Hallows, Staci Smith, Brian Smith, and Ljubica Ivanovic, Brigham Young 
University 
  Influencers are an increasingly common fixture in public relations, but marketing research has dominated 
the discussion. This study establishes a public relations orientation by examining the influencer-follower 
relationship using Q-Methodology. Findings show that followers may be driven by a parasocial relationship 
marked by issue resonance, perceived likeness and shared tasks. 
  As the role of public relations is continually defined by digital social media, working with influencers 
becomes a growing necessity, for their connection with engaged followers. This study provides insight on 
how public relations professionals may tap into influencer networks through the parasocial relationship 
factors that grant influencers trust and credibility.  Findings empower professionals to effectively work 
within the relationship structure that connects influencers to their followers.  

3. PR Leaders' Views of Moral Entrepreneurship: Its Benefits and Barriers  
Elina Erzikova, Central Michigan University; and Diana Martinelli, West Virginia 
University 
  This qualitative study is the first to explore public relations leaders’ perceptions of the benefits and 
challenges associated with a culture of moral entrepreneurship, defined as the purposeful process of 
changing or creating new institutionalized ethical norms. Practice implications include ways to further it 
and to sustain DEI foci. 
  This study is the first to explore public relations leaders’ perceptions of the benefits and challenges 
associated with a culture of moral entrepreneurship, defined as the purposeful process of changing or 
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creating new institutionalized ethical norms. Through purposive in-depth interviews with 25 diverse PR 
leaders, insights were gleaned regarding its importance, its competitive advantages, and its barriers. 
Practice implications include ways to further moral entrepreneurship in organizations, including efforts to 
sustain momentum around DEI. 

4. What Makes People Support You: New Approaches to The Conceptualization and 
Measurement of Social Legitimacy  
Taeyoung Kim, Loyola University of Chicago; and Sun-Un Yang, Indiana University 
                            **Arthur W. Page Center Benchmarking Award** 
  What makes people support (or oppose) an organization in highly uncertain and complex situations? 
Through a comprehensive conceptualization of social legitimacy, this research developed a new scale for 
measuring social legitimacy and paved the way to derive fresh research questions and hypotheses between 
social legitimacy and other well-established constructs in public relations research.  
  Now we live in a society where public relations practitioners should be concerned about legitimacy. 
Organizations are expected to have a sophisticated sense of social justice, regardless of whether they are 
private or public. Then, how and on what basis do people judge the social legitimacy of an organization? 
This study provides a conceptual foundation for PR practitioners to examine an organization’s social 
legitimacy from various angles and establish a strategy accordingly. 

5. Improving Nonprofit Engagement on Social Media: Using Big Data, Machine-learning, 
and Sentiment and Emotion Analysis to Evaluate Leading NPO Message Strategies  
Frank E. Dardis, Christen Buckley, Pennsylvania State University; Anli Xiao, University of 
South Carolina; Prasenjit Mitra and Connor Heaton, Pennsylvania State University 
  By extending CSR theory to nonprofits, the current study analyzed Twitter messages (N = 110,778) of the 
Forbes 100 NPOs during 2019, while additionally applying sentiment and emotion analysis. Engagement-
related strategies led to enhanced outcomes, which further increase the potential for organizational 
traction and influence within social media.  
  NPOs depend rather heavily on maintaining and building strong relationships, because resources and 
attention are finite. Thus, they especially must engage strategically within social media to remain 
competitive. Through identifying and categorizing communication strategies of leading NPOs, then 
performing emotion and sentiment analysis, the current study reveals that more engaging and interactive 
strategies produce greater sentiment-based outcomes. Findings inform NPOs regarding how to best 
increase their potential for positive traction and influence via social media. 

6. How Influencer Marketing Motivates Consumer Purchasing Intentions of Millennials: 
Evidence from the United States and China  
Mattie Lee and Hansen Li, Clemson University 
  There is minimal research on the global impact of social media influencers (SMIs) on millennials’ 
purchasing intentions. This study uses a mixed-method approach to compare SMIs strategies from different 
countries to increase the overall global knowledge of PR practices amongst two technological and 
economic engines of the  
  In general, this study provides an opportunity to increase the overall global knowledge for the public 
relations practice. More specifically, the practical implications of this study provide potential insights for 
educating public relations practitioners on different influencer marketing strategies used amongst the 
United States and Chinese social media influencers. Additionally, with this opportunity, public relations 
practitioners will have insights on how to improve the use of their SMIs and further understand the best 
practices used.  
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Session 2  

9:45–10:45 a.m.   
Arunima Krishna, Presiding 

1. Who Said it Best? A Study in Military Operations Social Media Communication  
Amelia E. Umayam, Joseph Wright, Colin Kennard, Joshua Hayes, Hector R. Alejandro, 
and E.J. Dougherty, San Diego State University 
  Researchers are conducting an experiment to test the source effect of social media content on 
perceptions of the U.S. military. Existing studies explored the relationship between organizational 
sentiment and employee advocacy and a preference for credible storytellers over strategic messaging. 
These concepts have not been explored for military communications. 
  As PR practitioners, military public affairs officers review and approve official information subsidies, 
including social media posts. Separately, service members generate content outside of this process, 
becoming unofficial spokespersons on military topics. The researchers will examine this form of employee 
advocacy, social media posts from service members, alongside official sources to determine if employee 
advocacy is an effective communication strategy that should be encouraged and incorporated into 
communication plans to reach key publics. 

2. Measuring Agility in Public Relations and Strategic Communications   
Kelly Page Werder, University of South Florida 
  This study seeks to assess agility in public relations and strategic communication departments by 
measuring practitioner perceptions of five agile dimensions. An assessment instrument is proposed and 
tested via a survey of randomly selected public relations practitioners who are members of a state-wide 
professional communication association (N = 403).  
  This study contributes to public relations practice by developing and empirically testing an instrument to 
measure the degree of agility of the communication department in organizations. This assessment tool 
may be used by communication leaders and others in the organization to better understand areas for 
improving agile structures and processes. 

3. From Corporate Social Responsibility (CSR) toward Corporate Social Justice (CSJ): A 
Possible Reconceptualization of Public Relations?  
Sorin Nastasia, Southern Illinois University 
  As consumers and employees have become increasingly inclined to demand corporations to take stands 
on pressing issues of our time including economic disparities and racial inequities, there has been a rapid 
shift from Corporate Social Responsibility toward Corporate Social Justice. To make sense of such a turn in 
both stakeholder preference and branding practice, this study explores the conditions of the change from 
CSR toward CSJ, the key differences between CSJ and CSR, as well as the emerging characteristics of CSJ, 
offering a conceptualization of the new CSJ trend, while also proposing a reconceptualization of public 
relations through the lens of this trend. 
  In 2020 social justice became a corporate imperative because of the resounding public demand for 
brands to take stands on the outrageous racial inequities exposed by the tragic deaths of George Floyd, 
Brionna Taylor, or Ahmaud Arbery and the dire economic disparities deepened by the COVID-19 
pandemic. While before the pandemic some industry experts could still claim that silence about social 
justice issues remained the best public relations policy for at least some brand, by 2020 silence was no 
longer an option for corporations. 

4. Analyzing the role of self-transcendent media experiences in corporate social 
advocacy  
Alan Abitbol, University of Dayton; and Matthew Van Dyke, University of Alabama 
  Public reaction to CSA stances have often been emotional. One factor to this reaction may be the stances 
challenge consumers to contemplate something self-transcendent—larger than themselves and the 
company’s product/services. Through a content analysis of company CSA written statements and videos, 



-7- 

we examine the prevalence of self-transcendent elicitors. 
  Based on a theoretical integration of CSA with research on self-transcendent media and its effects, 
findings will add to CSA research by exploring the emotional mechanisms found within the content of the 
CSA stances companies make. The results of this study will aid practitioners’ understanding of what 
characteristics of self-transcendent messages are prevalent, where opportunities may exist in message 
strategy, and the effectiveness of self-transcendent media when communicating about CSA stances. 

5. Understanding Angry-Active Publics, Communicative Action, and Advocacy Behaviors 
for an Environmental Issue through Public Segmentation  
Myoung-Gi Chon, Auburn University; Hyunji (Dana) Lim; Alma College, and Young Kim, 
Marquette University 
  The study aims to propose a theoretical framework of public segmentation to identify four distinct 
publics related to an environmental issue. Integrating the summation method of public segmentation and 
anger level, we examine how four publics are associated with active communicative behaviors and 
advocacy behaviors on an environmental issue.  
  The result of completed research has an impact on the profession as follows. First, integrating the 
summation method and angry level, this study proposes a theoretical framework to segment four types of 
publics on environmental issues. Second, the framework is useful to predict active communication 
behaviors (i.e., information seeking, forefending, and forwarding) and advocacy behaviors. Third, it is 
possible to understand why angry-active public is critical for environmental CSR issues.  

6. Corporate Socio-technological Irresponsibility (CSI) : The Effect of Organizations 
Dysfunctional Groupthink on Algorithm Discrimination   
Chris Yim, Loyola University, Chicago 
  The purpose of the present study is to investigate how the organization’s dysfunctional groupthink 
influence corporate socio-technological irresponsibility (CSI) in the forms of AI algorithm discrimination 
against the underserved community. The finding indicates that algorithm bias replicates familiar forms of 
discriminatory human bias underlying corporate systems and culture. 
  The purpose of the present study is to investigate how the organization’s dysfunctional groupthink 
influence corporate socio-technological irresponsibility (CSI) in the forms of AI algorithm discrimination 
against the underserved community. This study results guide corporate managers to predict their 
proneness to the AI bias-led unethical mishaps in communicative engagement with diverse publics. 
Thereby, they could preemptively address algorithmic biases that likely contribute to hatred, division, and 
racial injustice. 

Session 3:  

11:00–Noon 
Arunima Krishna, Presiding 

1. The coming storm: How media literacy and organization-public relationship put wind 
in the sails of QAnon  
Kalyca Lynn Becktel, Middle Georgia State University; and Kaye D. Sweetser, San Diego 
State University 
  Using organization-public relationship theory, this national survey (N = 611) creates psychological 
profiles of QAnon believers and resistors. These traits are used to understand one’s issue salience and 
relationship maintenance strategies related to QAnon. Results find those with weak political party 
relationships more likely to be believers. 
  Leveraging our own tactics against us, QAnon weaponized public relations in building an Army of 
believers. As a first study in a series, this work investigates the impact of low media literacy and weak 
organization-public relationships. Capitalizing on this perfect storm, QAnon seized an opportunity to build 
its brand. By understanding how our profession was called into duty to create an insurrection, 
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practitioners can better combat a coup d’état of our tools (and government).   

2. A PR Counselor in Every Port: Examining Professional Encroachment in U.S. Navy 
Public Affairs  
Adagray A. Willis, U.S. Navy 
  Using role theory, survey data illuminates the concept of professional encroachment. This study 
empirically examines the role of public affairs and related capabilities within organizations to determine 
who has a seat at the table. Further, the data suggest the factors which contribute to empowering public 
affairs and minimizing encroachment effects.  
  With leaders across an organization having multiple counselors advising on public communication, this 
study enables an enterprise level assessment of the role of public affairs in the global organization 
studied. The study seeks to understand the factors which contribute to empowering public affairs and 
minimizing encroachment effects. Practitioners and academics alike will discuss the perception of our 
profession, and ways to advocate for professional and in-house strategic communication counsel to 
dominant coalitions. 

3. Proactive and Reactive Corporate Social Advocacy: Examining Perceived  
Organizational Motives, Attitudes and Behavioral Intentions 
Yuanwei Lyu and Eyun-Jung Ki, University of Alabama 
  Applying attribution theory, this study intends to build a new ground by examining the role of perceived 
motives (values-driven, egoistic-driven, strategic-driven, and stakeholder-driven motives) in developing 
individuals’ attitudes, positive word-of-mouth (PWOM), negative word-of-mouth (NWOM) intentions, and 
purchase intentions, in response to company’s proactive and reactive corporate social advocacy 
initiatives. 
  First, this study differs from existing CSA literature by distinguishing CSA initiatives into proactive and 
reactive strategies; it makes an initial effort to fill in the knowledge gap by providing more detailed 
insights for developing CSA practices. Second, by applying attribution theory in the context of CSA, this 
study examines how consumers attribute different motives to CSA practice. While prior research 
investigated how attributions affect the various outcomes, this study examines the antecedents of the 
attributions. 

4. Fans, Friends, Critics, and Foes: How CSR-Based Public Segmentation Differentiates 
Perception of Corporate Deontological Ethicality, Trust, and Product Evaluation  
Yuri Cha, Hyun Jee Oh, and Jeong-Nam Kim, University of Oklahoma 
  This study attempted to segment publics based on how they perceive CSR-related information and came 
up with four types of publics: Fans, Friends, Critics, and Foes. Significant differences were observed in 
perceived corporate deontological ethicality (PCDE), corporate trustworthiness, and product evaluation 
among the four types of publics. 
  The current study attempted to segment publics based on how they perceive CSR-related information of 
a company. Practical implications of the study are (1) CSR-information has an impact on corporate 
ethicality; (2) When negative CSR-information matches with the existing negative attitude toward the 
company, it can have a detrimental effect on company trust and evaluation; (3) Companies should strive 
to maintain the good relationship with the publics that have both positive CSR-information and 
experience. 

5. Does Bottom-Up CSR Attract More Potential Job Seekers?  The Role of Perceived 
Organizational Justice  
Katie Haejung Kim and Hao Xu, University of Minnesota 
  To examine the external benefits of bottom-up CSR among potential job seekers, this study conducted a 
between-subject experiment. The results showed that a CSR program driven by a bottom-up approach 
(vs. a top-down approach) made job seekers perceive a higher level of organizational justice, leading to 
positive employer reputations.  
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  By showing the merits of a bottom-up CSR approach, our findings provide organizational leaders and CSR 
communication practitioners with practical guidance on how to attract potential job seekers outside the 
organizations and enhance corporate reputation as an ideal place to work. By encouraging employees’ 
active participation in the design and execution of CSR programs, organizational leaders and practitioners 
can build positive perceptions of organizational justice and employer reputation among potential job 
seekers outside the organizations. 

6. Protecting a Client's Reputation: Image Repair Theory and Its Suitability to a Social 
Media-Generated Crisis  
James Parham, Hirons 
  Is Benoit’s (1995) image repair theory still applicable when dealing with a social media-generated crisis in 
2020? The study explored whether age, gender and experience affect a practitioner’s response, and 
whether image repair theory remains applicable as a theoretical framework during a social media-
generated crisis.  
  This study found critical implications for the profession. Response accuracy and speed are essential when 
responding to a social media crisis. Second, study respondents preferred not to respond to negative social 
media posts, instead choosing no response (silence as an option) or taking the conversation offline. The 
research found that many strategies are employed in image repair in an online, digital setting, though 
denial and apology are not preferred crisis response pathways. 

 
LUNCH BREAK   Noon to 1:30 p.m. 
 
Session 4  
1:30–2:30 p.m. 
Shannon A. Bowen, Presiding 

1. Should I Speak Up? How Supervisory Communication, Team Culture, and Team 
Relationships Determine Employees' Voice Behavior  
Cen April Yue, University of Connecticut; Patrick Thelen, San Diego State University; and 
Aniisu K. Verghese, Sabre India 
  The extent to which employees convey or withhold useful information has important implications for 
organizational effectiveness. Nevertheless, employee voice is under-researched in the public relations 
literature. Drawing data from the US and India, this study tests a normative model linking leaders’ 
motivating language, team culture, employee-team relationships, and employees’ voice behavior. 
  This study offered strategic implications to organizational leaders and public relations practitioners. We 
suggest team leaders clearly communicate value, empathy, and instructions to team members. As trusted 
advisors to leaders, public relations professionals can instill the right communication mindset into leaders’ 
actions and develop programs to improve their use of motivating language. Public relations units can also 
boost employees’ voice by helping team leaders create a positive team culture to improve relationships 
within teams.  

2. Debunking Misinformation in Times of Crisis: Exploring Misinformation Corrective 
Strategies for Effective Internal Crisis Communication  
Hyunji Lim, Alma College; and Young Kim, Marquette University 
             **University of Florida Employee Communication Research Award** 
  This study aimed to explore misinformation corrective strategies for effective internal crisis 
communication. Using an experimental study (N = 1196) among full-time employees in the United States, 
this study found that timing strategy was a significant factor for employees’ cognitive and behavioral 
outcomes to debunk crisis misinformation. 
  Our research can help crisis communicators better understand how to prevent negative outcomes that 
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undermine the effectiveness of evidence-based communication efforts. Specifically, the findings suggest 
the use of more-proactive internal crisis communication to correct misinformation and prevent damage 
caused by employees’ misconceptions and related communication behaviors. Furthermore, the study 
theoretically extends the debunking crisis-misinformation literature by elucidating the cognitive and 
behavioral processes of crisis misinformation in the internal crisis communication.  

3. Elaborating the Concept of Threat in Contingency Theory: An Integration with Moral 
Outrage and Situational Crisis Communication Theory  
Elina R. Tachkova, Hong Kong Baptist University; and W. Timothy Coombs, Texas A&M 
University 
  The paper focuses on the theoretical elaboration of threat from Contingency Theory. We propose 
testable propositions for threat assessment that would enhance both Contingency Theory and crisis 
communication theory. These include (1) recalibrating the threat level dimension, (2) refining 
understanding of external and long-term threats using emotion, and (3) honing the stances as crisis 
response strategies.  
  Contingency theory reflects the reality of public relations practice. The notion of threat is central to the 
theory and needs to be studied in more depth. Refining the threat appraisal model will allow public 
relations managers to make more accurate assessments in terms of required efforts, as well as the nature 
and duration of the threat in a certain conflict situation. The paper has practical implications because it 
refines the understanding and application of threats.  

4. Restoring Trust Through Transparency: Examining The Effects of Transparency 
Strategies on Police Crisis Communication in Mainland China  
Qi Zheng and Chuqing Dong, Michigan State University 
          **Koichi Yamamura International Strategic Communication Award** 
  Employing a 2 x 2 x 2 online experiment (n=293), this study examines how different transparency 
strategies (i.e., accountability, message quality, and interactivity) influence publics’ anger and trust in a 
Chinese police crisis context, offering insights on government social media crisis communication. 
  Transparency is vital for Chinese local governments, especially police agencies, in managing crises on 
social media. Identifying organizational crisis accountability, delivering evidence-based messages, and 
enabling public discussion on social media are three transparency strategies that can help minimize public 
outrage and rebuild public trust. Separately, these three transparency strategies work effectively. When 
faced with rumors, delivering messages with visualization and hyperlinks can assist in reducing publics’ 
anger, which in turn can increase public trust. 

5. Darn if you do, darn if you don't?  Exploring socially mediated public discourses during 
reverse challenge crises  
Feifei Chen, College of Charleston 
  This study advances the concept of reverse challenge crisis as a unique crisis form occurring in close 
succession to a challenge crisis involving a controversial issue. A content analysis on social media 
discussion in two cases revealed nuanced expectations from four different publics and three factors 
affecting their attitudes towards the companies in crises.  
  As publics increasingly expect companies to engage in “hot-button” issues, more organizations may go 
through reverse challenge crises in the years to come. This paper demonstrates the value of 
conceptualizing reverse challenge crisis, enriches the bourgeoning research on corporate involvement in 
controversial issues, and proposes practical guidelines for organizations to address challenge crises 
involving controversial issues tangential to their core businesses functions.  

6. What Nonprofits Can Learn from Planned Parenthood’s Social Media Campaigns 
Mark Navarro, Wayne State University 
  My research analyzes Planned Parenthood's use of dialogic communication through social media 
campaigns to determine their success in getting audiences to engage in conversations on sensitive and 
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personal topics and develop best practices for other nonprofits in generating such engagement and 
support. 
  This research will show how nonprofits can utilize dialogic communication and engagement through 
social media to garner political, social, and financial support. While many nonprofits are proficient at this, 
Planned Parenthood is a nationally recognized exemplar for how to create successful dialogues 
surrounding personal and sensitive topics. Scholars and practitioners will learn how and why these 
strategies should be utilized in the nonprofit sector to create social capital to advance their respective 
missions. 

Session 5  

2:45—3:45 p.m. 
Denise Bortree, Presiding 

1. Countering Misinformation: Inconsistency Effects on Consumer Trust in an 
Organization   
Bridget M. Cole, Robert C. Moore, Austin Brumblay, Andrea Berreondo, and Mirelle N. 
Schwalbach, San Diego State University 
  Using a pretest-posttest design, this experiment examines perceptions toward the Centers for Disease 
Control and Prevention responding to COVID-19 vaccine misinformation. Researchers use situational crisis 
communication theory to explore how inconsistent responses to misinformation affect users’ belief of 
vaccine information, trust in the CDC, and perception of CDC’s credibility. 
  Researchers will assess the effectiveness of the CDC’s response to false claims on social media about the 
COVID-19 vaccine. This study will advance SCCT in understanding how an organization’s consistency in 
correcting misinformation during a crisis can affect its perceived credibility. This study will spur discussion 
around organizations verifying the informative guidance in evolving crisis situations because inconsistency 
will result in decreased public confidence in organizations. 

2. Emerging Technologies Create New Realities in Strategic Communications  
Donna Z. Davis and Daniel Pimentel, University of Oregon 
                      **Institute for Public Relations W. Ward White Awards  

                               for Top Three Papers of Practical Significance** 
  This paper bridges research and practice through a partnership with a leading defense aerospace 
company to address communication professionals’ current understanding of virtual, augmented, and 
mixed realities (VR, AR, and MR). A four-part training series measured change in participants’ awareness, 
understanding, and intent to adopt these tools to reach stakeholders. 
  With the emergence of the metaverse in 2021, public relations and marketing professionals are 
scrambling to understand platforms formerly relegated to entertainment and gaming. This study 
represents data collected from a 4-part training series for the global communications professionals in a 
Fortune 100 company to measure awareness, competency, and intent to adopt virtual, augmented, and 
mixed reality platforms to reach and engage internal and external stakeholders. Results reveal a 
significant gap in understanding and practice.  

3. How Dialogic Vaccine Communication in the Workplace Facilitates Employee Advocacy 
for COVID-19 Vaccine Uptake  
Weiting Tao, Yeunjae Lee, Queenie Jo-Yun Li, and Mu He, University of Miami 
  This survey among 500 full-time U.S. employees showed that organization-employee dialogic 
communication on COVID-19 vaccination enhanced perceived organizational support for vaccine uptake, 
which further increased employees’ positive emotions and decreased their negative emotions toward the 
vaccine. Such emotional states led to employees’ behaviors of advocating for vaccine uptake. 
  By examining the under-explored role of workplace communication in promoting public health, our 
study provides PR professionals with much-needed insights on how to effectively and ethically 
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communicate with employees to encourage vaccine uptake and improve individuals’ and organizations’ 
well-being during the pandemic. Our results can be immediately applicable in helping organizations to 
mitigate workplace health risks associated with employee vaccine hesitancy. These results will also be 
useful in guiding organizational communication practice for future pandemics. 

4. Concealing Crises in The World of Cosmetics: Parasocial Tendencies and Issue 
Advocacy  
Nichole M. Gray, Kathryn I. Schmidt, Jacquelyn D. Hulley, Cloe N. O’Rourke, Acacia K. 
Laliotis, and Sidney Sirdashney, San Diego State University 
  Researchers conduct an experiment to identify the potential risks to organizational reputation through 
influencer endorsement during a crisis. With the emergence of parasocial relationships surrounding mega 
influencers, our research seeks to determine a causal relationship between organizations caught in a crisis 
of issue advocacy and their publics. 
  The social and psychological determinants that factor into the relationship between an influencer and 
their followers are under-researched. This study analyzes the effects of an influencer crisis and 
organizational repercussions. It will further the current research that exists regarding influencers and their 
publics on social media. As organizations spend billions of dollars on influencer-driven campaigns, the 
results of our study will provide insight for public relations practitioners when facing a crisis relating to 
issue advocacy. 

5. Not the Company We Thought it Was: Southwest Airlines' Failed Attempt at Image 
Repair Following Record Flight Cancellations and Delays  
Steven R. Thomsen, Brigham Young University 
  Drawing from Image Restoration and Situational Crisis Communication theories, this study examined 
Southwest Airlines’ image repair strategies after it cancelled 2,200 flights and stranded thousands of 
customers during a holiday weekend. The airline relied on an ineffective combination of denial, 
defeasibility, minimization, and bolstering to downplay the crisis.  
  This study extends the application of Image Restoration and Situational Crisis Communication theories to 
inform our understanding of a crisis created in part by the consequences of the COVID pandemic or other 
circumstances not under organizational control. In particular, it demonstrates the ineffectiveness of 
claiming victimization, even when it might be true, and the heightened importance of mortification and 
corrective action when a company’s actions negatively impact stakeholders who are anticipating some 
form of return to normalcy. 

6. The role of strategic internal communication in empowering female employees to 
cope with workplace gender discrimination: A comparative study between the United 
States and South Korea  
Jo-Yun Queenie Li, Yeunjae Lee, and Dongquing Xu, University of Miami 
  This study examines the role of strategic internal communication efforts in empowering female 
employees to cope with workplace gender discrimination. It tests how transparent internal 
communication is related to employee empowerment and their coping behaviors. It also takes a cross-
cultural comparative approach in the U.S. and South Korea. 
  The findings of this study will provide organizational leaders and communication practitioners, 
particularly those in the U.S. and South Korea, with tailored practical guidelines on how to implement 
excellent internal communication practices that help empower female employees to effectively cope with 
gender discrimination in the workplace, ultimately facilitating organizations’ recruitment and retaining of 
a gender-balanced workforce in different cultural settings.  
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Session 6   

4:00-5:00 p.m.  
Angela Dwyer, Presiding 

1. Testing the Effectiveness of Corporate Social Advocacy Messaging on Organizational 
and Social Outcomes  
Baobao Song and Minhee Choi, Virginia Commonwealth University 
  This study aims to explore the effect of the corporate social advocacy message content (i.e., 
informativeness) and message tone (i.e., factual tone and promotional tone) on the social and 
organizational outcomes via the mediation of CSA credibility. Additionally, individuals’ level of 
involvement will moderate the mediation of CSA credibility.  
  When corporations risk alienating certain subgroups of stakeholders by engaging in controversial 
corporate social advocacy (CSA) initiatives, more research is needed to assess how CSA messages affect 
organizational relationship building and individuals’ attitudes on the focal issues, and how such influence 
is contingent on individual differences pertaining to the focal political-social issues. This study contributes 
to the theoretical modeling of CSA communication process and provides managerial insights on effective 
CSA message strategies.  

2. Taking a Stand on Social Issues: Examining the Mediating Role of Corporate Social 
Involvement on Brand Image and Purchasing Intentions  
Juan Liu, Towson University 
  The study examines the mediating role of corporate social involvement on brand image and purchase 
intentions by testing two popular advocated brands (Nike & Gillette). Results indicated a serial mediation 
of social media use on purchasing intent is through perceptions of corporate social involvement and 
brand image.  
  The study extends previous corporate social advocacy research by testing two brands advocating for 
different social issues and identified the mediating role of corporate social involvement in explicating 
assessment of brand image and purchasing intent. As the public expects more corporations to take a 
stance on social issues, companies need to make good use of social media and be thoughtful about how 
stakeholders perceive their CSA stances.  

3. PR's Role in Reaching the Disability Community: Communicating Inclusivity Online  
Alexis Bajalia Fitzsimmons, University of Florida 
  This study explores how organizations that earned perfect scores on the Disability Equality Index use 
their websites to communicate to prospective employees with disabilities. A content analysis of these 
organizations’ Careers webpages provides implications for PR professionals about how to engage this 
stakeholder group, assisting organizations with purpose-driven strategy. 
  As mediators between organizations and the public, public relations professionals can be at the forefront 
of leading organizations in purpose-driven strategy. They can elucidate opportunities for organizations to 
reach stakeholder groups that have been overlooked and ensure clear communication of an 
organization’s purpose across communication channels. Therefore, this research provides a best-practice 
guide for public relations professionals about how to ensure inclusive website communication for people 
with disabilities who are seeking jobs at their organizations. 

4. How User-generated Comments Impact COVID-19 Vaccination Intention: The 
Mediating Role of Psychological Reactance  
Youngji Seo, Wenqing Zhao, Sung In Choi, Yan Jin, Brittany Nicole Shivers, and Elise 
Maria Karinshak, University of Georgia 
  The current research has two goals: (1) to examine how different emotional appeals (guilt vs. shame vs. 
pride) and user-generated comments toward COVID-19 vaccine messages independently or interactively 
affect psychological reactance and (2) to understand the mediating role of psychological reactance 
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between emotional appeals and user-generated comments and desired behavioral outcomes. 
  The current study has valuable theoretical and practical implications in the field of health and risk 
communication. Our findings strengthen the theoretical foundation on how health risk messages with 
user-generated comments interactively can predict undesired health outcomes. Our study also helps 
health organizations design more effective messages targeting at young adults by lowering psychological 
reactance and enhancing persuasive power in motivating COVID-19 vaccination. 

5. The Impact of Religion on Leadership in Organizational Crises:  An Examination of 
Religious Rhetoric, Crisis Message, and Religiosity  
Lucinda Austin, University of North Carolina-Chapel Hill; Jordan Morehouse, Clemson 
University; and LaRisa Anderson, University of North Carolina-Chapel Hill 
  Through a national sample survey with 689 respondents, this survey experiment tested intentional crisis 
types in a unique religious crisis with two varying crisis message strategies and two types of religious 
rhetoric to examine impacts on perceptions of organizational leadership and activism. 
  This study is unique in that it finds support for crisis messaging in relation to joining stakeholder formed 
organizations to participate in activist movements. Additionally, the focus specifically on leadership, as 
opposed to support of the organization is also unique. As churches represent an understudied type of 
organization with a unique leadership structure and identity, further study of public relations in religious 
contexts and organizations is needed.  

6. The Effects of Celebrities and Framing on AAPI Activism Engagement  
Seonwoo Kim, Louisiana State University; Myounggi Chon, Auburn University; and 
Yangzhi Jiang, Louisiana State University  
  The purpose of this study is to test the effects of celebrities’ activism message and news framing on a) 
positive feelings toward Asians, b) anti-Asian racism intervention intention, and c) support for anti-Asian 
policies with 3 (celebrities, experts, common people) x 2 (framings: only-episodic, episodic backed-by 
background information) between-subject design. 
  This study will offer several theoretical and practical implications for the study of anti-Asian 
discrimination by giving causal evidence about this underexplored subject from a digital activism 
perspective and practical guidance for journalists. First, this result may increase celebrities’ efficacy 
against anti-Racism. In addition, journalists would know how to make compelling news content to solve 
social problems. Thus, the result would contribute to preventing anti-racism by encouraging celebrities’ 
efficacy and persuasive news making. 

 

5:00 to ?? Dinner on your own. 
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Friday, March 4, 2022 

Breakfast 7:00—8:00 a.m. 

7:30 a.m. Registration 
 
Session 7  
8:30—9:30 a.m.  
W. Timothy Coombs, Presiding 

1. Rethinking Relationship Quality: Building an Ethics of Care Scale for Public Relations  
Melanie Formentin and Melissa Adams, Appalachian State University 
  This study presents the development of an ethics of care scale for public relations. Following best scale-
building practices, dimensions and items are defined, tested, and refined. This scale underpins the 
potential of using care to advance our understanding of what it means to build good relationships in 
public relations. 
  This research highlights how we can consider, in practice, more meaningful ways of measuring the 
success and quality of relationships in public relations. By considering the impact of relationships on 
relational partners, we can move beyond determining public relations success in terms of organizational 
outcomes such as reputation and awareness-building. A scale measuring care in relationships can help us 
consider how to build cultures of meaningful stakeholder partnerships based on meaningful, ethical 
communication practices. 

2. Source credibility effects on COVID-19 attitudes and behavioral intentions, and the 
moderating role of psychological reactance  
Kimberli Conro, Colorado State University 
  Using the theory of psychological reactance, the present working study employs a 2 x 2 experimental 
survey among U.S. mTurk participants (target N = 200) to test a proposed moderating effect of reactance 
on the influence of source credibility evaluations on attitudes toward and behavioral intentions to follow 
COVID-19 public health recommendations. 
  This study will contribute to both the scholarly and practical understanding of how trust in medical 
experts is processed and regarded for some people, thereby providing insight for public health 
communicators and practitioners to develop more effective messaging regarding COVID-19. Furthermore, 
the study can provide a valuable foundation on which further research can seek to better understand how 
people decide which sources to believe for vital information needed to end the current pandemic. 

3. College students' information behavior and preventive action regarding COVID-19: 
Expanding the situational theory of problem solving  
Saymin Lee, University of Maryland 
  This study examines how college students process COVID-19 information and form decisions to take 
preventive actions, based on the situational theory of problem solving. Advancing the theoretical 
framework to predict college students’ behaviors in the pandemic, the study also investigates how 
context-specific factors, optimistic bias and peer norms, are related to behaviors. 
  The study will contribute to revealing the mechanism underlying college students’ behavioral decisions 
compliant with or against the campus safety measures. Findings will provide the foundation for 
universities’ communication strategies to convince students to take preventive actions in the pandemic. 
With the expanded framework including target-specific factors (unique factors for college students’ 
behaviors) as well as situational perceptions, findings will guide communication practitioners in 
universities on how to characterize target populations and design effective communication.  
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4. Toward an Architecture of Listening to Support Low-Income Publics  
Katie R. Place, Quinnipiac University 
  Organizational public relations efforts must listen to, acknowledge, and respond to diverse publics - 
including low-income publics. Results from a 2021 survey of 1,050 low-income individuals across the U.S. 
suggest that organizations must incorporate listening technologies, dedicated employees to listen, and 
sufficient skills to understand publics’ needs and take action.  
  Listening is increasingly a vital component of public relations work to understand, acknowledge, and 
respond to publics’ diverse needs. Results of a 2021 survey of 1,050 low-income individuals across the 
U.S. suggest that an organization’s architecture of listening (e.g. Macnamara, 2016) must incorporate 
listening technologies, dedicated employees to listen, and sufficient skills to understand publics’ needs 
and take action. Interpersonal communication efforts are especially valued as part of an organization’s 
public relations and listening program. 

5. Relating with Influencers: Imperatives in Influencer Relations for Public Relations 
Brian Smith, Kari Mortenson, and Staci Smith, Brigham Young University 
  Influencer relations renders the public relations professional a liaison between organization and 
influencer. However, very little is known about building relationships with influencers. This study develops 
a model for influencer relations based on interviews with 15 influencers. Findings suggest the importance 
of power distribution, respect, and community in relationship management. 
  This study has specific application to public relations practice. In addition to providing imperatives on 
relationship building from the perspective of the influencer, we also propose a model for successfully 
working with influencers that includes imperatives for relationship type (i.e. organic, communal 
relationships) and dialogic orientation (i.e. transparency, power distribution).  

6. Not My Problem: Examining Antecedents to Problem Recognition in the Context of 
COVID-19 Pandemic  
Lan Ni, Miao Pan, Krittiya Wongtavavimarn, and Rayana Reid, University of Houston 
  This project examined cultural antecedents to problem recognition in the COVID-19 pandemic. Using 
qualitative interviews with 40 racially diverse community members, the project found the following 
influencing factors: cultural identities of political leanings, race/ethnicity, and age as well as cultural value 
orientations relating to time, nature/supernatural, and human relations.  
  This research has practical implications to public relations practitioners and community health workers. 
With findings on the cultural nuances in how people perceived the importance of COVID-19, practitioners 
can develop better communication strategies to trigger or enhance individuals’ recognition of the 
seriousness of this pandemic. This in turn could help bring heightened awareness, address the opinion 
polarization, and motivate more individuals to take actions, thereby improving the effectiveness of 
implementing COVID mitigation measures.  

Session 8  
9:45—10:45 a.m. 
Sean Williams, Presiding:  

1. Latina Voices: Examining the Role, Experiences, and Coping Mechanisms of Latinas in 
Public Relations  
Rosalynn Vasquez, Boston University; Marlene Neill and Kailey Davis, Baylor University 
  This qualitative study examined the under-representation of Latinas in public relations by conducting 24 
in-depth interviews to understand their experiences and challenges. The study identified coping 
mechanisms Latina PR practitioners use to navigate their careers and provided recommendations to 
improve diversity, equity, and inclusion in public relations moving forward. 
  Despite being one of the fastest-growing segments of the U.S. population, Latinos have been largely 
under-represented in the public relations field. Previous scholars have identified a scarcity of research 
specifically on Latina practitioners in public relations. This study contributes a unique perspective by 
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examining their roles, experiences, and challenges, as well as providing awareness for greater cultural 
inclusion and diversity in public relations. 

2. Enriching PR Practice Through Self-Reflection:  Building Blocks for the Educational 
Pipeline  
Bruce K. Berger, University of Alabama; and Elina Erzikova, Central Michigan University 
  Numerous studies document the power of self-reflection (SR) for professional development. Drawing 
from interviews and surveys with PR leaders, teachers, and students, along with a comprehensive review 
of online educational resources, this paper highlights seven building blocks and dozens of approaches to 
enrich student/teacher SR and young professional/mentor SR.   
  PR education is a primary pipeline for future professionals. Yet, one of the most valuable professional 
capabilities, self-reflection, is neither highlighted nor developed in many PR programs. Mentoring 
programs at organizations also don’t seem to recognize SR as an invisible rudder that helps successfully 
navigate work issues, DE&I challenges, and unfamiliar situations like the pandemic. This paper closes the 
gap by identifying strong SR building blocks and valuable exercises that will positively impact the 
profession.   

3. Promoting Scientific Knowledge Online: The Association Between Social Presence and 
Retweets  
Ekaterina Bogomoletc, North Carolina State University 
  Using computational text analysis, the study examines a large corpus of tweets (N = 88,423) and 
demonstrates that the use of social presence strategies is associated with a higher shareability of 
scientific information. Ultimately, the study addresses a larger question of intellectual exchange between 
public relations and science communication scholarships. 
  The study identifies existing patterns in sharing scientific information online among lay publics and tests 
whether certain textual features of social media posts might be associated with one’s willingness to share 
this information. The findings will be helpful for organizations that want to become part of the public 
conversation about science. In addition to research institutions, the list of such organizations includes 
direct-to-consumer tests, early childhood programs, clothing brands and others who find themselves 
communicating research findings to their publics.  

4. Proving the Value of PR: What Leads to Greater Purchase Intent: PR or Advertising?  
Angela Dwyer, Kyle Stamper, and Ebin Joby, Lippe Taylor; Hanna Garcia, Sallie Hardy, 
and Kaitlin MacIntyre, Elon University 
                           **Best Paper on the 25th IPRRC Theme** 
  Which has a greater impact on purchase intent’s exposure to positive news or advertising? Analysis of US 
survey data covering 30 brands across three industries answers this question. The results show 
respondents have higher purchase intent when exposed to positive news, demonstrating the value of 
public relations relative to advertising. 
  This quantitative research study has the potential to impact the bottom line of the profession as it shows 
that positive news has a greater influence than advertising on purchase intent, a strong argument to shift 
the distribution of investment from advertising to public relations where brands could see a higher return. 
It should drive a shift in thought processes, budget allocation, measurement practices and communication 
channels for marketing and communications departments.  

5. Student, Professional, and Employer Perceptions of Professional Development in 
Public Relations: Testing a Theoretical Framework  
Timothy Penning, Grand Valley State University; John Forde, Mississippi State University; 
Kristie Byrum, Bloomsburg University of Pennsylvania; and Sharee Broussard, Mobile 
County 
  This study applies social cognitive career theory to the perceived value of professional development in 
public relations. Surveys in progress will test attitudes of students, professionals and hiring managers 
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about the Certificate in Public Relations Principles, Accreditation in Public Relations (APR), and 
membership in PRSA’s College of Fellows.  
  Accreditation in Public Relations (APR) has been available since 1964, the College of Fellows was formed 
in 1989, and the Certificate in Public Relations Principles was offered in 2013. However, few students and 
professionals relative to their number have sought these career milestones. This study (in progress) will 
apply theory to determine the motivations and barriers to pursing these designations, as well as the value 
placed on them by employers when hiring.  

6. Enhancing Young Consumers Relational and Behavioral Outcomes: The Impact of CEO 
Activism Authenticity and Value Alignment  
Jie Jin, Renee Mitson, Yufan Sunny Qin, Marc Vielledent, and Linjuan Rita Men, 
University of Florida 
                   **Plank Center Award for Leadership in Public Relations** 
  This study surveyed 373 U.S. consumers on how CEO activism authenticity and consumer value 
alignment (e.g., a match between personal values and a CEO’s stance on a sociopolitical issue) influence 
young consumers’ identification with the CEO’s organization, foster quality consumer relationships with 
the CEO’s organization, and increase purchase intention. 
  This study contributes to theorization of corporate advocacy at the leadership level and adds to the 
growing body of knowledge on CEO activism and leadership communication. The findings provide 
meaningful and practical recommendations to guide CEO activism best practices in an era when 
businesses and leaders are increasingly expected to take the lead on social change (Vredenburg et al., 
2020). 

Session 9  
11:00—Noon 
Ansgar Zerfaß, Presiding 

1. The Impact of Crucibles in Developing  Public Relations Character & Competencies as 
Servant Leaders  
Marlene S. Neill, Baylor University; and Juan Meng, University of Georgia 
  Crucibles are essential in the development of leaders. Crucibles refer to trials and challenges that test 
and mold the character, values and behavior of leaders. Through in-depth interviews with 22 public 
relations leaders, we examined how crucible experiences specifically shaped them to practice servant 
leadership. 
  Crucibles are an essential component of the development of servant leaders. These memories exist in 
the form of narratives they have created following critical reflection about the experiences that capture 
essential details about the experience, lessons learned and positive outcomes such as virtues, character 
and beliefs about how to lead.  By studying narratives, we are able to understand the experiences that 
shaped their leaders and their core values.  

2. What did Texas-Based Companies do When the Country was Watching for their 
Response to the Texas Abortion Law?  
Eve Heffron, Alexis Bajalia Fitzsimmons, Yufan Sunny Qin, Francis Akanbi, and Marcia 
DiStaso, University of Florida 
  A content analysis of the 95 Fortune 500 companies based in Texas explored how companies and their 
CEOs handled the two months after the US Supreme Court upheld the law. We analyzed their social media 
use in September and October 2021 to see how Texas-based companies and CEOs used their platforms. 
  Staying silent on social issues is no longer an accepted behavior in society, especially when the issue 
directly impacts a company’s employees. Therefore, better understanding the different ways in which 95 
Fortune 500 companies spoke out or stayed silent on a controversial issue in their home state, affecting 
about half of their workers, will help communication professionals guide their future CSA engagement.  
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3. Leadership Communication Styles, Employee Satisfaction, and the Moderating Effects 
of Remote Work   
Renee Mitson, University of Florida; Hao Xu, University of Minnesota; and Jay 
Hmielowski, University of Florida 
  This study surveyed 500 U.S. office workers on their perceptions of their organization's leadership 
communication styles and their subsequent employee satisfaction. This study also asked the number of 
days participants worked remotely per week to propose remote work as a moderating variable through 
which leadership communication styles impact employee satisfaction. 
  Covid-19 accelerated pre-existing trends of remote or “flexible” working arrangements, and now more 
employees than ever are working at least somewhat remotely. Leadership communication styles are a 
strategic form of communication that leaders can utilize to communicate with subordinates to yield pro-
organizational outcomes. However, little is known about how leadership communication styles are 
perceived by employees working off-site. This study provides best practices to help leaders navigate an 
increasingly remote workforce and maintain communication efficacy.  

4. Channeling Engagement into Activism: The Role of Empowerment in Asian Americans' 
Social Media Use in Combating Anti-Asian Discrimination during COVID-19  
Zifei Fay Chen, University of San Francisco; Rouyu Sun, and Weiting Tao, University of 
Miami 
             **Boston University Award for the Top Paper about Public Relations  

                                         and the Social and Emerging Media** 
  In the face of the uptick of anti-Asian discrimination, racism, and hate incidents since the COVID-19 
outbreak, this study examines if and how Asian Americans’ various forms of social media engagement 
activities could lead to their offline collective action in combating anti-Asian discrimination and racism, as 
well as improved mental well-being. 
  This study provides practical implications for organizations to better understand Asian Americans as fast-
growing publics in the US. Organizations may create different types of social media content to facilitate 
different forms of engagement (consuming vs. contributing), leading to different paths of empowerment 
(intrapersonal vs. interactional) that could contribute to Asian Americans’ offline collective action and 
mental well-being.  

5. Having the Courage to Be Disliked: Exploring Communication Strategies to Enhance 
Authenticity in Corporate Social Advocacy  
Ejae Lee, Indiana University 
      **University of Miami School of Communication Top Student Paper Award** 
  This study investigates how differences in publics’ perceptions about authentic advocacy messages affect 
behavioral changes in pro-company support and prosocial support when an organization openly, 
transparently, and proactively communicates its risk of taking a public position on a contentious social 
issue.  
  The findings of this study could suggest PR practical insights: which stakeholders will be most influenced 
by advocacy actions, how they will be influenced, to what degree, and with which social issue. The results 
from this research expect to help professionals develop criteria for evaluating advocacy programs to 
strengthen a company’s strategic choices and validate the values that the company believes it ought to 
promote and advance for societal improvement. 

6. Military Coup Attempt in Turkey: A Political PR Battle Amid an International Crisis  
Sofiya Tarasevich, Valdosta State University 
  The study compares the American and the Turkish political PR messaging strategies following the military 
coup attempt in Turkey and their agenda-building capacities. The results indicate that U.S. diplomatic PR 
strategy had a larger agenda-building impact on media coverage, with electronic PR messages being more 
effective than traditional ones. 
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  The study informs the practice of political and diplomatic public relations practitioners by providing 
empirical evidence illustrating the growing effectiveness and agenda-building capacity of electronic 
political PR messaging strategies (compared to traditional ones). In addition, it illustrates that diplomatic 
PR strategies are more efficient when applied toward the media systems from a similar cultural and 
political environment. 

 

LUNCH BREAK   Noon to 1:30 p.m. 

Session 10  
1:30—2:30 p.m. 
Stacey Smith, Presiding 

1. Did it Make a Difference? The Influence of Pre-Existing CSR on Post-Crisis Attitudes  
Tyler G. Page and Carolyn Lim, University of Connecticut 
  An experiment assesses how pre-existing CSR programs influence the effects of crisis on reputation. 
Results indicate that perceptions of CSR before a crisis have a large, statistically significant effect on post-
crisis reputation. Perceptions of organizational virtuousness explain the majority of this effect, though 
pre-existing CSR also reduces perceived crisis offensiveness. 
  This research examines the value of pre-existing CSR programs in protecting organizational reputation 
following a crisis. Using an experiment, the research finds having a positive perceived CSR before a crisis 
will substantially improve an organization’s perceived virtuousness during a crisis, and thereby provide 
protection for an organization’s reputation. In a world where many organizations experience crisis 
situations, this research suggests that professionals should implement CSR programs to protect their 
clients against future crises. 

2. Military CSR in the Eyes of the Beholder: Civilian Identification of Corporate Social 
Responsibility in Military Missions  
Adagray A. Willis, Mack Jamieson, Kassandra E. Collins, U.S. Navy; and Pedro Caballero, 
U.S. Marine Corps 
  This study conceptualizes and measures military hard power as corporate ability and soft power as 
corporate social responsibility. Building on legitimacy theory, our experiment strengthens bonds between 
PR and public diplomacy. In doing so, we propose the value of CSR-focused missions to strengthen 
military-domestic public OPR. 
  This study seeks to establish empirical connections between public diplomacy and PR constructs to 
expand conceptual links for new avenues in PR research. Through a legitimacy theory-based experiment, a 
research team of practicing military public affairs officers measures the perception of corporate social 
responsibility as soft power and corporate ability as hard power. This study strengthens the transferability 
of PR concepts within the field of public diplomacy.  

3. Counting the Costs and Reaping the Dividends: Examining CEO Activism Outcomes in 
Ghana.  
Eric Kwame Adae, Kelly E. Bruhn, and Jennifer G. Konfrst, Drake University 
  This qualitative study involved interviews with 24 Ghanaian CEO activists. Data analysis followed the 
hermeneutic phenomenological method. Findings offer a typology of three CEO activism outcome classes; 
inform campaign goal-setting, risk management, and illuminate campaign outcomes, while contributing to 
CSA, PR for social responsibility, and Afrocentric sustainability philosophies of sustainability.  
  Findings contribute to CSA literature and internationalize CEO activism research, which currently displays 
a Western cultural and a modernist ideological bias, and a gender-blind spot. Findings indicate campaign 
goals-setting areas for PR practitioners; inform campaign risk management strategies; and enable activist 
CEOs pinpoint outcomes of their social resistance efforts. This study contributes to discussions on PR for 
social responsibility; Ubuntuism, Consciencism, Negritude, Harambee, and similar Afrocentric 
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philosophies of sustainability; and responsible management in developing societies.  

4. The Reputation Research Network—A 10-year Comparison of PR to Business Journals  
Devin T. Knighton, Christopher E. Wilson, Alycia Burnett, Ashton Hatch, and Breena 
Seeman, Brigham Young University 
  This paper examines 200 articles on corporate reputation from the last 10 years. The result is a network 
analysis of the citations and a content analysis of the research streams, showing the most influential 
authors, arguments, and articles in the public relations and business academic journals.  
  This study aims to spark new research in the area of corporate reputation, which is needed now more 
than ever in a world facing continued upheaval from the effects of a pandemic, political polarization, and 
social change. It uncovers the clusters of academic research on reputation and the gaps that need to be 
filled to address current challenges. The paper also includes implications for communications and 
corporate executives who seek to understand reputation.  

5. Selling Public Relations: A Case Study of An In-House PR Podcast  
Robert Byrd and Kim Marks Malone, University of Memphis 
  This case study examines the role of in-house podcasts as a branding tool for small- to medium-sized PR 
firms. We examined Obsidian Public Relations and its podcast Off the Rock, On the Record to better 
understand their motivations for producing the podcast and its use to increase their brand awareness.  
  Fifty-five percent of the U.S. population has listened to a podcast, up from 51% in 2019 and this increase 
in listeners is leading to advertisers allocating a larger budget to the audio platform. The in-house podcast 
is a tool to give listeners meaningful and insightful information about the world of PR but can also be a 
valuable tool in the overall brand management for agencies to demonstrate the expertise of its 
practitioners and its credibility.  

6. College to Career: Using the Higher Education Experience to Launch Young Women 
into Pursuit of Public Relations Leadership 
Katie Olsen and Danielle LaGree, Kansas State University 
  Interviews with 31 women working in public relations explored participants’ activities and behaviors 
during their undergraduate years and how those impacted their first five years of employment. Findings 
reveal how college professors and industry professionals can support and encourage young women as 
they develop their career trajectories that lead to upper-level advancement. 
  This research presents an opportunity for the PR industry to understand how perceptions of the field are 
shaped during the undergraduate years, which in turn can offer a framework for empowering young 
women to self-manage their career paths, ultimately helping to close the leadership gender gap.  
Additionally, organizations that employ young women in public relations and position them for success 
early on could experience more engaged employees and increased loyalty and retention. 

Session 11  

2:45—3:45 p.m. 
Holger Sievert, Presiding 

1. Gender Equality in Public Relations and Communication: A Comprehensive Study 
Bridging the Knowledge between North and South America  
Karen A. Robayo-Sanchez, Juan Meng, University of Georgia; Ana Maria Suarez 
Monsalve, University of Medellin 
                             **International ABEJRE Award** 
  Our research provides a comprehensive picture of the current reality of gender equality towards the 
practice of communication and public relations in America. We performed comparative analyses between 
countries to identify how practitioners perceive the progress, the level of awareness, causes and change 
leaders in gender inequality. 
  This will be the first study analyzing data from most countries in North America and South America, 
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concerning major aspects of gender equality in communication and public relations. It will provide current 
knowledge of gender equality in today’s communication profession in this important geographic region 
with rich and diverse cultural and historical backgrounds. Results from this study will provide valuable 
insights on this important topic and ignite future collaborations across borders. 

2. How Diverse Publics' Perceptions of Health Information Channel Credibility and 
COVID-19 Risk Impacted Their Preventive Behavioral Intention: Insights from a U.S. 
National Survey  
Sung In Choi, Yan Jin, University of Georgia; Chiara Valentini, Mark Badham, Jyväskylä 
University; and Sungsu Kim, Kookmin University 
  Using an online survey of a representative U.S. adult sample, this study revealed how publics perceived 
COVID-19 risk and credibility of information channels differently, which further predicted intention to 
follow health authority’s recommendations as moderated by age, gender and race/ethnicity. Implications 
on optimizing risk information dissemination effectiveness are discussed. 
  As suggesting the diverse perceptual map of both channel credibility and risk assessment according to 
sociodemographic factors among U.S. adults, our study contributes to advancing health risk theory and 
practice by providing insights and evidence-based recommendations for improving communication 
effectiveness in the context of health crisis situations. For example, males and females aged 18-34 
perceived social media channels as more credible than others, which was found to be linked to their 
lessened COVID-19 risk perception. 

3. Promoting environmental responsibility: A big data examination of corporate digital 
communication on UN Sustainable Development Goals themes  
Denise Bortree, Nahyun Kim, Nicholas Eng, Frank Dardis, Adrienne Darrah, Pennsylvania 
State University; Michail Vafeiadis, Auburn University; and Jason Freeman, Brigham 
Young University 
  A big data analysis of 18,905 environmental tweets by 2019 Fortune 100 companies identified the most 
common environmental topics and characteristics of tweets that map to UN Sustainability Development 
Goals. Using legitimacy theory, the study finds higher revenue and stronger CSR/Sustainability reputation 
predicts engagement on environmental content, although the two dimensions have an inverse 
relationship. 
  Sustainability and environmental protection are critical areas of communication for large corporations. 
Stakeholders expect companies to engage on these topics in a meaningful way. Findings from this study 
provide insights into how corporations are communicating about environmental topics and how 
characteristics of the topics lead to greater dissemination of ideas. The study has practical significance for 
large companies that want to engage in a more effective way.  

4. Does looking responsible mean the company is less profitable? The effects of CSR 
messages on the intention to buy stocks in retail-trading apps   
Aziz A Muqaddam, University of San Diego; and Samuel M. Tham, Colorado State 
University 
  This is an experimental study aiming to investigate if a company’s CSR messages (of two types: 
environmental and philanthropic) affects people’s intention to buy stocks from this company. We argue 
that this effect will be mediated by perceived profitability, and moderated by the corporate-cause fit, and 
the audience-cause identification.     
  This paper is aimed to draw the attention of PR specialists into the link between CSR and performance of 
the stock in trading apps. There is a growing population of retail traders, who rely on messages they 
consume from social media(from commercial and individual accounts) to make investment decisions.  
Those investment decisions can be based on feeling affinity towards a brand, but is also based on 
perceived profitability. Striking this balance is what we should strive for when designing CSR campaigns 
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5. An Identity Approach to Examine the Boomerang Effects of Online Negative 
Comments in Corporate Social Advocacy (CSA) Communication  
Liang Lindsay Ma, Texas Christian University, and Mu He, University of Miami 
  Using a social identity framework, this experiment examines the possible boomerang effects of online 
negative comments against a company’s social advocacy (CSA) communication. The negative comments 
from opposers may boost supporters’ positive responses to CSA, especially when the issue addressed in 
CSA is highly silent to the supporters’ self-identity.  
  The dissenting voices from opposing stakeholders make companies hesitate to engage in CSA. However, 
our study suggests those voices are not necessarily bad news to companies. By revealing the positive 
implications of those dissenting voices on social media, our study enhances PR professionals’ 
understanding of the multifaceted effects of CSA communication. Its results make a convincing case for 
companies to engage in issue advocacy on social media to stimulate civic discussions and promote social 
change.  

6. Corporate Strategy in PR: What CCOs Think of It  
Christopher E.  Wilson and Kenneth D. Plowman, Brigham Young University 
  Strategy in public relations is an area of thought and study that has received little examination in 
academic research as far as high-level institutional or corporate communication strategy.  This study 
interviewed over 20 chief communication officers to see what major areas of this corporate strategy they 
practiced in their careers.  
  As part of corporate strategy, it should include the practical planning aspect of strategy for practitioners, 
as well as the behavior changes that comes from implementing the new strategy (Heath, 2013). In 
addition, since the higher level of strategy that senior practitioners and CCOs conduct every day, it is 
invaluable to the field of PR to extend these methods to excellent PR and contributions to general 
organizational and communications effectiveness.  

Session 12  

4:00—5:00 p.m. 
Brian Smith, Presiding 

1. Message Strategies Used by Mental Health Advocacy Groups on Twitter to during the 
COVID-19 Pandemic  
Sushma Kumble, Towson University; Weiru Wang, Florida International University; 
Pratiti Diddi, Lamar University; and Margaret Whitescarver, Towson University 
  Using a content analysis approach, our study examined how mental health advocacy groups 
communicated about their organization, the mental illness, and destigmatized mental illness during the 
COVID-19 pandemic. Results from a random sample of tweets (N = 2095) indicate that 11.14% of the 
tweets contained de-stigmatization messages.  
  The present study extends the use of organizations use of Twitter to mental health advocacy group. First, 
the study identified the de-stigmatization strategies used by the six different groups. The results indicate 
that over 50% of the tweets contained organization related message strategies (information, community, 
and action). These results imply that while it is important to engage in the mission and the vision of the 
organization, for health advocacy groups, promoting health messages are also equally important.  

2. I'll be right there with you to help you: How TikTok health/fitness creators use PR 
strategies to engage with followers  
Isabella Catelan Miragaia Dias and Lina Gomez-Vasquez, University of Tampa 
  This paper investigates how fitness/health TikTok creators combine authenticity and PR strategies to 
connect with publics. Through a quantitative content analysis, 180 videos were examined. Results indicate 
that these creators can leverage to create content experiences for building genuine relationships that 
include dialogue and engagement strategies and educational themes. 
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  TikTok represents a new way for creators to build their brands and interact with followers, allowing PR 
professionals to learn how creators use different strategies and content themes on TikTok to develop 
authentic brand narratives. Our research contributes to identifying insights into PR strategies, authenticity 
traits, and features used by health/fitness creators that can impact how PR professionals develop 
messages in emergent social media platforms like TikTok for connecting with audiences.    

3. Factors Predicting the Use of Artificial Intelligence Technology by Public Relations 
Professionals  
Cameron Gagne, Elizabeth Barnes, and Hesham Mesbah, Rollins College 
  As the PR industry presents opportunities for automation and relies on creative content and strategy, it 
is unclear how artificial intelligence (AI) influences PR. The purpose of this study is to investigate the 
awareness and attitudes of PR professionals towards AI and assess their current reliance on it in their 
workspaces. 
  Understanding the awareness, uses, and attitudes of PR practitioners towards Artificial Intelligence (AI) 
will inform technology development and indicate roadblocks to potential adoption. Identifying the factors 
that explain adoption of this technology, such as tech-savviness, innovativeness, perception of ease of 
use, and perception of benefits helps identify future trends in the field and determine ideal job 
candidates. This survey research promises both theoretical and practical benefits by exploring this novelty 
area and applying the model of technology adoption to the practice of PR. 

4. Exploring the state of CSR from the Perspectives of Public Relations Professionals  
Hyejoon Rim, University of Minnesota; Moonhee Cho, University of Tennessee; Katie 
Haejung Kim, University of Minnesota; and Betsy Anderson, Bethel University 
  This study explores how recent civic movements and the global health crisis have shaped institutional 
pressures and how they influence the philosophical and managerial approaches of CSR. The study also 
examines the role of public relations in the process of CSR. The semi-structured interviews are conducted 
with public relations professionals of large U.S. corporations. 
  This study aims to embrace public relations professional perspectives in rethinking and redefining CSR in 
the midst of the pandemic and amid recent civic movements. Findings will help understand the dynamics 
emerging from institutional pressures and the role of public relations in the process and decision-making 
in CSR practices. The study also contributes to the profession to establish strategies that help shift toward 
more authentic CSR by identifying opportunities and challenges that could undermine the effectiveness of 
CSR. 

5. Aging Latinx adults on social media: Opportunities in messaging about Alzheimer’s   
Jennifer Vardeman, Mirna Arroyo-Miranda, and Natasha Saad, University of Houston 
  This study examines how campaigns for Alzheimer’s disease education among Latinx communities are 
utilizing social media engagement strategies. The qualitative content analysis demonstrates that new 
communication channels can be employed to educate about this debilitating disease. This study will 
inform the development of telenovelas on social media for multigenerational Latinx communities.  
  This study is supported by a National Institute of Aging grant. To educate this public, these data will 
inform the development of telenovelas about dementia for social media distribution to multigenerational 
Latinx communities. Data will also be useful by risk communication strategists and producers to consider 
how to bridge multiple, related groups around involving topics on social media.  

6. Advocacy, corporate activism and social care: Audience perceptions of authenticity in 
George Floyd protest support messages  
Melissa Adams, and Melanie Formetin, Appalachian State University 
  Initial results of a qualitative study of authenticity in corporate social media messages supporting the 
June 2020 George Floyd protests indicate that audiences perceive them as digital advocacy and believe 
companies should engage in such activism. However, participants question the companies ’authenticity 
and intent to follow through on stated values.  
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  This study builds on recent research arguing that social media audiences largely expect corporations to 
communicate their values and engage in digital activism to support social movements and demonstrate 
social care. Despite these positive perceptions of corporate activism, the authenticity of such efforts is still 
in question. This suggests that, to be viewed as credible, public relations professionals should strive to 
both communicate and illustrate their continued efforts to advocate for social change.  

 

IPRRC 25th Anniversary Social 6:00—8:00 p.m. 
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SATURDAY, March 5, 2022 

Breakfast 7:00—8:00 a.m. 

Session #13  
8:30–9:30 a.m. 
Vilma Luoma-aho, Presiding  

1. Ethical dilemmas in digital communication: An empirical investigation of ethical 
decision-making processes  
Jeanne Link, University of Leipzig 
                 **Baylor University Department of Journalism, Public Relations &  

                                      New Media Top Ethics Paper Award** 
  The paper discusses how communication practitioners deal with new ethical dilemmas in the field of 
digital communication. Referring to moral psychology, dealing with dilemmas is modelled as a cognitive 
decision-making process. The results of an online survey reveal how communication practitioners assess 
new ethical problems when economical, legal and moral expectations conflict.  
  The paper offers theoretical and practical starting points for the professional debate on ethical dilemma 
situations. A framework on the ethical decision-making process is presented that enables communication 
practitioners to reflect on typical dilemma situations. For communication leaders, in turn, the findings 
provide insights on how to empower their employees to act in desirable ways. The results also point to a 
great need to act on the part of organizations who are not offering enough guidance for their members.  

2. Why and How Do People Engage? Interactivity in AI-Powered Mental Health Chatbots  
Hua Jiang, Syracuse University; Yang (Alice) Cheng, North Carolina State University; and 
Jeongwon Yang, Syracuse University 
  This study explored the way interactivity in AI-powered mental health chatbots was related to users’ 
perceived quality chatbot communication, their social media engagement and supportive behaviors 
toward chatbot service providers. The results of an online survey (N=1,178) supported all our proposed 
hypotheses. Both theoretical and practical implications were generated.  
  This study explored the central role of interactivity in AI-powered mental health chatbot communication. 
It suggested implications for theorizing strategic chatbot communication. It also generated practical 
ramifications for healthcare providers to strategically use chatbot apps for cultivating relationships with 
their stakeholders and accomplishing other outcomes including and beyond the bottom line. It answered 
the call for more practical guidance for using AI in public relations and strategic communication.  

3. Insights from PR Leaders: Navigating Obstacles, Leveraging Opportunities, and Leading 
Teams to Capitalize on Data and Analytics  
Julie O'Neil, Texas Christian University; Emily Kinsey, West Texas A&M University; and 
Michelle Ewing, Bowling Green State University 
  Researchers interviewed senior public relations practitioners who work in research and data analytics to 
discern their perceptions and usage of data and digital analytics. Practitioners discussed opportunities and 
challenges of working with data and described how they are creating an environment to foster discovery 
and innovation. 
  Technology and the explosion of data continue to transform public relations practice. Researchers 
conducted in-depth interviews with public relations practitioners to examine the current state, as well as 
the predicted future, of data and analytics in public relations. Results of this study will be of value to 
current practitioners who seek to improve their data competency. Public relations educators who teach 
research and data analytics may also learn new trends that could inform their teaching approaches. 
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4. Re-examining the Social Media Channel Effect in Crisis Communication  
W. Timothy Coombs and Sherry J. Holladay, Texas A&M University 
  This study controlled for crisis type in order to re-evaluate one of the early indicators of a channel effect 
in crisis communication.  The results suggest the original study found a crisis type not a channel effect.  
The results have implications for crisis communication research and the practice. 
  There is a presumption in the crisis communication research that there is a strong channel effect the 
channel significantly alters how people interpret the crisis message.  However, closer examination of the 
research indicates the advice professionals can draw from the channel research is overstated.  This study 
re-tests an early study used to justify a channel effect and finds there is no channel effect suggesting a 
need to reconsider the channel advice. 

5. The Boundary of Bolstering Strategies: Examining How Bolstering Messages Switch the 
Effectiveness of Bolstering Strategies  
Dongqing Xu, University of Miami 
  The bolstering strategy has been considered an effective secondary strategy to replenish primary 
strategies in a brand crisis. Based on a qualitative examination of the potential boundaries of the 
bolstering strategy, this study aims to examine whether two features of bolstering message design will 
change the effectiveness of employing such strategies. 
  The findings will suggest the possible boundary of bolstering strategies. Such findings will provide 
concrete suggestions for crisis communication practitioners regarding the crisis response message design. 
Despite the well-recognized effectiveness of bolstering strategies, the findings will remind the crisis 
communicators to pay attention to the proportion of content and relevance. Such practical suggestions 
will be beneficial for real-life crisis communication practice. 

6. Is that CSA or CSR? Understanding Gen Z Consumer Expectations and Evaluations of 
Companies Level of Engagement with Social-Political Issues  
Holly Overton, Pennsylvania State University; Joon Kyoung Kim, University of Rhode 
Island; and Carrie Sipes, Shippensburg University 
  This study examines Gen Z consumer expectations and evaluations of companies’ CSA efforts through a 2 
(level of issue controversy) x 2 (degree of company stance) x 2 (company-issue fit) experimental design. 
Results help companies navigate demands for social change and clarify how CSA is defined in research and 
practice. 
  This study aims to offer significant implications for the profession, specifically regarding how companies 
can effectively navigate Gen Z’s demands for social change and what messages companies should 
communicate about their stances on social issues. It also offers implications for how companies can 
recruit and retain Gen Z job seekers. This study also aims to contribute to continued efforts to clarify how 
CSA is defined in research and in practice. 

Session 14  
9:45–10:45 a.m. 
Marcia DiStaso, Presiding 

1. Tweeting a Pandemic:  Communicating year two of #COVID19 across the globe  
Jeanine P.D. Guidry, Nicole O’Donnell, Virginia Commonwealth University; Shana 
Meganck, James Madison University; Alessandro Lovari, University of Cagliari; Carrie 
Miller, Aloni Hill, Vivian Medina-Messner, and Marcus Messner, Virginia Commonwealth 
University 
  This study, a follow-up to a 2020 one, analyzes tweets by public health departments of 12 nations on six 
continents during the second year of the COVID-19 pandemic. A content analysis of 1200 tweets/year 
focuses on differences in topics and engagements both between nations and between years of the 
pandemic. 
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  With the ongoing, global COVID-19 pandemic and the often-problematic communication campaign 
results focused on COVID and the COVID vaccines, learning more about what worked well and what did 
not work well in the public relations and public health practice worldwide. Results of this study will help 
provide insights for future pandemic and other infectious disease related communication campaigns, as 
well as hands-on action guidelines for those working in the field. 

2. Excellence and situational adaptation within COVID-19-related Corporate Crisis 
Communication First Results of a Qualitative Interview Study among Corporate 
Communicators in Germany and the U.S.  
Holger Sievert and Florian Meissner, Macromedia University 
  The COVID-19 situation includes also significant challenges for corporate crisis communication. This 
paper analyzes this situation by realizing ten semi-structured qualitative interviews with high-level 
communication professionals â€“ five in Germany and five in the U.S. These interviews are based on two 
prominent theories: Situational Crisis Communication Theory (SCCT) and Excellence Theory. 
  With this study, we expect findings which impact the profession in public relations due to the knowledge 
gained not only on the COVID-19 crisis communication cases and interviews, but especially on the 
necessary confirmation and changes linked to the two chosen theories. All in all, as our study will 
demonstrate, the combination of a modified SCCT and a really applied Excellence Theory can be a 
powerful tool to improve crisis preparedness and response. 

3. Testing Contingent Relationships between Multinational Companies and Consumers: 
Analyzing Tesla’s Crisis Communication in Mainland China  
Yang Alice Cheng, North Carolina State University; Xintong Bai, Nanjing Normal 
University; and Weikai Jin, Northeastern University 
  Based on scholarship from crisis communication and public relations, this study explores how three 
categories of contingency factors, such as predisposing, situational, and proscriptive elements affect 
relationships in crises. A case study on Tesla’s crisis in mainland China was analyzed to examine the 
contingent organization-public relationships (COPR) and its predecessors.  
  This study provides practical implications for crisis managers who work for multinational companies. In 
the post-truth era, not only in China, but also in other countries of the world, the public distrust toward 
public institutions has increased significantly. Results showed how prior history, organizational culture, 
public power, as well as other contingency factors might influence stances and relationships. Particularly, 
the unique cultural norms in China play a significant role. Last not but least, it also provides a strategic 
tool to assess organization-public relationships longitudinally.  

4. The Role of Symmetrical Communication in Addressing Racism through Perceptual and 
Behavioral Outcomes   
Lan Ni, Yan Huang, and Weidong Shi, University of Houston 
  This project identified the mechanism of symmetrical communication in mitigating race-related hate 
speech. Survey results identified the antecedent to and the relationship of symmetrical communication 
with perceptual outcomes (perceived connection with, warmth of, and dehumanization of racially diverse 
others) and behavioral outcomes (disapproval of hate speech).  
  This project examined the crucial role of public relations in addressing broader social and cultural issues 
such as racism. Through the theory-driven, empirically tested mechanism to mitigate race-related hate 
speech, it helps public relations practitioners and social movement organizations to better address racism 
at the community level. It identified important intercultural competency factor that facilitated the 
communication efforts in improving individuals’ perceptions of others as equal individuals and worthy 
human beings, despite different racial identities.  



-29- 

5. Sexual harassment at Google and Microsoft: An insight into stakeholder perceptions 
online  
Roxana Maiorescu-Murphy, Emerson College 
  This study contributes to the literature on crisis communication and diversity by providing an insight into 
external stakeholder perceptions of two corporate scandals related to sexual harassment. The field 
currently lacks studies on crises that trigger moral outrage in general and with respect to sexual 
harassment in particular.  
  The findings imply that stakeholder moral outrage stems predominantly from the controllability of sexual 
harassment scandals as they regard the latter as preventable. Activism, the primary feature of social 
media, plays a primary role in online discussions on sexual harassment as users demand additional and 
immediate corrective action. However, activism dwindles in light of discussions around corporate 
leadership that has gained a reputation for addressing important societal issues.  

6. Crisis Management 4.0: An Unheard-of Model for Practitioners  
Stephane Prud'homme, Credibility Institute and University of Montreal; Lucie-Anne 
Fabien, Metaconscience Inc.; Luciano, Luffarelli, IULM University 
  The question “between robots and big data, what’s left for humans?” is the new concern in all industries. 
Companies nowadays operate in a high-speed environment where the rapid spread of information, 
rumors, and fake news on social media increases the risk of major organizational crises. To face this new 
reality, business managers must adopt new crisis management tactics, new tech tools, and adapt very 
quickly to any eventuality to protect the reputation of their organization. 
  The purpose of this research is to explain the evolution of crisis management and to propose an 
unheard-of model for managing corporate crises with new tangible tools for communicators, combined 
with recent findings in artificial intelligence. Managers will also find decision-making tools inspired by best 
practices in High Reliability Organizations (HROs) to modify lifestyles of individuals by managing their 
stress and attention levels with mindfulness and business continuity. 

Session 15  
11:00—Noon 
Julie O’Neil, Presiding 

1. Exploring the Use of Storytelling in Communicating Corporate Social Responsibility: 
The Case of Vodafone Ghana  
Delight Agboada, University of Maryland 
  Using textual analysis, I explored how Vodafone Ghana uses storytelling in communicating its corporate 
social responsibility initiative, Vodafone Healthline. The study found that Vodafone co-creates a medical 
documentary with its publics and frames the show around Vodafone’s altruism, Ghana’s medical system, 
and the need to prioritize health. 
  This study contributes to PR research by providing relevant insight into how organizations use 
storytelling to communicate CSR initiatives. Theoretically, it serves as a starting point for discussions on 
storytelling's role in shaping an organization’s image. In practice, this initial rendering of the contribution 
of storytelling to CSR goals’ will inform corporations on the importance of strategically constructing 
narratives through storytelling. Finally, this study confirms that storytelling is a strategic tool for 
communicating CSR.   

2. Beyond Sentiment Analysis, to Machine Learning, Natural Language Processing, and 
Analytics Software-Driven Insights: Assessing the Current State, and Near-term Future, 
of Artificial Intelligence on Public Relations Measurement and Evaluation Practice 
Nathan Gilkerson, Marquette University; and Rebecca Swensen, University of Minnesota 
  Along with a content analysis and typology of the AI-based services currently promoted on PR 
measurement and evaluation (M&E) vendor web sites, this paper reports the findings of numerous in-
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depth interviews with M&E industry specialists, assessing the actual current implementations and 
projected next steps for AI application within public relations. 
  Recent scholarship has pointed to artificial intelligence (AI) and machine learning as likely to trigger a 
strategic disruption and revolution within the field of public relations. Media analytics consultants and 
specialty vendors offering communication measurement and evaluation (M&E) services are utilizing 
cutting edge AI-based products, but relatively little is known among most PR educators and generalist PR 
practitioners about what these services are, or how they work. This research aims to assess the current 
state of AI within public relations M&E, and point to what’s on the horizon. 

3. Linking Environmental CSR and Employees' Green Behavior: Mediating Roles of 
Communal Relationship and Employee Empowerment  
Enzhu Dong and Ruoyu Sun, University of Miami 
                      **Institute for Public Relations W. Ward White Awards  

                               for Top Three Papers of Practical Significance** 
  This study aims to examine how environmental CSR drives employees’ workplace green behavior 
through the mediation effects of communal relationship and employee empowerment. The conceptual 
model will be tested through an online survey among 400 full-time employees who are working in various 
industries in the U.S.  
  This study bridges environmental CSR to employees' workplace green behavior to examine how the 
altruistic corporate performance (i.e., environmental CSR) affects the individual's behavior in the 
workplace (i.e., employees' green behavior). By considering the mediating effects of communal 
relationship and employee empowerment, this study will contribute to the discipline of public relations, 
through investigating how a good quality of employee-organization relationship and employees' 
empowered psychology play roles between environmental CSR and employees' green behaviors.  

4. Are We Legit? Measuring Perceptions of Organizational, Issue, and Actional Legitimacy 
Across CSR Partnership Types  
Holly Overton, Pennsylvania State University; Virginia Harrison, Clemson University; 
Nicholas Eng, Pennsylvania State University; Joon Kyoung Kim, University of Rhode 
Island 
                      **Institute for Public Relations W. Ward White Awards  

                             for Top Three Papers of Practical Significance** 
  This study examines how CSR partnerships (company-company, company-nonprofit, and sports-
governing body) influence different types of CSR legitimacy: organizational, issue, and actional legitimacy. 
Results indicate that CSR partnership types affect perceptions of organizational and actional legitimacy via 
motives and that sport-governing body partnerships are seen as less legitimate than other partnerships. 
  Study results provide meaningful insights for practice, specifically with regard to what partnership types 
are seen as the most legitimate. Sport-governance partnerships are not seen as legitimate as other 
partnership types, which raises questions about sport CSR. This study also underscores the importance of 
highlighting the altruistic nature of the partnership’s CSR efforts in communication with stakeholders. The 
newly developed scale for actional legitimacy offers a step toward finding a tool for measuring 
organizations’ actions.  

5. The role of strategic issues management in public diplomacy soft-power networks 
Emily King Kinsey and Burton St. John, University of Colorado, Boulder 
  This paper argues that strategic issues management (SIM) is a public relations theory that informs and 
guides public diplomacy. This paper investigates the literature and uses a case study to explore how public 
diplomacy integrates SIM pillars in a civil society soft power network to guide foreign policy decision 
making. 
  As corporations, non-government organizations and government organizations participate in soft power 
networks, these groups join in conversations that guide foreign policy priorities and decisions. Through 
looking at a case study of how online corporate and diplomatic messages developed around COP26, we 
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can better understand how organizations participate in a soft power network that can shape U.S. climate 
change policies. It is important for public relations professionals to understand how issues management 
can inform foreign policy. 

6. Key to Excellent CSR Communication: The Shared Meaning of CSR  
Yangzhi (Nicole) Jiang and Seonwoo Kim, Louisiana State University 
  Grounded in CSR communication and the engagement literature, this study explores the significance of 
the shared meaning of CSR between organizations and the public. Specifically, it examines how the shared 
meaning of CSR is created and how it, in turn, leads to CSR engagement and enhances organization-public 
relationship (OPR). As the precursor of shared meaning research, this study proposes two types of shared 
meaning and their intertwined relationship with different levels of CSR engagement. 
  This study aims to examine the importance of shared meaning construction in CSR communication. 
There is little theoretical explication of shared meaning, especially from the communication perspective. 
Furthermore, the ambiguity of shared meaning confuses practitioners in their daily work. Thus, it is 
necessary to provide a clear definition of shared meaning and empirical evidence to support the 
importance of shared meaning construction in effective CSR communication.  

LUNCH BREAK   Noon to 1:30 p.m. 

Session 16  
1:30—2:30 p.m. 
Dean Kruckeberg, Presiding 

1. One Minute and Forty-Three Seconds: The News Framing of Tom Brady's Shortened 
Postgame Press Conference  
Elizabeth Cox, University of Oklahoma 
  Although common, there is a literature gap on sports’ use of the postgame press conference (PGPC). 
With the recent athlete backlash about the tactic, a deeper understanding is necessary. A content analysis 
identifies the news frames used following a shortened PGPC from Tom Brady to improve that 
understanding. 
  Professional athletes have publicly criticized the postgame press conferences (PGPC) required by their 
sports organizations. Professional tennis player Naomi Osaka opened a dialogue about the tactic when 
she shared the conferences' strain on her mental health. With this recent public discourse, academic 
research must evaluate its effectiveness in a public relations strategy. By understanding the message 
frames used by news outlets following a PGPC, this study begins to evaluate the tactic and its role. 

2. Artificial Intelligence Adoption: Understanding the Application of Social Bots in 
Emergency Risk Communication   
Yuanwei Lyu, University of Alabama 
  While social bot technology has never stopped advancing, the status quo of the perception and usage of 
social bots in the context of emergency management has not been examined yet. This study fills this gap 
by examining the possible applications of social bots in emergency risk communication. 
  By discussing social bots and identifying their potential application in emergency management, results 
from social network analysis and interviews with emergency management experts will provide empirical 
evidence about the status quo of social bot usage in the United States and offer insights to help 
professionals prepare for social bot adoptions in relevant emergency management situations. 

3. Moving Beyond Words: Exploring Accountability in CSA Research  
Barbara Miller Gaither, Elon University; Seoyeon Kim, University of Alabama; and 
Lucinda Austin, University of North Carolina at Chapel Hill 
  This in-progress study investigates how stakeholder engagement and demonstrable/transparent actions 
communicated through corporate social advocacy (CSA) initiatives affect accountability perceptions that 
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will likely generate favorable outcomes, such as positive organization-public relationships. An 
experimental survey will be conducted with a nationally representative sample of 500 U.S. adults. 
  This study may shed light on the ways corporations may demonstrate accountability for their CSA 
initiatives to engender better understanding of their efforts, including reducing skepticism, generating 
favorable consumer outcomes, and ultimately, build favorable relationships with stakeholders. 
Particularly, the findings are expected to elaborate on how CSA initiatives which invite stakeholders to (a) 
engage in the CSA, and (b) provide the company with feedback lead to successful CSA communication.  

4. Corporate-Government Relations in Africa: The Emerging Public Affairs Industry in 
Kenya  
Dane Kiambi, University of Nebraska-Lincoln, Phillip Arceneaux, Miami University, and 
Guy Golan, Texas Christian University 
  Though public affairs is gaining attention in PR, research on Africa is lacking. This study lessens this gap 
by assessing PA practice in Kenya. In-depth interviews were conducted with 17 senior-level practitioners 
in Nairobi. Data suggest Kenyan PA involves issue, relationship, and reputation management, along with 
risk and crisis communication. 
  This study offers grounded insights on public affairs practice in Kenya. Favorable administrations and a 
growing ICT sector in Kenya spurred organizational needs to influence public policy. The absence of formal 
training, a credible professional body, and perceptions of lobbying and bribery are key challenges that 
could derail its growth if not addressed. Stressing an African perspective, this study offers diverse, 
equitable, and inclusive knowledge to a PR field centered historically in the U.S. and Europe.  

5. Information transparency and human presence in direct-to-consumer genetic testing 
communication  
Nicole M. Lee, Arizona State University; Alan Abitol, University of Dayton; and Matthew 
S. VanDyke, University of Alabama 
  Direct-to-consumer genetic tests require consumers to put a great deal of trust into testing companies 
due to their handling of genetic samples and data. Through a content analysis of customer emails from 
ten companies, we examine two variables that research suggests can increase trust: information 
transparency and human presence. 
  This research examines two variables commonly observed in modern PR practice - transparency and 
human presence. Transparency is important in all contexts, but particularly in health fields, which this 
study addresses. Human presence is particularly important for digital media practitioners and the 
everyday decisions they make in social media management.  

Session 17  

2:45—3:45 p.m. 
Jackie Matthews, Presiding 

1. On the Reciprocate Nature of Active Publics in Divisive Social Issues: Opinion Climate 
and the Road to Stalled Social Conversations  
Imaculada Adolfo, Jeong-Nam Kim, and Hyelim Lee, University of Oklahoma 
  Not much research in communications connected the study of publics’ ethical orientation and counter-
public interaction. This multifactorial analysis on the influence of ethical orientation and STOPS and CAPS 
models on communicative action provides insights into the cycle of social conversations. It suggests 
pathways for practitioners amid social crises. 
  The research scope of public relations is expanding in the era of digitalization. This study adds the 
variables of individual ethical orientation to communicative behavior and attempts to expand on the 
theories of communications in the digitalized world. Understanding public cross interaction and ethical 
orientation influence can help practitioners plan strategically amid crises augmented in the digital arena. 
It provides a unique insight into the dynamics of dialogue for conflict resolution in the media. 
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2. Organizational Listening to Support Diversity, Equity & Inclusion in Public Relations  
Katie R. Place, Quinnipiac University 
  Listening may support DE&I efforts in public relations, as listening embodies a commitment to 
understanding, hearing diverse voices, and openness to multiple narratives. This qualitative study found 
that organizational affinity groups, designated listeners, formal evaluation measures, a grassroots 
organizing lens, and silence support listening for DE&I in public relations.  
  The study’s focus on listening, which promotes respect of all partners engaged in dialogue, commitment 
to understanding shared messages, hearing of diverse voices across multiple contexts, can strengthen the 
bridge between public relations and diversity, equity & inclusion (DE&I) efforts. Findings suggest that 
organizational affinity groups, designated listeners and groups, formal evaluation and reporting measures, 
a grassroots organizing lens, and silence can best support organizational listening for DE&I in the public 
relations industry. 

3. ESG and Its Communication in Organizations in Brazil 
Paulo Nassar and Victor Pereira, University of Sao Paulo and Aberje 
  In order to explore the multiple interfaces of ESG with organizational communication and public 
relations, Aberje held the research and its Communication in Organizations in Brazil. The research 
addresses issues whose objective is to map the communication and corporate practices present in 
companies in Brazil within the scope of the three ESG pillars. 
  It is necessary for organizations to communicate evidence based on verifiable data of sustainable 
performance. And for each audience we speak specifically in a way that is understandable to them, that is, 
sustainability or ESG is not communicated in the same way for all audiences with which a company 
interacts. This is the magnitude of communication: making oneself understood in different realities, 
ensuring that everyone is part of this dialogue 

4. Closing the Gap between You and Me: The Effects of a Diverse Spokesperson and Self-
Construal Level  
Young Eun Park, Sera Choi, and Kimberli Conro, Colorado State University 
  Using self-construal level theory, this study investigates the effects of diverse spokespersons in strategic 
communication. A 3 (race: Black vs. Asian vs. Hispanic) x 2 (self-construal: high vs. low) between-subjects 
randomized experiment will be executed. We expect that messages from a diverse spokesperson with 
priming language generate positive outcomes. 
  Different from the current U.S. population, the profession lacks diverse professionals. Whites are 
overrepresented in the media, including various communication messages. Using priming messages, a 
diverse spokesperson can generate the same positive message outcomes. The study contributes to the 
field of public relations by providing strong justifications for the use of diverse spokespersons/endorsers 
in campaigns. The study advances the body of knowledge by urging scholars to bring more attention to 
diversity and inclusion.   

5. When Controversial Businesses Embrace Dialogic Communication: Insights from Public 
Relations Practitioners in the Oil and Gas Industry  
Ran Ju, Mount Royal University, and Chuqing Dong, Michigan State University 
  This study focuses on the Canadian oil and gas (O&G) industry, a highly controversial industry, to 
examine how dialogic communication is understood, valued, and implemented by public relations 
practitioners. By comparing the convergence and divergence between dialogic scholarship and practice, 
this study offers suggestions for contextualized dialogic strategies.   
  This study provides rich practical implications. First, a contingent approach of dialogic communication is 
recommended. Practitioners should be aware of the challenges faced by the industry and consider 
fulfilling features of dialogic communication depending on specific situations/stakeholders. Second, 
because of the knowledge gap of dialogic communication existing between the industry and practitioners, 
practitioners need to work together to proactively educate the industry about the value of dialogic 
communication to facilitate the practice.  
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Session 18 

4:00–5:00 
Don Stacks, Presiding 

1. How startups cultivate relationships with customers: Effects on customer evaluation, 
engagement, and advocacy  
Yi Grace Ji, Boston University 
  This study examines how startups use relationship cultivation strategies to engage customers and garner 
their support. Results from an online survey with 641 startup customers in China revealed the importance 
of cultivating relationships with customers, which increased customers evaluation and engagement. In 
turn, customers become advocators for the startups. 
  This study offers valuable practical insights for entrepreneurs and public relations professionals on how 
to cultivate abiding and favorable startup-customer relationships that contribute to startups' reputation 
building and endurance. Study results aim to provide strategic guidelines on how to optimize the 
effectiveness of public relations in the startup context to build long-term quality connections and 
relationships with their strategic publics. 

2. Business Models for Communication Departments: A Comprehensive Approach to 
Analyze, Explain and Innovate Communication Management in Organizations 
Ansgar Zerfass and Jeanne Link, Leipzig University 
  The paper introduces a novel framework that can be used to describe, empirically assess, and redesign 
business models for communication units. Business models describe the basic principle of how such a unit 
operates and what resources it uses, what services it provides, how it creates value for an organization, 
and how this value is captured. 
  The framework allows communication leaders and consultants to explain and enhance the value created 
by communication units in organizations that provide a variety of services to different internal clients, 
ranging from monitoring public opinion, content production, and relationship management to coaching 
and advising top management. It has been successfully applied in a pilot project and uses a well-
established concept from management research and practice to help communication professionals 
expand their business acumen. 

3. What Makes an Organization Antifragile to Disinformation? Case European Union 
Rosa-Maria Makela and Vilma Luoma-aho, Jyväskylä University  
  Dealing with disinformation is becoming an increasingly important task for public relations professionals 
globally. Building on antifragile communication and rhizomatic network theory, this paper analyzes the 
recently hard-hit European Union in its fight against disinformation. Findings of expert interviews confirm 
the need of the public relations profession to take on novel “disinformation responsibilities”. 
  Increasing disinformation in society is introducing new responsibilities for the public relations profession. 
In the rhizomatic network nature of the information environment, new disinformation responsibilities 
emerge that enable the organization to become more antifragile. The study reports findings of how 
experts tackle disinformation in the European Union. 
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5:30–6:30 p.m.  
AWARDS CEREMONY 
Don W. Stacks and Board of Directors, Presiding 

NOTE:  Not all awards are given each year 

Arthur W. Page Center Benchmarking Award ($1,000) 

What makes people support you: New approaches to the conceptualization 
and measurement of social legitimacy 
Taeyoung Kim, Loyola University-Chicago, and Sung-Un Yang, Indiana University 

Best Paper on the 25th IPRRC Theme ($1,000) 

Proving the value of PR: Does PR or advertising lead to greater purchase 
intent? 
Angela Dwyer, Kyle Stamper, and  Ebin Joby, Lippe Taylor 

Baylor University Department of Journalism, Public Relations & New Media Top Ethics 
Paper Award ($1,000) 

Ethical dilemmas in digital communication: An empirical investigation of 
ethical decision-making processes 
Jeanne Link, University of Leipzig 

Boston University Award for the Top Paper about Public Relations and the Social and 
Emerging Media ($1,000) 

Channeling engagement into action:  The role of empowerment in Asian 
Americans’ social media use in combating anti-Asian discrimination during 
COVID-19 
Zifei Fay Chen, University of San Francisco; Ruoyu Sun, and Weiting Tao, 
University of Miami 

Institute for Public Relations W. Ward White Awards for Top Three Papers of Practical 
Significance ($1,000 each) 

Emerging technologies create new realities in strategic communication 
Donna Z. Davis and Daniel Pimental, University Oregon 

Are we legit? Measuring perceptions of organizational, issue, and actional 
legitimacy across CSR partnership types 
Holly Overton, Pennsylvania State University; Virginia Harrison, Clemson 
University; Nicholas Eng, Pennsylvania State University; and Joon Kyoung Kim, 
University of Rhode Island 

Linking environmental CSR and employees’ voluntary workplace green 
behavior: Mediating roles of communal relationship and employee 
empowerment 
Enzhu Dong and Ruoyu Sun, University of Miami 

International ABERJE Award ($1,000) 

Gender equality in public relations and communication: A comprehensive 
study bridging the knowledge between North and Latin America 
Karen A. Robayo-Sanchez, Juan Meng, University of Georgia, and Ana Maria 
Suarez Monsalve, Universidad de Medellin 
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Koichi Yamamura International Strategic Communication Award ($1,000) 

Restoring trust through transparency: Examining the effects of transparency 
strategies on police crisis communication in mainland China 
Qi Zheng and Chuqing Dong, Michigan State University 

Patrick Jackson Body of Knowledge Award ($500) 

No entries 

Peter Debreceny Corporate Communication Award ($500) 

No entries 

Plank Center Award for Leadership in Public Relations ($1,000) 

Enhancing young consumer’s relational and behavioral outcomes: The impact 
of CEO activism authenticity and value alignment 
Jie Jin, Renee Mitson, Yufan Sunny Qin, Marc Vielledent, and Linjuan Rita Men, 
University of Florida 

University of Florida Employee Communication Research Award ($1,000) 

Debunking misinformation in times of crisis: Exploring misinformation 
corrective strategies for effective internal crisis communication 
Hyunji Lim, Alma College, and Young Kim, Marquette University 

University of Miami School of Communication Top Student Paper Award ($1,000) 

Having the couraqge to be disliked: Exploring Authenticity in corporate social 
advocacy 
Ejae Lee, Indiana University 

Board of Directors Student Drawing 

Students must be present to receive prizes. 

CLOSING SESSION 6:00 p.m. or immediately after Awards Ceremony 

 

ADJOURNMENT UNTIL 2023 
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We would like to thank the following for supporting socially beneficial public relations research that increases 
understanding, builds relationships, supports ethical socially responsible performance, and advanced the 
development of an increasingly democratic society 

Corporate Sponsors 
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IPRRC Supporters 

 

American Airlines Branden Birmingham 

Betsy and Ray Kotcher  Don and Robin Stacks 
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