
 
 

 

 

March 5–7, 2020 
Downtown Orlando, FL, USA 

#IPRRC 
 

 

 

 
 

 



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 advances the development of an increasingly democratic global society: 

 

CONFERENCE SPONSORS 

  

 

  

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

AWARD SPONSORS 

 

 
   

 

 

 

 

 
 

 

                                          

 

NOTES 

 

IPRRC 



 

 

Board of Directors 
 

Don W. Stacks, Ph.D. 

CEO 

University of Miami 

Michelle Hinson 

Chief Financial Officer 

 

Shannon A. Bowen, Ph.D. 

Director 

University of South Carolina 

Raymond Kotcher 

Director 

Boston University, Ketchum 

Jackie Matthews 

Director 

JM Research 

David Michaelson, Ph.D. 

Director 

Teneo Strategy 

Sean Williams 

Director 

True Digital Communications 

Donald K. Wright, Ph.D. 

Director 

Boston University 

Advisory Committee* 

Ali Alanazi, Ph.D. 

King Saud University, Saudi 

Arabia 

Elizabeth Ananto 

EGA Briefings, Indonesia 

Regina Y R Chen, Ph.D. 

Hong Kong Baptist University 

Zifei Fay Chen, Ph.D. 

University of San Francisco 

W. Timothy Coombs, Ph.D. 

Texas A&M University 

Marcia W. DiStaso, Ph.D. 

University of Florida 

Melissa D. Dodd, Ph.D. 

University of Central Florida 

David Dozier, Ph.D.* 

San Diego State University 

Angela Dwyer 

Lippe Taylor 

John Gilfeather 

Koski Research, Inc. 

David Hecht 

United States Navy  

Flora Hung-Baesecke, Ph.D. 

Massey University, New 

Zealand 

Arunima Krishna, Ph.D. 

Boston University 

Dean Kruckeberg, Ph.D. 

University of North Carolina, 

Charlotte 

Yi Grace Ji, Ph.D. 

Virginia Commonwealth 

University 

Zongchao Cathy Li, Ph.D. 

San Jose State University 

Fraser Likely 

Likely Communication 

Strategies 

Skye Martin 

United States Navy 

Linjuan Rita Men, Ph.D. 

University of Florida 

Julie O’Neil, Ph.D. 

Texas Christian University 

Katharine D. Paine 

Paine Publishing 

Robert Pritchard 

University of Oklahoma  

Kenneth Plowman, Ph.D. 

Brigham Young University 

Brad Rawlins, Ph.D. 

Arkansas State University, 

Mexico 

Mark Richards 

KRC Research 

Bey-Ling Sha, Ph.D. 

California State University, 

Fullerton 

Hilary Fussell Sisco, Ph.D. 

Quinnipiac University 

Stacey Smith 

Jackson Jackson & Wagner 

Kevin Stoker, Ph.D. 

University of Nevada, Las 

Vegas 

Dustin Supa, Ph.D. 

Boston University 

Katerina Tsetsura, Ph.D. 

University of Oklahoma 

Judy VanSlyk Turk, Ph.D.* 

Virginia Commonwealth 

University 

Kelly Vibber, Ph.D. 

University of Dayton 

Koichi Yamamura, Ph.D. 

TS Communication, Japan 

Bora Yook, Ph.D. 

Fairfield University  

Ansgar Zerfass, Ph.D. 

University of Leipzig, Germany 

Lynn Zoch, Ph.D.* 

Radford University 

 

*Emeriti members 

Chief Executive Director 
Don W. Stacks, Ph.D. 

Conference Social Media 
Yi Grace Ji, Ph.D., Virginia Commonwealth University 

Conference Directors 
Bora Yook, Ph.D., Fairfield University            Zifei Fay Chen, Ph.D., University of San Francisco 

Past Conference Director 
Melvin Sharpe, Ph.D., APR, Fellow PRSA 



 

ii 

23rd  Annual International  
Public Relations Research Conference 

 
The IPRRC Board of Directors honors the memory of Harold Burson and dedicates the 2020 

conference to his legacy as one of the founding fathers of this conference and a strong 

proponent of public relations education and research. 

 

Welcome to the twenty-third 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 $3,000 each as the Institute for Public Relations W. Ward White Awards for Top Three Papers of Practical 

Significance, the Arthur W. Page Center Benchmarking Award, the PRSA Employee Communication Award, the 

University of Miami School of Communication Top Student Paper Award, the Brigham Young 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 IPRRC Research Award, the Pat Jackson Body 

of Knowledge, and “Big Jack Award” in honor of founding member and driving force in making IPRRC the place to 

present research, John (Jack) Felton.  In addition, we will continue the best paper on the conference theme. 

IPRRC is proud to celebrate its 23rd 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. 

You will have received a full conference program via e-mail about a week before the conference begins. The 

basic program schedule can be found at the IPRRC website, www.IPRRC.ORG, posted several weeks in advance of 

the conference. In addition to the program, in it you will have 50-word abstracts of 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 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.  During the sessions Board of Directors 

http://www.iprrc.org/
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members will be observing presentations for the “Big Jack Award” for best presentation.  This award may go to 

anyone, but the paper presenters must have attended the entire conference to be eligible and be available at the 

Saturday afternoon award presentation. 

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. 

For All: 

Your registration gives you three breakfasts at the conference hotel and three lunches. We sponsor an annual 

social of drinks and food (Wednesday and Saturday) where finger/comfort foods 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 or in your 

registration packets.  Finally, post-conference all participants will be emailed certificates of participation.  For those 

who need such documentation immediately, please let Michelle Hinson or me know as soon as you can. 

If you have any concerns or questions, please feel free to contact me or any member of the Board of Directors. We’ll 

do all we can to make your stay as educational and pleasant as possible. 

 

 

 

Don W. Stacks 

Chief Executive Officer 
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PAT JACKSON BODY OF KNOWLEDGE AWARD 

 

Looking for a project fit for submission for IPRRC next year?  Think no further 

than planning on submitting for the Pat Jackson Body of Knowledge Award.  This 

award requires advanced planning and is something that might be of interest to 

graduate students who would like to test or advance Pat’s behavioral approach to 

public relations.  As noted below, Pat Jackson was a pioneer in the behavioral 

approach to public relations and served as a counselor to many professionals and 

practitioners in solving problems faced by clients and providing behavioral proof 

of public relations campaign successes or evaluating their failures.  His public 

relations model is covered in almost all public relations books and was one of the 

first public relations models to implement a feedback or multiple benchmark 

indicator to measure success and provide strategy for reanalysis of tactics that fail 

to meet benchmarks. 

 

Patrick Jackson was a leader in the behavioral approach to public relations.  He counseled a wide range of clients 

including many of the largest corporations, public interest causes, and non-profits. He established a body of research 

that has been of critical importance to extending public relations strategy with a focus on outcomes and 

organizational impact.  This award will be given for research that focuses on Pat Jackson’s theoretical and/or 

strategic contributions to the profession of public relations found primarily at, but not limited to, 

www.patrickjacksonpr.com.  The abstract should specifically focus on Pat’s literature and extend or expand to 

today’s public relations milieu.   Research in any public relations function or functional approach is acceptable.  To 

be a candidate for the award competition, the research must first be selected as an abstract. The winning paper will 

be posted to the PatrickJacksonpr.com website for access, published in the IPRRC Proceedings, and lead to further 

research by public relations professionals and scholars.  The award of $500 will be presented to the senior author. 

Selection Process:  All submitted papers will be evaluated by the Advisory Committee and Board of Directors and 

validated by the sponsor. 

 

 



23rd Annual International Public Relations Research Conference 

Schedule of Events 

Wednesday, March 4 

Dress:  Business Casual 

3:00 – 5:00 IPRRC BOARD OF DIRECTORS 

  (Closed Meeting) 

5:00 – 6:00 CONFERENCE REGISTRATION 

  DoubleTree Hotel Lobby, 1st Floor 

6:00 – 7:00 Opening Wine and Cheese Social 

Summerlin/Princeton Room, 2nd Floor 

7:00 – ??  Dinner on your own 
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Thursday, March 5 

Dress: Business Casual 

All paper sessions in Summerlin/Princeton, 2nd floor 

7:00 – 8:00 BUFFET BREAKFAST  

  Anderson/Delaney Room 

  CONFERENCE REGISTRATION 

8:15 – 8:30  CONFERENCE OPENING SESSION 

Welcome:  Don W. Stacks, Executive Director & CEO, IPRRC 

Donald K. Wright, Burson Chair, Boston University, Revisiting the Life and Impact of Harold 

Burson 

8:30 – 9:30 RESEARCH DISCUSSIONS, I 

Presiding: Don W. Stacks, University of Miami 

1. ZEMI: Unique Method of Teaching Public Relations in Japan  

Yusuke Ibuki, Kyoto Sangyo University, Japan, and Tomoki Kunieda, Sophia University, Japan 

2. Toys Aren’t Just Toys: The Cash Value of Critical Theory and Research to Public Relations 

Practice in an Environment of Increasing Public Expectations for CEO Activism 

Erica Ciszek, University of Texas at Austin, and Patricia Curtin, University of Oregon  

3. How Destructive Leadership and Perceived Organizational Justice Influence Job Satisfaction and 

Employee Communication Behaviors 

Jie Jin, University of Florida 

4. The Effects of Threat Type and Gain-Loss Framing on At-Risk Publics’ Responses to 

Environmental Risk Communication 

Sung In Choi, University of Georgia, Jingyu Zhang, Shanghai University of Political Science 

and Law, China, and Yan Jin, University of Georgia 

How Online Review Affect Business Reputation: Do Images and User Ratings of the Review Make 

Online Reviews More Credible and the Business More Reputable? 

Lina Zhu, Colorado State University 

5. Post-Crisis Communication and Discourse of Renewal: A Case Study of One University’s 

Response to Racial Incidents That Drew National Media Attention 

Jensen Moore, Lafonzo Spigner, and Madi Wagnitz, University of Oklahoma 

9:45 – 10:45 RESEARCH DISCUSSIONS, II 

Presiding:  Donald K. Wright, Boston University 

1.  Impression Management After Image-Threatening Events: A Case Study of JUUL’s Online 

Messaging 

Nicholas Eng, Pennsylvania State University 

2. The Effects of Prestige in Sponsorship on Attitude toward Corporate Brand and Art 

Yasushi Sonobe, Toyo University, Japan, and Makiko Kawakita, Nanzan University, Japan 

 
 Each RESEARCH DISCUSSION session has five or six tables designated by numbers to the left of each paper 

title throughout the program.  The number represents which table the presentation/discussion is to take place. 
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3. Corporate Eco-warriors or Savvy Communicators? Counterintuitive Environmental Advocacy 

Campaigns, Ideological Identity, and the Impact on Perceptions of Corporations 

Hao Xu and Michaele D. Myers, University of Minnesota—Twin Cities 

4. Fighting disinformation in the post-truth era: A study of response strategies and audience 

perceptions of truth 

Chloe Morgan, Corinne Zilnicki, and Diann Rosenfeld, San Diego State University 

5. #ItCouldHaveBeenMe — When High-Status Professionals (Doctors) Campaign Against a 

Government Agency 

Winni Johansen and Finn Frandsen, Aarhus University, Denmark 

6. Bridging the Gender Gap in Communications Leadership 

Steven Pelham, Pamela Brubaker and Christopher Wilson, Brigham Young University 

11:00 – 12:00 RESEARCH DISCUSSIONS, III 

Presiding: Robert Pritchard¸ University of Oklahoma 

1. Examining the Impact of Product Harm Fake News on Social Media: Persuasion Knowledge, 

Corporate Ability Associations, and Publics’ Information Processing 

Zifei Fay Chen, University of San Francisco, and Yang Alice Cheng, North Carolina State 

University 

2. The Importance of Information Source to Convince Crisis Response Strategies in a Socially 

Mediated Era 

Jeonghyun Lee, University of Georgia 

3. Tweeting Tragedy: Testing Organizational Social Media Responses to a Public Tragedy 

Julia Crouse Waddell, West Chester University, and Rebecca A. Hayes, Illinois State University 

4. Framing the Youth Climate Change Activist Movement: A Content Analysis of Greta Thunberg’s 

Instagram Account 

Amanda Martinek and Zoe Clemmons, Colorado State University 

***University of Miami School of Communication Top Student Paper Award*** 

5. Crisis and Risk Preparation: An Evidenced Based Model for Communication 

David Michaelson, Jennifer Clark, Stephan Merkens, and Kevin Cleary, Teneo 

6. Issue-Oriented Approach to Understand the Public’s Supportive Behavioral Intentions for 

Nonprofit Organizations 

Nahyun Kim and Virginia S. Harrison, Penn State University, Pratiti Diddi, Lamar University, 

Michail Vafeiadis, Auburn University, and Denise Sevick Bortree, Penn State University 

12:00 – 1:00 LUNCHEON 

Anderson/Delaney Room, 2nd Floor 

1:30 – 2:30 RESEARCH DISCUSSIONS, IV 

Presiding: Arunima Krishna, Boston University 

1. Perceived Transparency and Your DNA: Examining Direct-To-Consumer Genetic Testing 

Communication on Consumer Trust, Attitude and Behavioral Intentions 

Alan Abitbol, University of Dayton, Nicole M. Lee, North Carolina State University, and 

Matthew S. VanDyke, University of Alabama 

***IPRRC Research Award*** 
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2. Do Visuals Matter? Examining Visuals on Social Media in Corporate Crisis Communication 

Bora Yook, Fairfield University 

3. Is It Time to Take a Stand? An investigation of Corporate Social Advocacy on Brand Loyalty 

Yuanwei Lyu, and Eyun-Jung Ki, The University of Alabama, and Ziyuan Zhou, Savannah 

State University 

4. Understanding How CSR Communication Strategies Generate Favorable Outcomes on Social 

Media: A Path Through Perceived Legitimacy and Perceived Interactivity 

Yangzhi Jiang, and Seonwoo Kim, Louisiana State University 

5. Japanese PR Practice Through the Eyes of Expatriate Practitioners 

Koichi Yamamura, TS Communication, Japan, and Xue (Yuki) Dou, Ritsumeikan University, 

Japan 

6. Exploring the Effectiveness of Transparency as a Crisis Communications Tool in the Nuclear 

Industry 

Matthew Buchberg, Rowan University 

2:45 – 3:45 RESEARCH DISCUSSIONS, V 

Presiding: Stacey Smith, Jackson Jackson & Wagner 

1. Strategic CSR Communication through Social Media Influencers (SMIs): Examining SMIs 

Features, Leadership, CSR Skepticism and Engagement, and Customer Response 

Yang Cheng, North Carolina State University, Chun-Ju Flora Hung-Baesecke, Massey 

University, New Zealand, and Yi-Ru Regina Chen, Hong Kong Baptist University, China 

2. Another Look at the Current State of the Public Relations Industry 

Arunima Krishna, Donald K. Wright, and Raymond Kotcher, Boston University 

3. Measuring Organizational Legitimacy, Issue Legitimacy, and Issue Advocacy: A Case of Direct-

To-Consumer Advertisements Using Qualitative Content Analysis 

Jee-Young Chung, University of Arkansas-Fayetteville 

4. Connecting Intercultural Communication and Diversity Theory with PR Practice. Theoretical 

remarks and Results of a Picture-Based Content Analysis of 25 Corporate Websites on Five 

Continents 

Marlena Pompino, and Holger Sievert, Macromedia University, Germany 

5. Morality Taste Buds and Publics’ Opinions 

Mengyao Xu, Fritz Cropp, and Glen T. Cameron, University of Missouri 

4:00 – 5:00 RESEARCH DISUCSSIONS, VI 

Presiding: Flora Hung-Baesecke, Massey University, New Zealand 

1. Analyzing the Impact of Celebrity Influencers and Social Media Responses on An Environmental 

Crisis: A Case Study of the Amazon Rainforest Fire 

MST Aysha Siddika, Rowan University 

2. Corporate Mourning: Examining Social Media Spontaneous Memorials as Corporate Social 

Responsibility Efforts 

Jensen Moore and Robert “Pritch” Pritchard, University of Oklahoma, Vince Filak, 

University of Wisconsin Oshkosh, and Ajia Meux, University of Oklahoma 



-5- 

3. An Emerging Trend on Fortune 500’s Instagram: An Empirical Evidence of Using Conversational 

Human Voice in Corporate Instagram Posts 

Seoyeon (Celine) Hong and Bokyung Kim, Rowan University, and Hyunmin Lee, Drexel 

University 

4. Public Relations with Authority: How Communicating Authority Produces “Fire” Content and 

Finds Position Zero 

Kevin Stoker University of Nevada, Las Vegas, and Adam Stoker, Relic Advertising & Public 

Relations 

5. Understanding Boycotts of Japanese Products in South Korea via Patriotism, Government-Public 

Relationship, Animosity, and Communicative Action 

Myoung-Gi Chon, Auburn University 

***Koichi Yamamura International Strategic Communication Award*** 

6. Assessing Senior Corporate Communication Leader’s Progression on the Page CCO Progression 

Model: Initial Test and Assessment of a CCO Progression Metric 

Don W. Stacks, University of Miami, and Donald K. Wright, Boston University 

 

5:15 – ??  DINNER AND TOWN ON YOUR OWN 
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Friday, March 6 

Dress: Business Casual 

All paper sessions in Summerlin/Princeton Room, 2nd floor 

7:00 – 8:00 BUFFET BREAKFAST 

Anderson/Delaney Room, 2nd Floor 

8:30 – 9:30 RESEARCH DISCUSSIONS, VII 

Presiding:  Koichi Yamamura, TS Communication, Japan 

1. Workplace health information management: Understanding communicative  processes  

Grace Ellen Brannon, University of Texas at Arlington 

2. Capitalizing on Clickbait: Identifying the Effects of Listicle Type, Length, and Sponsorship 

Christen Buckley, Jason Freeman, and Yiting Chai, Penn State University 

3. Value Congruence in the Organization-Public Relations: Oyu Tolgoi Case Study 

Uyanga Bazaa, Texas Tech University 

4. A Theory Grounded Social Capital Measure: Connecting Theory, Research, and Professional 

Practice 

William R. Kennan, Radford University, Vincent Hazleton, Independent Scholar, John 

Brummette and Shuo Yao, Radford University, and Hilary Fussell-Sisco, Quinnipiac University 

5. Examining the Role of Moral Foundation Differences in the Context of CSR Communication 

Wen Zhao, Fairfield University 

6. Testing a Model of Drivers and Outcomes for Corporate Communications Team Performance 

Tim Penning Grand Valley State University, and Mark Bain, upper90 Consulting 

9:45 – 10:45 RESEARCH DISCUSSIONS, VIII 

Presiding: Dean Kruckeberg, University of North Carolina-Charlotte 

1. Student-led PR firms: Students' Reported Learning Outcomes in Newly Launched Agency as 

Compared to Industry Entry Level Job Preferences 

Terri Hernandez and Melody Fisher, Mississippi State University 

2. Examining the Impact of Dialogic Communication on Effective International Student Engagement 

Rachel Dean, University of Florida 

3. Workplace Discrimination, Organizational Justice, and Employee-Organization Relationship: The 

Role of Internal Communication 

Yeunjae Lee, Jo-Yun Queenie Li, and Sunny Tsai, University of Miami 

***PRSA Employee Communication Research Award*** 

***Institute for Public Relations W. Ward White Award for Top Three Papers of 

Professional Significance*** 

4. How Public Relations Can Create Ritual Narratives to Ease the Pains of the 21st Century in the 

Workplace 

Paulo Nassar and Emiliana Pomarico, Aberje and University of São Paulo, Brazil, and Luiz 

Alberto de Farias, University of São Paulo, Brazil 
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5. Can Advocacy Posts Break Echo Chambers on Facebook? A Digital Ethnography Study 

Yi Grace Ji and Cheng Hong, Virginia Commonwealth University 

6. Hearing the Organizational Human Voice: Testing a Theoretical Model of Conversational Human 

Voice and Perceived Trustworthiness 

Casey McDonald, University of Florida 

11:00 – 12:00 RESEARCH DISCUSSIONS, IX 

Presiding: Hilary Fussell Sisco, Quinnipiac University 

1. How to Combat Fake News on Social Media? Effective Strategies for Responding to 

Misinformation on an Organization 

Surin Chung, Ohio University, and Suman Lee, University of North Carolina at Chapel Hill 

2. Corporate Social Advocacy and Perceived Corporate Hypocrisy 

Seoyeon Kim, University of Alabama, Lucinda L. Austin, University of North Carolina at 

Chapel Hill, and Barbara Miller Gaither, Elon University 

***Arthur W. Page Center Benchmarking Award*** 

3. Culture and Internal Communication in Chile: Linking Ethical Organizational Culture, 

Transparent Communication, and Employee Advocacy 

Patrick Thelen, San Diego State University, and Alejandro Formanchuk, Formanchuk - 

Comunicación Interna Cocreada, Argentina 

4. Communicating CSR Fit: How Message-Framing Strategies and Specific Elements of a Company-

Cause Relationship Can Enhance Consumer Perceptions of the Corporation 

Frank E. Dardis, Pennsylvania State University, Michel M. Haigh, Texas State University, 

Holly Overton, University of South Carolina, and Erica Bailey, Angelo State University 

5. "All the World's A Stage" What the Study of Theater and Acting Bring to the Effective Practice of 

Public Relations 

Stacey Smith, Jackson Jackson & Wagner, and Sean Williams, Bowling Green State University 

6. An Examination of Environmental CSR on Skin Care and Cosmetics Brands’ Websites 

Ruoyu Sun, Michelle I. Seelig, Huixin Deng, and Sanchary Pal, University of Miami 

***Brigham Young University Top Ethics Paper Award*** 

12:00 – 1:00 LUNCHEON – Anderson/Delaney Room, 2nd Floor 

1:30 – 2:30 RESEARCH DISCUSSIONS, X 

Presiding: W. Timothy Coombs, Texas A & M University 

1. Enhancing Employee Commitment to Change through Uncertainty Reduction: The Role of 

Channel Selection and Communication Transparency 

Linjuan Rita Men, University of Florida, Marlene Neill, Baylor University, Cen April Yuen, 

University of Florida, and Aniisu K. Verghese, Sabre Corporation, India  

***Institute for Public Relations W. Ward White Award for Top Three Papers of 

Professional Significance*** 

2. So, You Got Them to Your Article, but How Do You Make Them Stay? Factors that Increase 

Reader Engaged Time of Online News Articles 

Angela M. Dwyer, Lippe Taylor, and Allison Horton, Memo 
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3. Ethical Engagement of Marginalized Publics on Social Media 

Katie R. Place, Quinnipiac University 

***Institute for Public Relations W. Ward White Award for Top Three Papers of 

Professional Significance*** 

4. Student-Run Agencies Best Practices: Replicating Professionalism by Matching the What with the 

Why and the How  

Jeffrey Ranta, Coastal Carolina University, Debbie Davis, Texas Tech University, Lee Bush and 

Harold Vincent, Elon University 

5. Mentorship in public relations scholarship: A longitudinal study of a formal program 

Melissa Adams, Appalachian State University, Melanie Formentin, Towson University, and 

Giselle Auger, Rhode Island College 

6. The Impacts of Different Social Media Message Strategies in Disaster Communication in Disaster 

Preparedness Phase 

Moon J. Lee and Fang Zhang, University of Florida 

2:45 – 3:45 RESEARCH DISCUSSIONS, XI 

Presiding:  Rita Men, University of Florida  

1. The Digital Marketing and Public Relations Curriculum Battle 

Devin Knighton, Brigham Young University 

2. Testing the Factors for a Theory of Expectations Management in Media Relations 

Dustin Supa, Boston University, and Lynn M. Zoch, Radford University 

3. Perceptions of Social Responsibility: Traditional CSR or A Portion-of-Profits Scheme? 

Branden Birmingham and Shannon Bowen, University of South Carolina 

4. Research, Measurement and Evaluation Job Advertisements: Responsibilities, Requirements and 

Gendered Language 

Julie O'Neil and Thao Pham, Texas Christian University 

5. Arenas and Voices in Organizational Crisis Communication: How Far Have We Come? 

Finn Frandsen and Winni Johansen, Aarhus University, Denmark 

6. Effects of News Framing and Third-Party Moral Licensing on Organizational Reputation 

Courtney M. Callaghan, Nicholas Mannweiler, Joshua Pena, and Samantha Drumb, San 

Diego State University 

4:00 – 5:00 RESEARCH DISCUSSIONS, XII 

Presiding:  Kevin Stoker, University of Nevada–Las Vegas 

1. Having It All: Balancing Work with Life Outside of Public Relations 

Emma Daugherty, California State University, Long Beach 

2. Advocacy versus non-advocacy: how negative framing influences the public view of autism and 

limits the voices of the autistic community 

Jill Wurm, Wayne State University 

3. The Impact of Online Sales Advertising on the Purchasing Behaviours of King Saud University 

Male and Female Employees 

Ali Alanazi, King Saud University, Saudi Arabia 
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4. Using AI to test the effectiveness of Crisis Response options 

W. Timothy Coombs, Texas A&M University, Gaugarin Oliver, FullIntel, and Katie Delahaye 

Paine, Paine Publishing 

5. What Amounts to a Crisis? Mapping the Evolution of an Issue to a Crisis on Social Media  

Staci Smith, Purdue University, and Brian Smith, Brigham Young University 

6. Nonprofit crisis communication: An examination of Top U.S. nonprofit strategies 

Callie Jackson, University of Oklahoma 

5:15  – ?? DINNER AND NIGHT ON YOUR OWN 

7:00 – ?? IPRRC ADVISORY COMMITTEE MEETING AND DINNER 

(Closed Meeting) – Location TBD 

 

Notes 
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Saturday, March 7 

Dress: Business Casual 

All paper sessions Summerlin/Princeton Room, 2nd floor 

7:00 – 8:00 BUFFET BREAKFAST 

Anderson/Delaney Room, 2nd Floor 

8:30 – 9:30 RESEARCH DISCUSSIONS, XIII 

Presiding: Koichi Yamamura, TS Communication, Japan 

1. Managing a crisis on Facebook: How communication of emotion influences public relations 

Fanjue Liu, University of Florida 

2. Parents Don't Trust Ugly Schools: Building Relationships with Public School Parent Communities 

Kim Yielding, McMaster University, Canada 

3. 20 Years of Influence: A Longitudinal Network Analysis of Latin American Strategic 

Communication Efforts in the United States (1998 – 2017)  

Pablo Miño and Adam Saffer, University of North Carolina at Chapel Hill 

4. Understanding Online Risks: Developing an Analytic Framework Integrating Paracrisis Types 

and Response Strategies  

Feifei Chen, College of Charleston, and Sherry J. Holladay, Texas A&M University 

***Boston University Award for Top Paper about Public Relations and the Social and 

Emerging Media*** 

5. Campaigning for conservation: How theory can inform public relations tactics to increase 

concern and credibility perceptions about Australian residential water usage 

Derrick Holland, University of Tennessee 

6. Beyond Finding Social Media Influencers: Predicting Publics’ Responses in the Context of Crisis 

caused by Influencers 

Jungyun Won, William Paterson University of New Jersey, Hanna Park, Middle Tennessee 

State University, Kyung-Hyan Yoo, William Paterson University of New Jersey, and Jinhyon 

Kwon Hammick, Flagler College 

9:45 – 10:45 RESEARCH DISCUSSIONS, XIV 

Presiding:  Mark Richards, KRC Research 

1. When Public Health Meets Twitter Communicating #globalhealth Issues Across the Globe  

Jeanine P.D. Guidry, Virginia Commonwealth University, Shana L. Meganck, James Madison 

University, Nicole H. O'Donnell, Virginia Commonwealth University, Alessandro Lovari, Italy, 

Vivian Medina-Messner, Aloni Hill, and Marcus Messner, Virginia Commonwealth University 

***International ABERJE Award*** 

2. New Look, Same Great Taste: The Examination of Four Cases Toward a Theory of Rebranding  

Alex Toma and Kenn Gaither, Elon University 

3. Empowering Employees Through Participative Decision Making in CSR  

Weiting Tao, University of Miami, and Baobao Song, Virginia Commonwealth University 

4. A Few Good Studies: A Meta-Analysis of Military Public Affairs Scholarship 

Kaye D. Sweetser, San Diego State University, and Patricia Kreuzberger, U.S. Navy 
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5. Increasing Sincerity and Credibility through CCS to Stabilize Crisis Outcomes  

Courtney D. Boman and Erika J. Schneider, University of Missouri, and Heather Akin, 

University of Nebraska–Lincoln 

***Best Paper on the 23rd IPRRC Theme*** 

6. What CEOs as CSR Communicators Make Consumers Do: CSR authenticity, Consumer-Company 

Identification, and Word-of-Mouth Engagement  

Keonyoung Park and Hua Jiang, Syracuse University 

11:00 – 12:00 RESEARCH DISCUSSIONS, XV 

Presiding: Katie Paine, Paine Publishing 

1. Virality Illustrated: Establishing A Definition, Typology and Guidelines for "Going Viral" 

Soo Kwang Oh and Katie Nance, Pepperdine University 

2. Identifying Drivers of Volunteer Behaviors: Openness, Trust, Distrust, and Organizational 

Identification  

Hongmei Shen, San Diego State University, and Hua Jiang, Syracuse University 

3. What Brazil Does When Nature Calls: Applying Situational Theory of Problem Solving for 

Coalition-Building for Sustainable Agricultural Practice for Brazilian Farmers 

Aurélio Martins, Embrapa Maize and Sorghum, Jeong-Nam Kim, University of Oklahoma, 

Mônica Aparecida de Castro, Embrapa Maize and Sorghum, Ana Laura Lima, Embrapa 

Eastern Amazon, Gabriel Rezende Faria, Embrapa Agrosilvopastoral, Joseani Mesquita 

Antunes, Embrapa Wheat, Renato de Aragão Ribeiro Rodrigues, Embrapa Soils, ICLF 

Network Association 

4. Stealing Thunder in a Storm of Controversy: The Influence of Speed on Acceptance of Facts in a 

Controversial Crisis  

Brooke M. Witherow, Hood College, and Tyler G. Page, Mississippi State University 

5. What Causes Distrust in Social Media Influencers? 

Miriam Hautala, Hanna Reinikainen, and Vilma Luoma-aho, University of Jyväskylä, Finland 

6. “Watchful Waiting:” How Public Relations Practitioners Prepare for a Fake News Crisis 

Cheryl Ann Lambert, Michele E. Ewing, and Toqa Hassan, Kent State University 

12:00 – 1:00 LUNCHEON — Anderson/Delaney Room, 2nd Floor 

1:30 – 2:30 RESEARCH DISCUSSIONS, XVI 

Presiding: Dustin Supa, Boston University 

1. From Communicative Actions to Protective Actions: Applying and Extending the Situational 

Theory of Problem Solving to a Chinese Vaccine Crisis  

Lingyan Ma, University of Maryland 

2. “Believe in Something. Even if it Means Sacrificing Everything”: The Challenges and 

Opportunities of Competing on Social Purpose  

Shari Veil, University of Kentucky, and Michael Palenchar, University of Tennessee Knoxville 

3. Authenticity Lost 

Kalyca Becktel and Lincoln Lu, University of Florida 

4.  (Over)Eating with Our Eyes: An Examination of Food-Related YouTube Influencer Marketing 

and Consumer Engagement with Food Brands  
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Linda Dam, and Soo Kim, University of Nevada, Las Vegas, Karina Kim, Pennsylvania State 

University, and Benjamin Burroughs, University of Nevada, Las Vegas 

5. A Retrospective of Crisis Communication Advice Featuring Patrick Jackson: How Theory and 

Research has Drawn from the Practice 

Sherry J Holladay, Elina Tachkova, and Timothy Coombs, Texas A&M University 

***Pat Jackson Body of Knowledge Award*** 

6. Comparing and Contrasting Public Relations and Marketing Functions in Practice: A Case Study 

of Such Functions in a Sports Crisis  

Bonita Dostal Neff, Indiana University Northwest 

2:45 – 3:45 RESEARCH DISCUSSIONS, XVII 

Presiding: Julie O’Neil, Texas Christian University 

1. Why Does It Fit? Exploring the Role of Issue Involvement and Brand Association in Shaping 

Corporate Social Advocacy (CSA)–Brand Fit: The Case of Nike’s Colin Kaepernick Campaign  

Jo-Yun Queenie Li, University of Miami, Joon Kyoung Kim and Khalid Alharbi, University of 

South Carolina 

2. The Effects of Existing Attitude Toward a Company and Issue Stance on Perceptions of a 

Corporate Advocacy Campaign 

Sungwon Chung, Ball State University, and Sun Young Lee, University of Maryland 

3. Communicating Ethical Behaviors Unethically? Using Native CSR Communication as a Post-

Crisis Response Strategy 

Linwan Wu and Holly Overton, University of South Carolina 

4. Practicing Transparency in a Crisis: Examining the Impact of Message Strategies on 

Organizational Perceptions 

Derrick Holland, University of Tennessee, Trent Seltzer, Texas Tech University, and Anna 

Kochigina, University of Tennessee 

5. Anecdotes over Evidence, Ostracize over Community: A Narrative Analysis of the Anti-

Vaccination Movement 

Michael J. Palenchar and Anna Kochigina, University of Tennessee 

6. Being There: The Effect of Perceived Presence in 360-Degree Video on Military-Public 

Relationships 

Andrew DeGarmo, Benn Barr, and Sherrie Flippin, San Diego State University 

4:00 – 5:00 RESEARCH DISCUSSIONS, XVIII 

Presiding: Ali Alanazi, King Saud University, Saudi Arabia 

1. “Influencing” a Crisis: Exploring the Effectiveness and Credibility of Brand Influencers and 

Brand Fans during Crisis Response  

Hayoung Sally Lim, and Natalie Brown Devlin, The University of Texas at Austin 

2. Do You Really Need that Dialogue? The Association Between the Use of Dialogic Communication 

Tactics and the Level of Public Engagement on Social Media Pages of Nonprofit Organizations.  

Ekaterina Bogomoletc, North Carolina State University 

3. Don’t Just Say that Vaccines Are Good: Role of Inoculation Message and Experts’ Engagement 

Through Facebook to Fight Against Misinformation 

EunHae Park, Ball State University 
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4. More than Words: Patagonia’s CSA as a Form of Deliberative Democracy 

Morgan Collins and Barbara Gaither, Elon University 

5. Listening, Measuring and Evaluating to Identify Intangible Contributions of Internal 

Communication 

Julie O'Neil, Texas Christian University, and Michele Ewing, Kent State University 

6. How Do Visuals Convey Distant Suffering? A Content Analysis of the Visual Strategies on 

Disaster Aid Organizations’ Social Media  

Sun Young Lee, Jungkyu Rhys Lim, and Duli Shi, University of Maryland 

5:15 – 6:15 AWARD RECOGNITION 

Summerlin/Princeton Room 

Arthur W. Page Center Benchmarking Award 

Seoyeon Kim, University of Alabama, Lucinda L. Austin, University of North 

Carolina at Chapel Hill, and Barbara Miller Gaither, Elon University. Corporate 

Social Advocacy and Perceived Corporate Hypocrisy 

Best Paper on the 23rd IPRRC Theme 

Courtney D. Boman and Erika J. Schneider, University of Missouri, and Heather Akin, University 

of Nebraska – Lincoln. Increasing Sincerity and Credibility through CCS to Stabilize Crisis Outcomes  

Boston University Award for the Top Paper about Public Relations and the Social and Emerging 

Media  

Feifei Chen, College of Charleston, and Sherry J. Holladay, Texas A&M 

University. Understanding Online Risks: Developing an Analytic Framework Integrating 

Paracrisis Types and Response Strategies  

Brigham Young University Top Ethics Paper Award   

Ruoyu Sun, Michelle I. Seelig, Huixin Deng, and Sanchary Pal, University of Miami. An 

Examination of Environmental CSR on Skin Care and Cosmetics Brands’ Websites 

International ABERJE Award  

Jeanine P.D. Guidry, Virginia Commonwealth University, Shana L. Meganck, James Madison University, Nicole 

H. O'Donnell, Virginia Commonwealth University, Alessandro Lovari, University of Cagliari, Italy, Vivian 

Medina-Messner, Aloni Hill, and Marcus Messner, Virginia Commonwealth University. When Public Health 

Meets Twitter Communicating #globalhealth Issues Across the Globe  

Institute for Public Relations W. Ward White Awards for Top Three Papers of Professional Significance 

Katie R. Place, Quinnipiac University. Ethical Engagement of Marginalized Publics on Social Media 

Linjuan Rita Men, University of Florida, Marlene Neill, Baylor University, Cen April Yuen, 

University of Florida, and Aniisu K. Verghese, Sabre Corporation, India. Enhancing Employee 

Commitment to Change through Uncertainty Reduction: The Role of Channel Selection and 

Communication Transparency 

Yeunjae Lee, Jo-Yun Queenie Li, and Sunny Tsai, University of Miami. Workplace 

Discrimination, Organizational Justice, and Employee-Organization Relationship: The Role of 

Internal Communication 
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IPRRC Research Award 

Alan Abitbol, University of Dayton, Nicole M. Lee, North Carolina State University, and 

Matthew S. VanDyke, University of Alabama. Perceived Transparency and Your DNA: 

Examining Direct-To-Consumer Genetic Testing Communication on Consumer Trust, Attitude 

and Behavioral Intentions 

Pat Jackson Body of Knowledge Award 

Sherry J Holladay, Elina Tachkova, and Timothy Coombs, Texas A&M University  

A Retrospective of Crisis Communication Advice Featuring Patrick Jackson: How Theory and 

Research has Drawn from the Practice  

 

PRSA Employee Communication Research Award   

Yeunjae Lee, Jo-Yun Queenie Li, and Sunny Tsai, University of 

Miami. Workplace Discrimination, Organizational Justice, and 

Employee-Organization Relationship: The Role of Internal 

Communication 

University of Miami School of Communication Top Student Paper Award  

Amanda Martinek and Zoe Clemmons, Colorado State University. Framing the Youth Climate Change 

Activist Movement: A Content Analysis of Greta Thunberg’s Instagram Account 

 

 Koichi Yamamura International Strategic Communication Award 

Myoung-Gi Chon, Auburn University.  Understanding Boycotts of 

Japanese Products in South Korea via Patriotism, Government-Public 

Relationship, Animosity, and Communicative Action 

 

 

Student Travel Drawing 

 

 

 

 

6:15 – 7:15 CLOSING SOCIAL 

Summerlin/Princeton Room 

Big Jack Award presented for best presentation at IPRRC23 

 

7:15 – ?? DINNER AND EVENING ON YOUR OWN 

 

 

ADJOURNMENT UNTIL 2021 
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Sunday, March 10 

 

8:00 – 9:30 Board of Directors Meeting 

(Closed meeting) 

 

 



Research Discussion Paper Abstracts 

(Alphabetical by Title) 

20 Years of Influence: A Longitudinal Network Analysis of Latin American Strategic Communication Efforts in the 

United States (1998 – 2017) 

Pablo Miño, and Adam Saffer, University of North Carolina at Chapel Hill 

This study takes a network perspective to understand how multiple actors construct a nation’s reputation abroad. To 

do so, we present data from the Foreign Agents Registration Act to analyze the communication campaigns that 

different organizations of 18 Latin American countries have executed in the U.S. between 1998 and 2017. 

A Few Good Studies: A Meta-Analysis of Military Public Affairs Scholarship 

Kaye D. Sweetser, San Diego State University, and Patricia Kreuzberger, U.S. Navy 

As a meta-analysis of approximately 150 academic works, this study aims to provide a clear picture of the theory 

driving the research area, the most commonly employed method, identify the stand-out scholars and institutions, and 

determine trends over time in public affairs research.  

“All the World’s a Stage.”  What the Study of Theater and Acting Bring to the Effective Practice of Public Relations 

Stacey Smith, Jackson Jackson & Wagner, Sean Williams, Bowling Green State University, Jackson Jackson & 

Wagner 

Public relations professionals draw from many fields of study to hone the skills they need to be effective in their 

work.  One field that has not traditionally been considered is Theater.  What elements of coursework and practical 

experience in the field of acting and theater could enhance public relations practice and education?  What skills can 

be applied to designing tactics and motivating behaviors of key audiences?  This paper will explore this question 

with the public relations professionals who have some background in studying theater or who have practical acting 

experience.   

A Retrospective of Crisis Communication Advice Featuring Patrick Jackson: How Theory and Research has Drawn 

from the Practice 

Sherry J Holladay, Elina Tachkova, and Timothy Coombs, Texas A&M University 

This year’s theme provides an opportunity to reflect on how the practice provides a foundation for current theory 

and research.  We will focus on crisis communication and how current crisis communication theory and research 

reflects the work of early professionals, especially the work of Patrick Jackson.   

A Theory Grounded Social Capital Measure: Connecting Theory, Research, and Professional Practice 

William R. Kennan, Radford University, Vincent Hazleton, Independent Scholar, John Brummette, and Shuo 

Yao, Radford University, and Hilary Fussell-Sisco, Quinnipiac University 

This study builds a theoretical foundation for measuring social capital for the public relations discipline. The authors 

propose a theoretical foundation for social capital, generate survey items that correspond with the defining features 

of public relations, and test the validity of those items on samples from the U.S. and China.   

Advocacy Versus Non-Advocacy: How Negative Framing Influences the Public View of Autism and Limits the 

Voices of the Autistic Community 

Jill Wurm, Wayne State University 

In the last two decades, autism advocacy organizations have set the tone for the public understanding of autistic 

people. This case study will use framing theory to examine the difference in how messages are framed by 

organizations that include or exclude autistic people from contributing to messages that represent them.  

An Emerging Trend on Fortune 500’s Instagram: An Empirical Evidence of Using Conversational Human Voice in 

Corporate Instagram Posts 

Seoyeon (Celine) Hong and Bokyung Kim, Rowan University, and Hyunmin Lee, Drexel University 

This paper explored the actual use of Conversational Human Voice (CHV) and tested its impact on user engagement 

using Fortune 500 companies’ Instagram posts (N=7,540). Fortune 500 companies Instagram seldomly adopted 

CHV, and only emerging features (e.g., use of humor or use of the first-person narrative) enhanced user 

engagement.  

An Examination of Environmental CSR on Skin Care and Cosmetics Brands’ Websites 

Ruoyu Sun, Michelle I. Seelig, Huixin Deng, and Sanchary Pal, University of Miami 

Personal hygiene and toiletries brands often claim that they engage in production practices to reduce their 

environmental impact. Drawing from stakeholder theory and the MECCAS model, a content analysis was conducted 

to examine how CSR is presented on skin care and cosmetics brands’ websites and to what extent these 

environmental practices are truly green.  
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Analyzing the Impact of Celebrity Influencers and Social Media Responses on an Environmental Crisis: A Case 

Study of the Amazon Rainforest Fire 

MST Aysha Siddika, Rowan University 

By conducting both a content analysis (N=300) and personal interviews (N=30), this study aims to analyze the 

impact of celebrity influencers and their response posts about Amazon rainforest fire on their followers’ engagement 

to the social-environmental issue. 

Anecdotes over Evidence, Ostracize over Community: A Narrative Analysis of the Anti-Vaccination Movement 

Michael J. Palenchar and Anna Kochigina, University of Tennessee 

There has been a rise in the anti-vaccination movement. This study examines the surprising success of the anti-

vaccination movement from a narrative theory analysis. We review the extant literature on narrative theory, crisis 

communication and the anti-vaccination movement, and conclude with recommendations for those engaged in this 

unique health crisis. 

Another Look at the Current State of the Public Relations Industry 

Arunima Krishna, Donald K. Wright, and Raymond Kotcher, Boston University 

This paper reports on the 2018 and 2019 PRWeek Bellwether Survey Research Project that was designed to examine 

the current state of the public relations industry. The study involved a web-based survey that approximately 5,000 

PRWeek subscribers were invited to complete. 

Arenas and Voices in Organizational Crisis Communication: How Far Have We Come? 

Finn Frandsen and Winni Johansen, Aarhus University, Denmark  

The aim of this paper is to study how Rhetorical Arena Theory (RAT) and the multivocal approach to crisis 

communication has developed over the past two decades. However, it is not a literature review in the traditional 

sense of the word. Instead, our idea is to use a literature review for theory building purposes.  

Assessing Senior Corporate Communication Leader’s Progression on the Page CCO Progression Model:  Initial 

Test and Assessment of a CCO Progression Metric 

Don W. Stacks, University of Miami, and Donald K. Wright, Boston University 

A psychometric measure is created, analyzed, and assessed for reliability and validity as a measure of the new Page 

Society Pacesetter Model. Data collected from senior corporate communicators provides normative data for senior 

corporate communicators status on the four path, three stage Page Pacesetter Model of corporate communications.   

Authenticity Lost 

Kalyca Becktel and Lincoln Lu, The University of Florida 

Publics are likely to engage with brands that share similar traits and perceived authenticity with their online persona. 

The current research attempts to determine advertising on which platform, if any, equates to higher levels of brand 

authenticity. 

Being There: The Effect of Perceived Presence in 360-Degree Video on Military-Public Relationships 

Andrew DeGarmo, Benn Barr, and Sherrie Flippin, San Diego State University 

This inceptive experiment will investigate the effect of 360-degree video on military organization-public 

relationships compared to traditional 2D video. Our study will examine a novel interpretation of framing with the 

use of an immersive 360-degree military public relations video in a longitudinal experiment.   

“Believe in Something. Even If It Means Sacrificing Everything”: The Challenges and Opportunities of Competing 

on Social Purpose 

Shari Veil, University of Kentucky, and Michael Palenchar, University of Tennessee Knoxville 

This study examines the challenges/opportunities of engaging in corporate advocacy. We review the extant literature 

on corporate social responsibility, issues management, and corporate advocacy, and analyze industry surveys on 

generational differences and intentions to purchase based on value alignment, including a review of corporate 

strategies concerning two well-known case studies. 

Beyond Finding Social Media Influencers: Predicting Publics’ Responses in the Context of Crisis caused by 

Influencers 

Jungyun Won, William Paterson University of New Jersey, Hanna Park, Middle Tennessee State University, 

Kyung-Hyan Yoo, William Paterson University of New Jersey, and Jinhyon Kwon Hammick, Flagler College 

To provide practical guidelines for influencer marketing campaigns in order to better prepare for a potential crisis, 

this study examines the effects of followers’ level of involvement and two types of motivation of following 

influencers on their responses towards brands and influencers in the context of crisis caused by influencers. 
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Bridging the Gender Gap in Communications Leadership 

Steven Pelham, Pamela Brubaker, and Christopher Wilson, Brigham Young University 

This research explores the gender gap in communications leadership through 32 in-depth interviews with male and 

female communications leaders. The insights obtained illuminate what contributes to the gender gap during the 

journey to become a communications leader and what can be done to close this gap. 

Campaigning for Conservation: How Theory Can Inform Public Relations Tactics to Increase Concern and 

Credibility Perceptions About Australian Residential Water Usage 

Derrick Holland, University of Tennessee 

This research sought to apply the Integrated Model of Behavioral Prediction to develop effective public relations 

messaging for Australian residential water conservation. Using the experimental method, namely a 3 x 2 factorial 

design, findings show that messages reinforcing conservation attitudes had positive effects on perceptions of 

concern and message credibility.  

Can Advocacy Posts Break Echo Chambers on Facebook? A Digital Ethnography Study 

Yi Grace Ji and Cheng Hong, Virginia Commonwealth University 

Many businesses communicate about their stance on controversial sociopolitical issues via corporate advocacy (CA) 

posts on social media. However, such practice violates social media communication norms created by 

personalization algorithms. Through a digital ethnography study, this paper explores whether CA posts can break 

echo chambers, decreasing polarization online. 

Capitalizing on Clickbait: Identifying the Effects of Listicle Type, Length, and Sponsorship 

Christen Buckley, Jason Freeman, and Yiting Chai, Pennsylvania State University 

Listicles are used extensively in the communication discipline. Using a 2 (type) x 2 (length) x 2 (sponsorship 

presence) experiment, we found clickable listicles (vs. scrollable) provide users with greater control, while longer 

listicles led to frustration. Perceived sponsor credibility overrode the effects of listicle type/length. Implications are 

discussed. 

Communicating CSR Fit: How Message-Framing Strategies and Specific Elements of a Company-Because 

Relationship Can Enhance Consumer Perceptions of the Corporation 

Frank E. Dardis, Pennsylvania State University, Michel M. Haigh, Texas State University, Holly Overton, 

University of South Carolina, and Erica Bailey, Angelo State University 

The current experiment examined the effects of CSR fit and message-framing strategies on corporate perceptions. A 

high fit outperformed a low fit on multiple key outcomes. However, episodic framing of the CSR initiative enhanced 

corporate perceptions in a low-fit condition among consumers who generally value CSR practices. 

Communicating Ethical Behaviors Unethically? Using Native CSR Communication as a Post-Crisis Response 

Strategy 

Linwan Wu and Holly Overton, University of South Carolina 

This study examines native CSR communication as a (controversial) post-crisis response strategy through an online 

experiment with a 3 (crisis type: victim vs. accidental vs. intentional) x 2 (persuasion recognition: recognize vs. non-

recognize) between-subjects factorial design. Results will offer practical advice about the effectiveness and 

appropriateness of native CSR communication. 

Comparing and Contrasting Public Relations and Marketing Functions in Practice: A Case Study of Such Functions 

in a Sports Crisis 

Bonita Dostal Neff, Indiana University Northwest  

The functions utilized by public relations and marketing are often not clearly defined within the practice. There are 

in some academic areas, however, efforts assuming marketing can subsume public relations in the practice environ.  

Yet ongoing public relations academic research and educational programs suggest more progress in preparing public 

relations for the practitioner role. This assumption is tested in a crisis situation within a sports context. 

Connecting Intercultural Communication and Diversity Theory with PR Practice. Theoretical Remarks and Results 

of a Picture-Based Content Analysis of 25 Corporate Websites on Five Continents 

Marlena Pompino and Holger Sievert, Macromedia University 

Though Intercultural Corporate Communication is constantly growing field, understanding of it remains 

underdeveloped. This proposed paper tries to fill the gap between PR practice and diversity theory by looking at 

their theoretical foundations as well as by applying them within a multicontinental imagery content analysis of 

Corporate Communication websites. 
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Corporate Eco-Warriors or Savvy Communicators? Counterintuitive Environmental Advocacy Campaigns, 

Ideological Identity, and the Impact on Perceptions of Corporations 

Hao Xu and Michaele D. Myers, University of Minnesota—Twin Cities 

The study examines how individual difference in ideological identity influence people’s reactions to corporations 

and their “counterintuitive” environmental advocacy campaigns. This study proposes that environmental beliefs and 

beliefs in corporations’ social role – both of which are reflections of ideological identity, moderate publics’ 

hypocrisy perceptions of counterintuitive environmental advocacy campaigns. 

Corporate Mourning: Examining Social Media Spontaneous Memorials as Corporate Social Responsibility Efforts  

Jensen Moore and Robert “Pritch” Pritchard, University of Oklahoma, Vince Filak, University of Wisconsin-

Oshkosh, and Ajia Meux, University of Oklahoma  

Corporations increasingly use social media to take part in mourning following national tragedies. This paper uses 

data from a national survey to examine social media spontaneous memorial posts—or “impromptu shrines that result 

from memorialization”—as Corporate Social Responsibility (CSR) efforts on the part of corporations.  

Corporate Social Advocacy and Perceived Corporate Hypocrisy 

Seoyeon Kim, University of Alabama, Lucinda L. Austin, University of North Carolina at Chapel Hill, and 

Barbara Miller Gaither, Elon University 

This study examined how company-issue fit and corporate stand affect perceived corporate hypocrisy relative to the 

perceived value orientation of the company. The study found that companies were more likely to be viewed as 

hypocritical when taking a stand on an issue that was less relevant to the company’s business. 

Crisis and Risk Preparation: An Evidenced Based Model for Communication 

David Michaelson, Jennifer Clark, Stephan Merkens, and Kevin Cleary, Teneo 

A study was conducted that evaluated all 69 sites of a global industrial manufacturer to determine which of the 

company’s sites needed to be prioritized for crisis communication training, resources and support. The study 

assessed each location for the presence of specific operational risks and if identifiable procedures were in place in 

the event an operational risk occurred. An analysis of the findings determined which procedures provided the 

greatest contribution to effective crisis preparation. 

Culture and Internal Communication in Chile: Linking Ethical Organizational Culture, Transparent 

Communication, and Employee Advocacy 

Patrick Thelen, San Diego State University and Alejandro Formanchuk, Formanchuk - Comunicación Interna 

Cocreada 

The current study examines how an ethical organizational culture relates with employee advocacy behaviors (i.e., 

verbal or nonverbal manifestations of support, recommendation, or defense) through the mediating role of 

transparent communication and perceived relational investment (i.e., employees’ perceptions of how invested the 

organization is in developing a relationship with them). 

Do Visuals matter? Examining Visuals on Social Media in Corporate Crisis Communication  

Bora Yook, Fairfield University 

By employing the Situational Crisis communication Theory (SCCT), this experimental study examines the impact of 

different images on social media responses in corporate crisis communication. The result of this study suggests 

theoretical and practical implications for crisis communication. 

Do You Really Need That Dialogue? The Association Between the Use of Dialogic Communication Tactics and the 

Level of Public Engagement on Social Media Pages of Nonprofit Organizations. 

Ekaterina Bogomoletc, North Carolina State University 

This paper analyzes dialogic communication and public engagement on Facebook pages of nonprofit organizations. 

The study employs content-analysis at the level of pages (n = 10) and posts (n = 1010) to test if a higher number of 

implemented dialogic communication tactics is associated with higher levels of engagement. 

Don’t Just Say That Vaccines Are Good: Role of Inoculation Message and Experts’ Engagement Through Facebook 

to Fight Against Misinformation 

EunHae Park, Ball State University  

This study aims to develop communication strategy to minimize negative effects of misinformation about 

vaccination, which cause health crisis. Specifically, the study will explore how message contents, experts’ 

engagement, and different vaccine issue alternate publics’ perception toward vaccination through an online 

experiment. 



-20- 

 

Effects of News Framing and Third-Party Moral Licensing on Organizational Reputation 

Courtney M. Callaghan, Nicholas Mannweiler, Joshua Pena, and Samantha Drumb, San Diego State 

University 

Researchers conducted a 2 x 2 x 2 factorial design experiment with control to test the framing effects of moral 

licensing and history in news coverage of off duty servicemember misconduct on US naval forces’ organizational 

reputation and brand. A pretest and posttest utilized organizational reputation and marketing scales. 

Empowering Employees Through Participative Decision Making in CSR 

Weiting Tao, University of Miami and Baobao Song, Virginia Commonwealth University 

Through conceptualizing and empirically examining the antecedents, processes, and outcomes of employee 

empowerment through participative decision making in CSR, this study marks a starting point to build a theory of 

employee engagement in CSR. Its results are useful in guiding organizations to cultivate a committed workforce 

through CSR. 

Enhancing Employee Commitment to Change through Uncertainty Reduction: The Role of Channel Selection and 

Communication Transparency 

Rita Men, University of Florida, Marlene Neill, Baylor University, Cen April Yuen, University of Florida, and 

Aniisu K. Verghese, Sabre Corporation, India  

Through an online survey of 1,034 employees who have experienced an organizational planned change in the U.S., 

this study examines how organizations’ uses of interpersonal and mediated communication channels are linked to 

perceived communication transparency during change, which in turn, influences employees’ feeling of uncertainty 

and commitment to change. 

Ethical Engagement of Marginalized Publics on Social Media 

Katie R. Place, Quinnipiac University 

Although scholarship has sought to understand social media engagement of marginalized publics, little research has 

explored ethical implications of such. This study explored how PR professionals foster engagement with 

marginalized publics via social media. Findings suggest that engagement must be empathetic, transparent and direct, 

and consider unique privacy needs.  

Examining the Impact of Dialogic Communication on Effective International Student Engagement 

Rachel Dean, University of Florida 

Successful international student engagement requires effective dialogic communication, but engagement from a 

communications perspective remains an unexplored area in public relations research. This exploratory study seeks to 

gain a deeper understanding of the role communication and university stakeholders have in successful international 

student engagement within a higher education setting.  

Examining the Impact of Product Harm Fake News on Social Media: Persuasion Knowledge, Corporate Ability 

Associations, and Publics’ Information Processing 

Zifei Fay Chen, University of San Francisco and Yang Alice Cheng, North Carolina State University 

Via an online survey with 501 U.S. participants, this study examines the factors that influence publics’ perceived 

diagnosticity (i.e., usefulness, relevance) of product harm fake news about a company on social media, and how 

perceived diagnosticity of the fake news influenced publics’ attitudes and behavioral intention toward the company. 

Examining the Role of Moral Foundation Differences in the Context of CSR Communication 

Wen Zhao, Fairfield University 

Drawing upon the research in CSR communication, Moral Foundation Theory, and consumers behaviors, this study 

conducted experiments to test the moderating effects of moral foundations and the congruency between moral 

foundation and persuasive message appeals in CSR communication. This study provides insights on effective CSR 

communication effort for practitioners. 

Exploring the Effectiveness of Transparency as a Crisis Communications tool in the Nuclear Industry 

Matthew Buchberg, Rowan University 

Using both a content analysis and focus group, this study compares the Nuclear Regulatory Agency’s response to 

two specific nuclear accidents, Three Mile Island, and Fukushima Daiichi. This research project will focus on one 

key area of crisis communications planning and techniques transparency.   

Fighting Disinformation in the Post-Truth Era: A Study of Response Strategies and Audience Perceptions of Truth 

Chloe Morgan, Corinne Zilnicki, and Diann Rosenfeld, San Diego State University 

Two-thirds of Americans consider disinformation to be an epidemic problem.  Disinformation undermines the truth, 
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requiring public relations practitioners to combat the intentional spread of false information. Explicating from 

previous research, our experiment builds upon Coombs’s (2007) situational crisis communication theory by testing 

disinformation response strategies. 

Framing the Youth Climate Change Activist Movement: A Content Analysis of Greta Thunberg’s Instagram Account 

Amanda Martinek and Zoe Clemmons, Colorado State University 

This study measures the framing of environmental activism messages on social media that are used to mobilize 

global audiences towards environmental action. A qualitative content analysis explores messaging frames used 

within Greta Thunberg’s Instagram account, a prominent 16-year-old climate activist who has mobilized millions to 

participate in global youth climate strikes. 

From Communicative Actions to Protective Actions: Applying and Extending the Situational Theory of Problem 

Solving to a Chinese Vaccine Crisis 

Lingyan Ma, University of Maryland 

This study examined the situational theory of problem solving (STOPS) in a Chinese crisis context, and developed 

STOPS model by adding subjective norms as a mediator factor and protective actions as an outcome. Results 

showed theoretical and practical implications for the application and development of STOPS in crisis 

communication. 

Having It All:  Balancing Work with Life Outside of Public Relations 

Emma Daugherty, California State University, Long Beach 

This study through in-depth interviews with 20 women in executive positions in public relations explores the factors 

impacting the quality of life of professional women and how they deal with issues related to work-life balance.  

Issues explored include life satisfaction, job satisfaction, work-to-family conflict, family-to-work conflict, and 

boundary-setting.   

Hearing the Organizational Human Voice: Testing a Theoretical Model of Conversational Human Voice and 

Perceived Trustworthiness 

Casey McDonald, University of Florida 

Conversational Human Voice (CHV) represents a strategy for organizations communicating on social media to 

increase the perception of trustworthiness. This experimental study observes latent dimensions including social 

presence, interactivity, tone, expectation violations, the perception of being a bot, and emoji use in their roles 

mediating between CHV and perceived trustworthiness. 

How Destructive Leadership and Perceived Organizational Justice Influence Job Satisfaction and Employee 

Communication Behaviors 

Jie Jin, University of Florida 

Destructive leadership is an important but relatively unexamined leadership style in public relations literature. 

Specifically, the current study will examine how the dark side of leadership influences internal public relations by 

building linkage between destructive leadership, organizational justice, job satisfaction, and employee 

communication behavior.  

How Do Visuals Convey Distant Suffering? A Content Analysis of the Visual Strategies on Disaster Aid 

Organizations’ Social Media 

Sun Young Lee, Jungkyu Rhys Lim, and Duli Shi, University of Maryland 

We content analyzed the visual strategies of tweets from 42 disaster aid organizations that contained natural 

disaster-related messages. The results revealed how those organizations used visuals on social media, how their 

visual strategies differed by the purpose of texts, and what visual strategies were effective in generating public 

responses.  

How Online Review Affect Business Reputation: Do Images and User Ratings of the Review Make Online Reviews 

More Credible and the Business More Reputable? 

Lina Zhu, Colorado State University  

This study examines the impact of images reviewers uploaded and user ratings of the reviews on users’ perceived 

credibility of the reviews, and thus the businesses’ reputation. The study also investigates the impact of perceived 

credibility on users’ attitudes towards the business as well as purchase intention.  

How Public Relations Can Create Ritual Narratives to Ease the Pains of the 21st Century in the Workplace 

Paulo Nassar and Emiliana Pomarico, Aberje and University of São Paulo, Brazil, and Luiz Alberto de Farias, 

University of São Paulo, Brazil 
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The paper aims to generate reflections on how Public Relations professionals can help to reduce the so-called “pains 

of the 21st century” in the workplace—such as anxiety, depression, fear, tiredness, stress—from the creation of new 

narratives of communication, with messages and campaigns that are more ritualistic and humanized. 

How to Combat Fake News on Social Media? Effective Strategies for Responding to Misinformation on an 

Organization 

Surin Chung, Ohio University and Suman Lee, University of North Carolina at Chapel Hill 

This study explores how an organization address fake news on social media. The experiment has a mixed-subjects 

design of 2 uncertainty level (between: internal vs. external) x 3 response strategies (between: refutation vs. denial 

vs. attack the attacker) x 2 spokesperson type (within: a top level-official vs. a third expert). 

Identifying Drivers of Volunteer Behaviors: Openness, Trust, Distrust, and Organizational Identification 

Hongmei Shen, San Diego State University, and Hua Jiang, Syracuse University 

Our survey results proposed a new way to measure NPO organizational identification and explored different drivers 

of donation and volunteerism behaviors. Open communication is key to building trust and enhancing member 

identification with an NPO, while such identification influences members’ likelihood to volunteer, but relationships 

(i.e., only distrust) drive donations.   

Impression Management After Image-Threatening Events: A Case Study of JUUL’s Online Messaging 

Nicholas Eng, Pennsylvania State University 

Since 2018, JUUL has been called out by the FDA for its role in the youth e-cigarette epidemic. This study uses 

impression management theory to illustrate how JUUL has attempted to engage in positive impression management 

through its evolving visual and textual messaging as a consequence of these image-threatening events. 

Increasing Sincerity and Credibility through CCS to Stabilize Crisis Outcomes 

Courtney D. Boman and Erika J. Schneider, University of Missouri, and Heather Akin, University of Nebraska – 

Lincoln 

Continuing the prescriptive nature of SCCT, this experimental study provides an understanding of crisis strategies 

beyond textual content. The proposed latent variable model provides practitioners and researchers assurance that 

regardless of who controls dissemination of the message, exhibiting sincerity can optimize outcomes such as 

organizational reputation and negative social amplification. 

“Influencing” a Crisis: Exploring the Effectiveness and Credibility of Brand Influencers and Brand Fans During 

Crisis Response 

Hayoung Sally Lim, and Natalie Brown Devlin, University of Texas at Austin 

Using a 2 (paid brand influencer: “#paid” endorsement disclosure vs. ordinary brand fan: no disclosure) x 2 (social 

influence level: high vs. low) experiment, this study explores the credibility and effectiveness of organizations 

utilizing brand influencers and brand fans as organizational spokespeople during crisis response.  

Is It Time to Take a Stand? An Investigation of Corporate Social Advocacy on Brand Loyalty 

Yuanwei Lyu and Eyun-Jung Ki, The University of Alabama, and Ziyuan Zhou, Savannah State University 

In the context of corporate social advocacy, an online experiment was designed to manipulate the consistency of 

participants’ attitudes on sociopolitical issues compared to the target company, and magnitude of public support they 

received on their sociopolitical in a hypothetical scenario. Ultimately, contributes to the acts of corporate social 

advocacy. 

Issue-Oriented Approach to Understand the Public’s Supportive Behavioral Intentions for Nonprofit Organizations 

Nahyun Kim and Virginia S. Harrison, Pennsylvania State University, Pratiti Diddi, Lamar University, Michail 

Vafeiadis, Auburn University, and Denise Sevick Bortree, Pennsylvania State University 

This study adopted an issue-oriented approach to STOPS to examine how people’s evaluation of nonprofit causes 

can affect their motivation to take action toward an issue as well as to support the involved nonprofit. Also, this 

study investigated how one’s empathic feelings toward an issue can predict supportive behaviors. 

#ItCouldHaveBeenMe—When High-Status Professionals (Doctors) Campaign Against a Government Agency 

Winni Johansen and Finn Frandsen, Aarhus University, Denmark 

In 2017, doctors launched the #ItCouldHaveBeenMe campaign to protest against the strict line of action of the 

Danish Patient Safety Authority in reporting a young doctor to the police. The paper studies the crisis of DPSA, and 

the communication strategies and patterns of interactions among voices in this rhetorical arena. 

Japanese PR Practice Through the Eyes of Expatriate Practitioners 

Koichi Yamamura, TS Communication, Japan, and Xue (Yuki) Dou, Ritsumeikan University, Japan 
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The research aims to identify characteristics of PR practice in Japan through the eyes of expatriate practitioners in 

major Japanese corporations. By doing so, we aim not only to find out what native practitioners often overlook, but 

also to find out how practitioners and corporations can overcome cultural barriers. 

Listening, Measuring and Evaluating to Identify Intangible Contributions of Internal Communication 

Julie O’Neil, Texas Christian University, and Michele Ewing, Kent State University 

This research responds to the clarion call to examine communication measurement and evaluation in a more holistic 

and novel way. Using social capital theory as a framework, researchers interviewed 27 corporate communicators to 

explore how they use internal communication to listen to employees and to create, maintain and measure social 

capital. 

Managing a Crisis on Facebook: How Communication of Emotion Influences Public Relations 

Fanjue Liu, University of Florida 

This study aims to analyze the influence of emotional expressions in corporate crisis response through social media 

on OPR and on the public’s behavioral intentions as a response to the research gap on emotion-based crisis 

communication and the demand for actions to adapt the developing ecosystem of digital media. 

Measuring Organizational Legitimacy, Issue Legitimacy, and Issue Advocacy: A Case of Direct-To-Consumer 

Advertisements Using Qualitative Content Analysis 

Jee-Young Chung, University of Arkansas-Fayetteville  

The current study explores the concepts of issue legitimacy (DTC-ads) and examines the issue legitimacy of DTC-

ads from media coverage and organizational issue advocacy in terms of industrial news releases about DTC-ads, 

using a qualitative content analysis.  

Mentorship in Public Relations Scholarship: A Longitudinal Study of a Formal Program 

Melissa Adams, Appalachian State University, Melanie Formentin, Towson University, and Giselle Auger, Rhode 

Island College  

Results of a longitudinal mixed-method study of mentorship indicate that factors such as alignment with academic 

career ambitions and shared goals for the relationship were key to success. Frequency of contact between mentoring 

pairs, responsivity, and trust, were correlated with positive perceptions of the relationship and its outcomes despite 

distance.  

Morality Taste Buds and Publics’ Opinions 

Mengyao Xu, Fritz Cropp, and Glen T. Cameron, University of Missouri 

Triangulating case study and rhetorical analysis, this research advances The Contingency Theory of 

Accommodation (Cameron and colleges, 1997, 1999, 2001) by unraveling the continuum into six sub morality-taste-

bud continuums with different sensitiveness from a social psychology perspective. The morality-taste-bud originally 

developed by Haidt (2012) will be examined. 

More than Words:  Patagonia’s CSA as a Form of Deliberative Democracy 

Morgan Collins and Barbara Gaither, Elon University 

This study examines Patagonia’s corporate social advocacy through the lens of deliberative democracy. Findings 

highlight distinctions between Patagonia’s statements on environmental issues—advocacy typical of most 

corporations’ CSA—and its stakeholder-centric activism through its Action Works initiative. The paper offers 

recommendations for corporations wishing to move beyond advocacy into activism for change. 

New Look, Same Great Taste: The Examination of Four Cases Toward a Theory of Rebranding 

Alex Toma Elon and Kenn Gaither, Elon University 

This research evaluates the relationship between a company’s rebrand implementation plan and consumer and media 

reaction one week after the rebrand. Through a mixed-method research design, the study analyzes four brands—

Dunkin’ Donuts, Diet Coke, IHOP, Weight Watchers—toward a theory of rebranding based on the diffusion of 

innovations theory. 

Nonprofit Crisis Communication: An Examination of Top U.S. Nonprofit Strategies 

Callie Jackson, University of Oklahoma 

We surveyed the 100 largest charities in the U.S. as listed by Forbes. Communication professionals from these 

nonprofits were asked about crisis strategies outlined in Situational Crisis Communication Theory. Results showed 

which strategies nonprofits are most likely to use, depending on the type of crisis the nonprofit experienced. 

(Over)Eating with Our Eyes: An Examination of Food-Related Youtube Influencer Marketing and Consumer 

Engagement with Food Brands 
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Linda Dam and Soo Kim, University of Nevada, Las Vegas, Karina Kim, Pennsylvania State University, and 

Benjamin Burroughs, University of Nevada, Las Vegas 

Using a heuristic-systematic model approach, this study explores the effectiveness of food-related YouTube 

influencer marketing. Structural equation modeling will explore the mediating role of influencers’ information 

credibility on consumer brand attitudes. Study results will provide evidence-based implications for influencer 

marketing strategies, consumer engagement with food brands, and ethical food consumption.  

Parents Don’t Trust Ugly Schools: Building Relationships with Public School Parent Communities 

Kim Yielding, McMaster University, Canada 

Dark, drab, and depressing schools discourage parents’ involvement in school life. Conversely, bright and beautiful 

schools beckon parents. Both impact parent assessment of the relationship dimensions of trust, quality, commitment 

and satisfaction (Grunig and Hon, 1999). This study presents an untapped public relations strategy for building 

organization-public relationships.  

Perceived Transparency and Your DNA: Examining Direct-To-Consumer Genetic Testing Communication on 

Consumer Trust, Attitude and Behavioral Intentions 

Alan Abitbol, University of Dayton, Nicole M. Lee, North Carolina State University, and Matthew S. VanDyke, 

University of Alabama 

As at-home genetic testing products gain popularity, unique challenges are presented. Through a survey of direct-to-

consumer genetic testing consumers, this study examines organizational transparency and measures its impact on 

consumer trust, attitude and word-of-mouth. Findings hold implications for research and practice at the intersection 

of science and public relations. 

Perceptions of Social Responsibility: Traditional CSR or a Portion-of-Profits Scheme? 

Branden Birmingham and Shannon A. Bowen, University of South Carolina  

We explore what form of CSR works best between two types: portion of profit donations versus traditional CSR 

tactics. But are these efforts genuine, authentic, and trustworthy? Do they raise skepticism? We used an experiment 

to compare perception of a portion of profit campaign versus a traditional CSR tactic. 

Post-Crisis Communication and Discourse Of Renewal: A Case Study of One University’s Response to Racial 

Incidents that Drew National Media Attention 

Jensen Moore, Lafonzo Spigner and Madi Wagnitz, University of Oklahoma  

This case study used interviews with organization officials and textual analysis of media coverage to examine crisis 

communication following racial incidents on a university campus. Discourse of renewal concepts observed included: 

commitment to stakeholders, problem correction, organizational values, and focus on rebuilding, the future, renewal 

and growth.  

Practicing Transparency in a Crisis: Examining the Impact of Message Strategies on Organizational Perceptions 

Derrick Holland, University of Tennessee, Trent Seltzer, Texas Tech University, and Anna Kochigina, 

University of Tennessee 

Grounded by the Situational Crisis Communication Theory (SCCT), the current study sought to examine the impact 

of organizational response strategy and message transparency on stakeholders’ perceptions of organizational 

credibility. Experimental findings indicate that being transparent in a crisis can improve perceptions of the 

organization. Practical and theoretical implications are discussed. 

Public Relations with Authority: How Communicating Authority Produces “Fire” Content and Finds Position Zero 

Kevin Stoker, University of Nevada, Las Vegas, and Adam Stoker, Relic Advertising & Public Relations  

An Instagram influencer argues that social content needs authority, relevance, and trustworthiness to “fire.” PR 

values trust but ignores other two. Google’s algorithms favor them. Authority elicits reasoned elaboration through 

communication. Subjects of authority are active, not passive. This paper shows how three organizations use digital 

media to enhance authority.  

Research, Measurement and Evaluation Job Advertisements: Responsibilities, Requirements and Gendered 

Language 

Julie O’Neil and Thao Pham, Texas Christian University  

This research analyzed communication research, measurement and evaluation job advertisements to discern typical 

job responsibilities and job requirements. Researchers also critically examined the gendered language of the job 

advertisements according to the Bem Sex Role Inventory (Bem, 1974). Results have implications for practitioners, 

educators and public relations role and feminist theory.  
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So, You Got Them to Your Article, but How Do You Make Them Stay? Factors that Increase Reader Engaged Time 

of Online News Articles 

Angela M. Dwyer, Lippe Taylor, and Allison Horton, Memo 

Are slideshows dead? Is celebrity endorsement worth it? Do roundups engage more than features? Through content 

analysis of 600 articles in the skincare industry, this research answers: Which article formats and factors increase 

reader engaged time of online news articles? The results help PR professionals optimize media pitching and 

measurement.  

Stealing Thunder in a Storm of Controversy: The Influence of Speed on Acceptance of Facts in a Controversial 

Crisis 

Brooke M. Witherow, Hood College and Tyler G. Page, Mississippi State University 

This research experimentally tests the influence of stealing thunder on belief in the facts presented in a police 

shooting with a disputed narrative. It finds certain facts are influenced by stealing thunder, while others are not. The 

results suggest that less credible organizations have more to gain from stealing thunder.  

Strategic CSR Communication through Social Media Influencers (SMIs): Examining SMIs Features, Leadership, 

CSR Skepticism and Engagement, and Customer Response 

Yang Cheng, North Carolina State University, Chun-Ju Flora Hung-Baesecke, Massey University, and Yi-Ru 

Regina Chen, Hong Kong Baptist University  

Using a random sample of 592 consumers, the study examines the effectiveness of social media influencers (SMIs), 

as a social media leader in taste and opinion, on consumer response (i.e., brand loyalty, purchase preference, and 

price premium) through consumer skepticism toward CSR and engagement with CSR communication by SEM 

analysis. 

Student-Led PR Firms: Students’ Reported Learning Outcomes an Newly Launched Agency ss Compared to 

Industry Entry-Level Job Preferences. 

Terri Hernandez and Melody Fisher, Mississippi State University  

This study compares student perceptions of learning outcomes while participating in a student-led public relations 

agency to those skills deemed necessary by public relations scholars for entry-level professionals. Data from an 

inaugural agency will determine if and where there are incongruencies between student learning outcomes and what 

professionals deem important. 

Student-Run Agencies Best Practices: Replicating Professionalism b Matching the What With the Why And the How 

Jeffrey Ranta, Coastal Carolina University, Debbie Davis, Texas Tech University, Lee Bush, Elon University, and 

Harold Vincent, Elon University 

Applying integrative learning principles to social cognitive and professionalism theory, this quantitative study 

describes student-run firms’ best practices via faculty adviser perspectives, addressing efforts to mimic professional 

communication agencies’ operational areas including client management, business development, self-identity, 

promotion, revenue generation, personnel management, recruitment, facilities, technology adoption, evaluation, etc.  

Testing a Model of Drivers and Outcomes for Corporate Communications Team Performance 

Tim Penning, Grand Valley State University, and Mark Bain, upper90 Consulting 

In a previous study of CCOs, the authors identified the key drivers and inhibitors of high performance on corporate 

communications teams. In this follow up study (in progress) the authors are testing a model of performance drivers 

and outcomes, seeking and comparing the perspectives of CCOs and their team members. 

Testing The Factors for a Theory of Expectations Management in Media Relations 

Dustin Supa, Boston University, Lynn M. Zoch, Radford University 

The study for presentation contains findings from a survey and a series of interviews conducted with journalists and 

public relations practitioners, along with an overview of theory development for a theory of expectations 

management in media relations. Survey questions and the interviews focused on the expectations and experiences of 

the respondents in terms of the concepts of product, process, roles and relationships between the professions. 

The Digital Marketing and Public Relations Curriculum Battle 

Devin Knighton, Brigham Young University 

This paper examines the undergraduate public relations curriculum from 50 universities and includes in-depth 

interviews with faculty from 12 universities about the tension between teaching students digital marketing and 

public relations. The data uncovers how universities are dealing with the tension and how they are attempting to 

adapt their curriculum.   
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The effects of existing attitude toward a company and issue stance on perceptions of a corporate advocacy 

campaign 

Sungwon Chung, Ball State University, and Sun Young Lee, University of Maryland  

This study examines how preexisting attitude toward companies and stances on controversial political-social issues 

influence the perceptions of a corporate social advocacy (CSA) campaign, the company leading the campaign, and 

the issue. The findings will help in implementing more sophisticated strategies for approaching the right target 

audiences. 

The Effects of Prestige in Sponsorship on Attitude toward Corporate Brand and Art 

Yasushi Sonobe, Toyo University, Japan, and Makiko Kawakita, Nanzan University, Japan 

The purpose of this study is to reveal the effects of prestige in sponsorship on consumers’ attitude toward corporate 

brands and art. As a result of quantitative survey, prestige in sponsorship indirectly has a positive effect on attitude 

toward corporate brand and art via attitude toward sponsorship. 

The Effects of Threat Type and Gain-Loss Framing on At-Risk Publics’ Responses to Environmental Risk 

Communication 

Sung In Choi, University of Georgia, Jingyu Zhang, Shanghai University of Political Science, and LawYan Jin, 

University of Georgia 

This study examines the effects of environmental risk perception and risk responsibility attribution on the 

association between message features and publics’ behavioral intention, which help connect public relations theory 

with practice as well as provide recommendations for practitioners regarding which message features are effective in 

forming proper risk perception. 

The Impact of Online Sales Advertising on the Purchasing Behaviours of King Saud University Male and Female 

Employees 

Ali Alanazi, King Saud University, Saudi Arabia 

E-commerce in the Arab world has grown rapidly in the last few years. According to PayFort’s e-payments status 

report for 2018, Saudi Arabia and the UAE occupied advanced positions among Arab countries in e-commerce. This 

study focuses on the role of Internet advertising in Saudi Arabia. It examines on the impact of e-advertising on the 

purchasing behaviors of KSU employees.  

The Impacts of Different Social Media Message Strategies in Disaster Communication in Disaster Preparedness 

Phase 

Moon J. Lee and Fang Zhang, University of Florida 

We investigated the effects of social media message strategies. A post-test only group experiment was conducted 

with 118 participants to test the relationship between four different social media message strategies (i.e. Facilitative, 

Cooperative, Informative, and Persuasive Strategies) and publics’ problem recognition, involvement, information 

seeking and willingness to follow government instructions over a fake hurricane. Persuasive message strategy 

produced a higher level of all dependent variables than the control group (i.e. no message).  

The Importance of Information Source to Convince Crisis Response Strategies in a Socially Mediated Era 

Jeonghyun Lee, University of Georgia 

This paper aims at examining how the different source of information affect intention to share, crisis message 

acceptance, and the public’s forgiveness when an organization employ crisis response strategies. A 2 (crisis 

strategies: defensive vs accommodative) x 3 (source: organization, CEO, employee) experiment design is conducted 

to explore those relationship.   

Toys Aren’t Just Toys: The Cash Value of Critical Theory and Research to Public Relations Practice in an 

Environment of Increasing Public Expectations for CEO Activism 

Erica Ciszek, University of Texas at Austin, and Patricia Curtin, University of Oregon    

Through the case of Mattel’s Creatable World™ dolls, we analyze campaign materials and public response to 

demonstrate how critical and postmodern theory can be used to effectively negotiate the increasingly political 

climate that CEOs must navigate, demonstrating the “cash value” of such theory and research. 

Tweeting Tragedy: Testing Organizational Social Media Responses to a Public Tragedy  

Julia Crouse Waddell, West Chester University, and Rebecca A. Hayes, Illinois State University 

Confirm Using online experiment (N=316), we investigate how, and if, organizations not directly impacted should 

respond to public tragedies via social media.  Public tragedies, recently conceptualized in the PR literature, are 

situations that cause physical or psychological distress regardless of whether individuals are directly or indirectly 

impacted by the event.  
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Understanding Boycotts of Japanese Products in South Korea via Patriotism, Government-Public Relationship, 

Animosity, and Communicative Action 

Myoung-Gi Chon, Auburn University 

The purpose of this study is to understand what motivates publics to engage in boycott movements in South Korea 

toward Japanese products through the lens of public relations and consumer behavior research in the context of the 

South Korea-Japan trade war.  

Understanding How CSR Communication Strategies Generate Favorable Outcomes on Social Media: A Path 

Through Perceived Legitimacy and Perceived Interactivity 

Yangzhi Jiang and Seonwoo Kim,  Louisiana State University 

This study investigated the effects of different CSR communication strategies through a single-factor experiment. 

Results showed that partnership, proactive, and reactive endorsement increased the perceived interactivity of CSR 

communication. The reactive endorsement enhanced corporate legitimacy. Proactively pursuing endorsement 

decreased perceived legitimacy. Both perceived legitimacy and interactivity, subsequently, generated favorable 

outcomes. 

Understanding Online Risks: Developing an Analytic Framework Integrating Paracrisis Types and Response 

Strategies 

Feifei Chen, College of Charleston, and Sherry J. Holladay, Texas A&M University 

This study systematically examined 143 paracrisis cases to extend and refine typologies of paracrisis clusters and 

organizational response strategies. By connecting refined paracrisis clusters with organizations’ actual uses of single 

and combined paracrisis response strategies, a paracrisis communication framework was proposed, which can guide 

decision making on appropriate responses. 

Using AI to Test the Effectiveness of Crisis Response Options  

W. Timothy Coombs, Texas A&M  University, Gaugarin Oliver, FullIntel, Katie Delahaye Paine, Paine 

Publishing, LLC 

Using news coverage of human error and management misconduct crises, we test the effectiveness of different crisis 

response approaches using  AI-enhanced  machine learning  to determine which response is most effective in  

protecting reputation and reducing the length and severity of the crisis.   

Value Congruence in the Organization-Public Relations: Oyu Tolgoi Case Study  

Uyanga Bazaa, Texas Tech University 

Confirm Extending the organization-public relationship (OPR) model, media exposure and value congruence were 

found to mediate the link between OPR and attitude. This theoretical contribution has practical implications; 

organizations must be cognizant of how organizational values expressed within organizational media align with the 

values of key stakeholders and predict public support.  

Virality Illustrated: Establishing a Definition, Typology and Guidelines For “Going Viral” 

Soo Kwang Oh, and Katie Nance, Pepperdine University 

General Confirm This study first conducts a meta-analysis of scholarship on “virality” in strategic communication 

to define “viral,” as well as factors that make content go viral online. Using these findings, recent viral content are 

analyzed for their various characteristics and virality factors. As a result, a typology of virality is presented to serve 

as guidelines for PR practice and education.   

“Watchful Waiting:” How Public Relations Practitioners Prepare for a Fake News Crisis 

Cheryl Ann Lambert, Michele E. Ewing, and Toqa Hassan, Kent State University 

A focus group of senior industry practitioners revealed key insights for preparing for fake news crises. They base 

their decision on whether issues from the past have re-emerged, the status of individuals sharing a story, momentum 

of the conversations, and other factors.  

What Amounts to a Crisis? Mapping the Evolution of an Issue to a Crisis on Social Media 

Staci Smith, Purdue University, and Brian Smith, Brigham Young University 

The tendency for crises to erupt on social media raises the question: How do organizations determine which issues 

will become crises? This study maps the evolution of a crisis through a semantic network analysis of blackface 

claims against Prada and Gucci. Results show how word pairings lead to coordinated action.  

What Brazil Does When Nature Calls: Applying Situational Theory of Problem Solving for Coalition-Building for 

Sustainable Agricultural Practice for Brazilian Farmers 

Aurélio Martins Favarin, Embrapa Maize and Sorghum, Jeong-Nam Kim, University of Oklahoma, Mônica 
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Aparecida de Castro, Embrapa Maize and Sorghum, Ana Laura Lima, Embrapa Eastern Amazon, Gabriel 

Rezende Faria, Embrapa Agrosilvopastoral, Joseani Mesquita Antunes, Embrapa Wheat, and Renato de Aragão 

Ribeiro Rodrigues, Embrapa Soils, ICLF Network Association. 

Brazil initiated national actions toward sustainable farming in response to climate change. Qualitative studies were 

conducted using STOPS to understand how farmers and stakeholders recognize problems and constraints in their 

solution adoption. A model practice of strategic communication is presented for the change agents in sustainable 

agriculture practice worldwide.  

What Causes Distrust in Social Media Influencers?  

Miriam Hautala, Hanna Reinikainen, and Vilma Luoma-aho, University of Jyväskylä,  

As sponsored content becomes more popular, the question of audience trust has become increasingly relevant. Social 

media influencers have mostly been studied through trust and the benefits they provide the brands and organizations. 

This research looks on the other side: why social media influencers may not be trusted.  

What CEOs as CSR Communicators Make Consumers Do: CSR authenticity, Consumer-Company Identification, 

and Word-of-Mouth Engagement  

Keonyoung Park, and Hua Jiang, Syracuse University 

This study explored the role of CEOs as CSR communicators in cultivating corporate supporters. The results of an 

online survey (N=988) found that when consumers perceived a CEO’s image to fit with his/her company’s CSR 

initiatives, they were more likely to identify themselves with the company and thus engage in positive word-of-

mouth behaviors.  

When Public Health meets Twitter Communicating #globalhealth Issues Across the Globe 

Jeanine P.D. Guidry, Virginia Commonwealth University, Shana L. Meganck, James Madison University, Nicole 

H. O’Donnell, Virginia Commonwealth University, Alessandro Lovari, University of Cagliari, Vivian Medina-

Messner, Aloni Hill, and Marcus Messner, Virginia Commonwealth University 

While Twitter is increasingly used by PR practitioners in the health sector to communicate health information, until 

recently little was known about the content of or engagement with these messages across nations; this study 

examines the differences and similarities in Twitter messaging by national public health departments of 12 

countries. 

Why Does it Fit? Exploring the Role of Issue Involvement and Brand Association in Shaping Corporate Social 

Advocacy (CSA)–Brand Fit: The Case of Nike’s Colin Kaepernick Campaign 

Jo-Yun Queenie Li, University of Miami, Joon Kyoung Kim, and Khalid Alharbi, University of South Carolina  

Questions have arisen about how consumers react to companies that proactively take stances on social-political 

issues. This study examines the role of issue involvement and brand association in shaping consumers’ perceived fit 

between an organization and its CSA activities, which may guide the degree to which they are likely to support the 

company’s CSA effort. 

Workplace Discrimination, Organizational Justice, and Employee-Organization Relationship: The Role of Internal 

Communication  

Yeunjae Lee, Queenie Li, and Wanhsiu Sunny Tsai, University of Miami 

This study examines the role of public relations and internal communication efforts in influencing racial and ethnic 

minority employees’ perceived workplace discrimination. It tests how different aspects of workplace 

discrimination—formal versus informal and observed versus experienced—are related to perceived organizational 

justice and employee-organization relationship (EOR).   

Workplace Health Information Management: Understanding Communicative Processes 

Grace Ellen Brannon, The University of Texas at Arlington 

This study explored how employed individuals with diabetes manage workplace communication regarding their 

condition, impacting health outcomes. Results found that workplace environments play important roles in the 

process of communicating about diabetes in the workplace context. Implications for corporate communication, 

specifically employee relations, are discussed.  

ZEMI: Unique Method of Teaching Public Relations in Japan  

Yusuke Ibuki, Kyoto Sangyo University, and Tomoki Kunieda, Sophia University 

In Japan, universities have a unique method of teaching public relations called “zemi.” However, little is known 

about how zemi works. We conducted eleven in-depth interviews of professors and found that they assumed the 

importance of acquiring generic KSAs for career paths not limited to public relations. 



Notes 
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