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Abstract

The purpose of this project is to explore
the relationships between and among
communications strategy, relationship
strategy, and their multiple effects in a public
relations context. The project differs from
most other researches in that it does not aim
to verify or examine existing Western
theories or scales. On the contrary, it is
designed, from an indigenous perspective, to
apply relevant measures to Western public
relations practitioners. This study has
successfully recruited more than 600
questionnaires from public relations
practitioners affiliated with the International
Public Relations Association (IPRA) and
Public Relations Society of America (PRSA).
The initial results indicate that the factors
found in the Organization-Public
Relationship Assessment (OPRA), Public
Relations Strategy Assessment (PRSA), and
the Integrated Assessment Model of Public

Relations Effectiveness are reliable and valid.

Furthermore, the majority of the research

hypotheses have been supported.

Keywords: Communication Strategy,

relationship strategy, integrated
multiple effects model
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