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ABSTRACT
This research is an attempt to produce an exact definition of the public relations strategy, and using interviews of practicing
publicists, determine how they define publication policy when a public relation exercise is carried out to determine which policies are
needed to achieve the goal set up by enterprises? Will different contents of PR functions develop different strategies of deliberative
frames? Is there a public relation strategy conjunction of practical operations like marketing 4P on PR practice? The results of this
research found that PR strategy is what we choose an effective way for applying the needs of the organizations facing different
phases, and integrating all sorts of the resources from different dimensions during the communications (such as correspondents,
goals, contents, and media ), and also a direction or a creed to achieve the goal successfully. All the case studies in this research have
been concluded in management, communications, marketing or image reconstruction for 2PM, including the communication
subjects (publics), the communication goal (position/ positioning), the communication context (message), and the communication
medium choice (media), are the best conjunctions of practiced operations for the publicists to achieve public relations goal
successfully. 2PM are also considered as the strategy dimensions to build and sustain the relationship.
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