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R.A. Pérez, Estrategias de comunicacion [Communication Strategies). Barcelona:
Ariel, 2001. 34 euros. 725 pp.

Rafael Alberto Pérez, lecturer in the Spanish Universicy, the Complutense of
Madrid, tries to explain in this book, which is bused on the theory of games, the
secrets of communication streeegies. This is a long book, more tian 700 pages, and
while originally conceived for students, it is ot only for them, since any
professional practitioner or scholar would derive some profic from it b is divided
into four parts. In the firse one, titled “Strategic Knowledpe', Pérez examines the
most importang theorics on serategy, from war strstegies such us Sun-Tzus and de
logical-analytical paradigm. He refers especially to the theory of games, though in
this part giving only a bricl explanation of its main charactenistics since they are
later developed in the second pare applicd to communication. The second pare could
perchaps be chought of as the main one in the book and s called "Towards a New
Theory of the Players’. The author avoids the term “theory of games” and prelers

develop such theory in his own field of knowledge — management and communica-
tion — focusing on the players. Divided into five chaprers, this cencral pare of the
manual begins with an explanation of the game as conflict versus the game as
negotiation, proposing in the last cpigraph ‘a new game model’, not seatic but
dynamic, changing, to be negotiated amony all players. Then a chapter on ‘man’
follows: a rational ‘man’ and a player ‘man’ or, using Pérez’s own words, ‘from
rationality to complexity’. To some extent he cricicizes Habermas and his theory of
the communication action. In the nexe chaprer, Pérez goes beyond chis, proposing
a new paradigm including the concepe of @ person (a player in the communication
game) dressed with a wide range of abilices — cogitative-communicative,
prospective-imaginacive, strategic-elective. Language is the main tool enabling our
cogitative-communicative abilities. Finally, a cheory of macches - or, if preferced, of
every communication action — is propused, serting the player in a collective
sicuation. This leads the auchor to the Internet. The chied pare, the longese and mosc
practical one, deals wich the management of public communication, the application
field in which the author usually works. Pérez focuses, fiest of all, on the policics and
the economy. of communication, trying to explain, once again, the ditference
berween information and communication. In teying tb cover every relevanc aspect of
the subject, he offers a couple of chapters on propaganda, thetoric, advertising and
public relacions. Then he moves to the management ieselt, and the nal chapter of
the chird pare is on che director schema. Finally, che fourch part — logically. the
shortest one — is dedicated to certain conclusions and prognosticacions: 2
forchcoming panorama which must be negotiated as well as anticipated. Rafael
Pérez tries to show the major chunges in our society in terms of, for example, power
~ which is, without doubt, one of the goals of communication. In conclusion, he
defines a strategic theory for everyday communication. The book is supplemented
by a texe o be read ac the end of every one of the 20 chapeers, writcen by a difterent
auchor, and proposing several subjeces linked to the main one explained. And, lasc
“buc not lease, Pérez gives a very complece bibliography, demonstracing his wide
knowledge of chis arca.



