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Preface

This hardcover opuscule on Public Relations annually with the revised edition is a final
outbreak – trying to clutch in new developments.

“A strategic investment in Public Relations pays the best earned interest.”

The electronic brain in digital world has changed the form and scope of all
communications. The facility of getting information to publics certainly has improved
spectacularly with the Internet.

As we are in the age of knowledge economy, simple value messages and mere visibility
of a business is not adequate to ground in the mushrooming competitive era. Due to the
agile nature of unpredictable markets, the task of Public Relations practitioners has become
hardheartedly demanding, as they cope up with the threats posed by the glocalised economy.
However, the business or its influentials need to establish themselves as thought leaders in
the identified areas of action.

PR is not an obligatory job, it cannot be considered as a temporary defensive activity to
compensate the management’s wrongdoings towards its employees, consumers and general
public. The aim is to rear the public opinion which is acknowledged as counteractive public
relations.

Corporate public relations visages challenge public perceptions of business, consumer
alienation, and misunderstanding about business profits. In addition, other key issues facing
the corporate sector are globalization, technological changes, and diversity.

I exult with tickle pink to release the revised edition of the handbook on the subject
(3.3) Introduction to Public Relations in Mass Media, 3rd Semester.

The published copy is authored as per the revised syllabus prescribed by the Board of
Studies, Bachelor of Mass Media, University of Mumbai and other autonomous bodies to
boot.

Mind Chows, Guidepost, Relook, Practical Insights, Paramount (Valuable Aids) and
Proposed Class Drills (Assignments) are the major features and highlights of the handbook.
Corporate Snapshots and New Crowning Point in the book zoom in guidelines to the
academicians and students about the PR sphere realities.

Above and beyond, the book aims to serve as an all-inclusive text for Instructors and
Students interested in practicing PR predominantly.

Vaneeta Raney
vaneeta80@gmail.com
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Objectives:
1. To prepare the students for effective and ethical public communication on behalf of organisations.
2. To help the students acquire basic skills in the practical aspects of Media Relations and Crisis

Management.
3. To equip the students with basic skills to write and develop Press Release and other PR

communication.
4. To design a PR campaign.

Sr. No. Topic Lectures

1 (A) Definition of Public Relations (PR) 06
(a) Nature
(b) Scope
(c) Stakeholders

(B) Evolution of PR with Special Focus on India.

2 PR, Propaganda, Public Opinion and Publicity 02

3 PR and Marketing PR and Advertising, PR and Branding 06

4 Objectives, Functions of PR, Skills Needed to be a PR Professional 04

5 (A) In-house PR and PR Consultancy: Advantages and Disadvantages 04
(B) Internal and External PR: With Focus on Corporate Communications

6 Corporate Image Management 02

7 PR Tools: 08
(I) Media Tools

(a) Press Release, (b) Press Conference, (c) Others
(II) Non Media

(a) Seminars, (b) Exhibitions/Trade Fairs, (c) Sponsorship and (d) Others
(III) Content Development in PR

(a) Development of Profile: Company/Individual (b) Drafting a
Pitch Note/Proposal and (c) Writing for Social Media

8 New Age PR: Digital PR (To be taught with contemporary cases) 04

9 PR Process with Emphasis on Developing a PR Campaign 04

10 Crisis Communication (With Case Studies) 04
(a) Preparing a Crisis Plan
(b) Handling Crisis

11 Social Responsibility and PR (With Case Studies) 02

12 Ethics in PR: Code of Conduct (With Case Studies) 02

Syllabus
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Words kill, words give life, they are either poison or fruit – you choose.

Introduction
Public Relations has gone through a sea change as it has evolved from traditional to social media.

It has shifted its focus from just targeting at journalists to targeting the wider audience in general now.
The idea of Public Relations has changed from being a message that is just to be read; now its about
acting on seeing the message by Liking, Sharing, Rewriting, and Commenting on a given post, etc.
It is about engagement, information, feedback and a creation degree of insight.

(A) PUBLIC RELATIONS AND MASS MEDIA
Public Relations is emerging as a big catalyst of modern trades, with a larger spread encouraging

the entrepreneurs to experiment more. It is the beginning of a new revolution as consumer public
embrace indulgence. It represents a change in the value equation and social design of India.

Public Relations as a tool to communicate and win over the people around is being used
in different forms, from ancient times in India. Tools have changed from time to time but the
urge to communicate has always remained foremost. In business, at the time of independence, only
a few multinationals had their professional public relations. After the independence, it was realised
that PR is necessary in order to communicate for development and to create a bridge between the
public and the government and many organisations appreciated the role of professional public relations
in the years ahead.

Public Relations began to increase in India in the early 1990s when the government opened the
economy and multinational corporations began to enter the country. Public Relations companies emerged
offering strategic advice and integrated community solutions. Specialisation has become increasingly
important and firms are demanding higher qualifications and skills sets from workers. With multinationals
coming in India in a big way and even Indian companies exploring opportunities abroad, future of
Public Relations in India is very bright and gives a new hope for its growth.

Mass Media and Role of Mass Media in India
The term mass indicates a large number of people or a large section of people. There is no fixed

number to constitute mass. As a matter of fact, mass indicates more than one and the maximum cannot
be determined.

1

Chapter

Introduction to Public
Relations in Mass Media



2 INTRODUCTION TO PUBLIC RELATIONS (IN MASS MEDIA)

Mass Media is used to inform the mass and to persuade to purchase. The mass media expression
indicates those channels of communication such as television, radio, newspaper, magazines, films, etc.
that reach large number of people. The mass media are the instruments of communication.

The new technology is employed to mass production, new sophisticated communication technology
has emerged for wide dissemination of information and communication to a wide market area which
has created the mass.

Mass Media reach and convey the product’s message to the masses of the people. Where access
and distribution of mass media in India is concerned, they have reached not only in urban lifestyle but
also rural and other backward areas.

Mass Media has a prominent role to play in modern society. It can bring about radical changes and
improve social situation as it influences our social, civil, cultural, political, economic and aesthetic
outlook. Modernisation has converted media into an indispensable feature of human activity. However,
factors like age, education, economic condition, personal needs and availability of proper component
decide the quantum and frequency of media use. This is evident from the fact that most media centres
are located in urban areas. The majority of consumers of media products are also concentrated in and
around cities and towns.

It is rightly said that media use is an index of development. The greater the use, the higher will
be the level of education. Indeed social humans are sustained by mutual interactions, exchange of
ideas, information and views with the fellow beings. At the same time illiteracy, which is nothing
but absence of education and information, is a stumbling block for any aspect of development –
social, economic, political, cultural and even spiritual. Apparently, media has become the forerunner
of development through the removal of these roadblocks and the provision of information and
knowledge.

Historical Perspective
Precursors into public relations can be found in publicists who specialised in promoting circuses,

theatrical performances and other public spectacles. Later, most PR practitioners were and are still
recruited from the ranks of journalism. Journalists concerned with ethics question former colleagues
for using their inside understanding of news media, helping clients receive favourable media coverage.
Highly paid PR positions remain a popular career change choice for many journalists. PR historians say
the first PR firm, the Publicity bureau, was established in 1900 by former newspapermen, with Harvard
University as its first client.

The First World War also helped stimulate the development of public relations as a profession.
Many of the first PR professionals, including Ivy Lee, Edward Bernays and Carl Byoir got their start
with the committee for public information (also known as Creel Committee) which organised publicity
on behalf of US objectives during the World War I.

Some historians regard Ivy Lee as the first real practitioner of public relations, but Edward Bernays
is generally regarded today as the profession’s founder. In describing the origin of the term Public
Relations, Bernays commented, “when I came back to the United States, I decided that if you could use
propaganda for war, you could certainly use it for peace. And propaganda got to be a bad word because
of the Germans.... using it. So, what I did was to try to find some other words, so we found the words
council on Public Relations”.

Ivy Lee, who has been credited with developing the modern news release (also called as a “press
release”) espoused a philosophy consistent with what has sometimes been called the “two-way street”
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approach to public relations, in which PR consists of helping clients listen as well as communicate
messages to their public. In the words of the Public Relations Society of America (PRSA), “Public
Relations helps an organisation and its public adapt mutually to each other”.

Bernays was the profession’s first theorist. A nephew of Sigmund Freud, Bernays drew many of
his ideas from Freud’s theories about the irrational, unconscious motives that shape human behaviour.
Bernays authored several books, including crystallising Public Opinion (1923), Propaganda (1928)
and the Engineering of Consent (1947). Bernays saw public relations as “an applied social science”,
that uses insights from psychology, sociology and other disciplines to scientifically manage and manipulate
the thinking and behaviour of an irrational and “herdlike” public.

Public Relations has to be synchronised with the other forms of communication in order to
garner maximum mileage. Public Relations is indeed a very recent discipline in India. As a result,
there is a shortage of good people and good theoretical frameworks. The days are changing and they
are dynamic. Whenever there is change, there is public relations.

Contributions of Indians towards the Development of Public Relations
Swami Vivekananda, a disciple of Sri Ramakrishna Paramahamsa, who spread knowledge about his

motherland through pilgrimage, is of great value to public relations professionals to encompass on mass
communication.

Other spiritual leaders such as Sant Kabir, Tulsidas, Tukaram and Chaitanya Mahaprabhu diffused
knowledge through traditional media of communication in a lucid manner.

Mahatma Gandhi, the father of the nation, travelled across India, propagating the slogans like
“young India”, and “Harijan” constructively, used public relations tools and techniques followed by the
objective of mutual understanding between freedom fighters and countrymen of the nation.

After independence, with the emergence of the Parliament and State legislatures election, the need
of adopting a socialistic form or policy was felt. Thus, with specific measures, resolutions and regulations,
both public bodies and private business houses accepted the public relations policy in developing the
country, India.

Companies like HLL, Philips, Dunlop India were among few, who formed and set up a public
relations department. Professional associations and practitioners embarked across the country. The
first and one of its kind that is Public Relations Society of India was formed in 1958, preceded by the
International Public Relations Association (IPRA) which was founded in 1955 with an objective to
develop standards of ethics, practice and functions of public relations and public relations practitioners,
professionals or specialists.

Corporate Examples
To name a few with their specialties:
(a) Lewis PR: Is a global public relations consultancy working with leading and emerging

brands and delivering predictable results.
(b) Orion PR: Social media PR. Orion PR is a full service Indian PR firm backed up by rich

experience in all aspects of corporate communication, media mobilisation and public affairs.
(c) Pink and White Consulting: It is a boutique goodwill management and brand consultancy

based in India.
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(B) UNDERSTANDING OF PR

Definitions of Public Relations
By and large, the area of public relations as a profession has been cursed by both the need and the

desire for a more exact and elaborative definition of its scope. The attempts to arrive at as simple, brief
and accurate form of words are countless. The more serious attempts at definition range from
the brief, if sinister:

(1) ‘Arranging the truth so that people will like you’ through the classic from Edward L. Bernays
‘........... the attempt by information, persuasion and adjustment to engineer public support
for an activity, cause, movement or institution’.

(2) Public Relation by Professor Edward and Robinsons of Boston University:  Public Relation
as an applied social and behavioural science is that function which:
1. Measures, evaluates and interprets the attitudes of various relevant public;
2. Assists management in defining objectives for increasing public understanding and

acceptance of the organisation’s products, plans, policies and personnel;
3. Equates these objectives with the interest, needs and goals of the various relevant public.
4. Develops, executes and evaluates a programme to each public understanding and

acceptance.
(3) The traditional perhaps comprehensive definition of PR is that offered by Public Relations

News (the weekly newsletter of the industry) — the management function which evaluates
public attitudes, identifies the policies and procedures of an organisation with the public
interest and executes a programme of action (and communication) to earn public understanding
and acceptance.

(4) The Institute of Public Relations: Public Relations is the deliberate, planned and sustained
effort to establish and maintain mutual understanding between an organisation and its public.

(5) John E. Marston defines, having said rightly, that public relations is as hard to define as
religion or education. “PR is planned, persuasive communication designed to influence
significant public”.

Segregation of Public Relations for Further Understanding
‘Publics’ the word sense is macroscopic and ‘relations’ are microscopic in nature. The word

public is used throughout this volume to refer to any group of people who share a common interest.
The employees of a company are an example of a public good pay, the company’s stability and future,
and the opportunity for advancement are a few of the common interest of the members of a company.
Some public such as employees, are part of an organisation; these are called internal public. In
contrast, customers are an example of an external public.

Other examples of external public of a typically manufacturing company are suppliers, the community
and the retail dealers. The internal and external public will differ from one kind of an organisation to
another.

Relations on the other side is an effect or a consequence of sentiment out of a mutual understanding,
where two persons try to seek and secure their own desired benefits.
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Public Relations
 PR is a field concerned with maintaining public image for high profile people, commercial

businesses and organisations, non-profit associations or programmes. “It is a practice of
managing communication between an organisation and its public”.

Public relations is everything from an attitude of mind down to a minute detail in the successful
implementation of a programme or a campaign. It is simply stated as “the art and science of building
relationship between an organisation and its key audiences”.

PR is used to build rapport with employees, customers, investors, voters or the general public. It
is the art and social science of analysing trends, predicting their consequences, counselling organisational
leaders and implementing planned programmes of action, which will serve both the organisation and
the public interest prescribed by the first World Assembly of Public Relations Associations held in
Mexico city in August, 1978.

The business of generating goodwill toward an individual cause, product or company, the act of
communicating what you are to the public, an activity, press coverage or communication that is designed
to enrich and enhance the image/prestige of a company. Communication with various sectors of the
public to influence their attitudes and opinions in the interest of promoting a person, product or idea.

Important Factors
The growth of public relations is evolutionary in nature. It is an underlying fact that, in this

increasingly automated world man can no longer survive in isolation. Today, the human society is
progressing and becoming quite complex, especially in the developing countries individuals are no
longer able to live without adequate information and communication. The need and significance for
public relations arises due to the following fundamental factors:

1. Communication: Communication channels are quite feasible and the networks have widened
by insurmountable limits. The communication flow is smooth, it is possible to receive and
pass information at any given period of time.

2. Information: New information order which has no leaps and bounds, has thrown open
various options in all the fields. People are banged with unlimited information from various
directions. Information without direction or inaccuracy, must be verified and disclosed in a
reasonable manner. The interest of the receiver is to be channelised in the right direction.

3. Mutuality and Understanding: In order to influence the public opinion and to satisfy the
need of the communicator, to inform and establish sound contacts, mutual interaction is essential.
An understanding is created by providing insights into reporting on all the necessary matters.
Generation of confidence is essential in order to achieve the aim of the organisation, by
harmonising it with public interest.

Significance of Public Relations
Sam Black has defined PR as, “the establishment of a two-way communication to resolve conflicts

of interest by seeking common ground of mutual interest based on truth, knowledge and full information”.
Customers give business; others around are potential buyers; shareholders provide the funds and

would have to be ‘approached again as the company has to decide to increase the share capital,
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investors’ funds are available to the company in various forms; and services of various sorts given in
the desired manner build up the image of the organisation.

All of these are the target areas and public relations department has to maintain, good relations
with all of them, by providing them with helpful information about the organisations – products,
services, facilities and functioning, profits, dividends and so on.

Undoubtedly, it is essential for an organisation to have a good image in the minds of public.
Therefore, concentrated efforts are required to encourage mutual understanding between the organisation,
its employees and the public. This is not an impossible task as a PR practitioner and the employees of
the concern achieve through the effective techniques and principles of public relations.

Causes for the Growth of Public Relations
Public Relations department function is pervasive in nature. The phenomenal growth and awareness

and increasing number of public relations practitioners in the coming years is remarkable. This recognition
is observed due to the following causes stated below:

1. Changing perception and social attitudes have since forced a new responsiveness and a
sense of responsibility in official and commercial, like an increasing aspiration of internal
customers and external public is a significant factor in the development of public relations.

2. Increasing consumerism that is the consumer movement, has added to the growth of
public relations. Consumers movement has been exercising its power and pressure in the
form of consumer affairs activities like right to safety, choose, complain and right for redressal.
Emphasis on customer relationship management and sustained customer service has caused
many business enterprises to work towards the building of goodwill and support of the
consumers.

3. Reformations in political and economic environment has brought about some
unimaginative changes in the public relations set-up. Number of business regulations and
provisions in the areas of licensing, pricing, other trade control matters and increasing
government participation and healthy interference has resulted in the expansion of public
relations.

4. Integration of business units and expansion and diversification has increased the
significance of internal public relations (employees of a business concern). The scale of
operations and the volume of the business has encouraged the growth in the rate of
employment, Consequently, the need for maintaining sound relations with workers and
employees and the managers is essential. It is helpful in maintaining peace and harmony at
workplace.

5. Acceleration in development of media communication and advancement of science and
technology, effective transmission of information have opened new facets and challenges.
This divide can be bridged by public relations practitioners tactfully.

6. Consensus with globalisation in recent years has accelerated the massive growth and success
of international public relations activities. Cross-cultural relations, education campaigns, foreign
trade liberations and interchange of techniques and intention for inclusive growth have eventually
evolved the profession of public relations.

7. Corporate ethics and social responsibility to serve varied public is an important dimension.
Social affairs and community development related activities like security, welfare, health,
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unemployment, poverty, donations, pollution, environmental concerns and control services
are responsible towards the need and professionalisation of public relations in a business
enterprise.

8. Universality and multidisciplinary approach has promoted the efficiency and performance.
As public relations covers all the sectors, field of business both commercial and non-
commercial organisation, the principles, techniques and code of conduct are equally applicable
where they operate.

‘Public Relations’ constitutes an important management function. The Public Relations Department
is the vehicle through which an organisation attempts to maintain communication with its public. This
is done in such a manner that the organisation earns public acceptance and respect. Indeed, the activities
of the Public Relations Department of a business organisation are directed towards creating a climate
for better understanding and better relation with the public.

Scope of Public Relations
The scope of PR is growing due to ever increasing complexities and interdependence in managing

human relations. Public relations area contributions are widely acceptable and required in industry and
commerce. It has made way in the varied sectors of public life. It also has undoubtedly, proven the
application in all the fields of trade and commercial concerns.

According to Edward Bernays, the necessity of public relations can be explained in the form of
laws, i.e., information, adjustment and integration.

It is essential on the part of public relations officers to keep themselves updated about the happenings,
proceedings and innovations in various parts of the world on continuum basis. This modus operandi
must go a long way to streamline and harmonise the goodwill and the sense of universal brotherhood,
global peace to a greater extent which is the need of the hour.

Valuable Aid — Scope
Corporations use Marketing Public Relations (MPR) to convey information about the products

they manufacture or services they provided to potential consumers to support their direct sales
efforts. Typically, they support sales in the short term and long term, establishing and furnishing
the corporations branding for a strong ongoing market.

Corporations also use public relations as a vehicle to reach Legislators and other Politicians,
seeking favourable tax, regulatory and other treatment and they may use public relations to portray
themselves as enlightened employers in support of human resources recruiting programmes.
Non-profit organisations including schools and universities, hospitals and social service agencies
use. Public relations in support of awareness programmes, fund raising programmes, staff recruiting
and to increase patronage of their services. Politicians use public relations to attract votes and
raise money and when successful at the ballot box, to promote and defend their service in office,
with an eye to the next election or at career’s end to their legacy.

Almost all the organisations that have a stake, portrays image with the help of some level of
public relations in the public arena. Corporate Communication is a predominant part of Public
Relations and also envisaged as one of the major disciplines falling under PR which includes
analyst relations, media relations, investors relations, consumer relations, labour relations, public
relations specialist, education or advisor and government relations, etc.
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(C) STAKEHOLDERS IN PUBLIC RELATIONS

Public in Public Relations
Communication with Public
Understanding Public Relations Publics

In order to invest PR effort and to create a favourable image, understanding the public is essential
part of public relations activity.

Publics can be classified into two types:

1.  Internal Publics
People involved within the organisation form an integral part of internal publics. Employees working

in the organisation become the internal publics. If it is a governmental organisation, then the employees
of the government become the internal publics. Internal publics are also segmented, much on the lines
of market segmentation as in the case of a marketing exercise. The parameters or the situation will
change for segmentation purpose, e.g., shareholders employees, suppliers, distributors and retains, etc.

For example: Employees could be categorised based on location, sex and hierarchy in the
organisation as PR strategy could be different for each.

Jet Airways (JA) wants to introduce a change in the attire of its female cabin crew from sarees to
skirt. It may undergo resistance to change. JA may decide to do a PR effort. The primary target for this
effort would be the airhostesses. The effort would also need to be done with the male cabin crew and
perhaps even the pilots to manage this change smoothly.

PR and Employee Relationship
Sharing of information related to organisation among the employees is called employee

communication. It is established to create and maintain cordial relations between employer/management
and employees. It is an internal communication pertaining to the formal matters of the organisation
conducted within the individuals or departments. It is communication of Indoor management.

The communication task is undertaken in horizontal, vertical, diagonal, etc., required by all who
work in organisation to accomplish common goals. Internal communication may be oral or written.

Employee communication must be recognised as an essential tool of management. It is an effective
means to achieve corporate objectives and maintain team-based work environment. Public relations
officer must give major emphasis and effort on communicating with them to promote good internal
public relations.

Internal Communication Network
Communication Mix

Print Visual Electronic Others

Newsletters Television E-mail Meetings
Magazines Video Voice mail Suggestion Systems
Handouts Overhead projector Interactive media Employee Surveys
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Brochures Slides Telephone hotlines Media Surveys
Pamphlets Websites Expressions
Goodwill letters Pagers Public Address

System
Posters Cellphones Counselling
Bulletin Boards Teleconferencing Messenger Service
Fliers Video-conferencing Committees
Pay cheque inserts Electronic bulletin Opinion surveys

boards
Manuals Interviews
House Journals
Union Publication
Annual Reports

Employee Relations will help in attainment of the communicator’s objectives such as:
1. To establish communication climate in the company
2. To change employees attitude for the betterment
3. To work cooperatively within the organisation set-up
4. To maintain flow of communication through open channels
5. To change their behaviour in the desired direction.

Public relations is of considerable use in assessing employee satisfaction and enhancing it
through appropriate PR strategies. Based on this survey’s results, appropriate strategies are developed
and a joint effort is put by the HR and PR departments of the company. If employees are clear about the
company’s goals and vision and are well trained and motivated, they too can become extremely good
brand ambassadors for the company. This works during the time of disaster too.

Practical Insight
IOC has a strong employee relations strategy that is spearheaded by its President of Corporate

Affairs and PR. The company is extremely sensitive to its employees and develops and runs its
internal PR strategies in a very professional manner. The theme is adopted by the top management
and is conveyed throughout the company through the house journals, posters, meetings, over the
intranet etc. Special social and other professional meetings are held to drive the company’s agenda.
The result is that the employees buy into the agenda and this contributes significantly to the
continuing growth of the organisation.

2. External Publics
External audiences are those people who are not closely connected with the organisation that is

public at large. They could include customers, trade governments, etc. External publics are diverse and
are constrained only by their own objectives and priorities. They could be classified on the basis of
their location, size, importance, business potential, etc. Clear understanding of External Publics goes a
long way in developing effective public relations campaign.
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Community Members are the people who live and work in community where a firm is located or
doing business, are often the target of PR efforts. It may involve ads informing the community about
organisational activities, e.g., sanitation drive, pollution, preservation of forests, etc. The message to
people that the organisation is a good citizen with their welfare in mind.

Educators and press are provided with information regarding the organisational activities. Reporters
are interested in good stories. Because of the media’s power, they should be informed of the firm’s
actions. Companies issue press releases and communicate through conference, interviews and special
events. Media relations benefits the company. Educators are informed in an attempt to generate goodwill
as well as exposure for their causes. Eventually, they lend credibility to the medium for organisations.

Civic and Business Organisations serves as a gatekeeper of information. Companies, financial
contributions to NGOs and speeches at function and sponsorships are all designed to promote a favourable
image of the company and in turn generate positive public relations.

Government Bodies at local and national level are influenced by way of lobbying. To support
government actions, companies undertake educational drives and thrive efforts to inform the public
regarding the proposed changes. Public service advertising campaign gives wide exposure to the
companies.

Financial Groups in addition to current shareholders, potential shareholders and investors are the
potential sources of funding. PR efforts are made to provide information to these public through
corporate reports and press releases. New developments and financial information is supplied to them.

Corporate Snapshots
Public relation activities include helping the public to understand the company and its products.

PR is often considered as one of the primary activities, which includes other people.
The best PR outcome is other people talking about an event or organisation. The activities include:
 Product Launch
 Media Conference
 Sales Promotion
 Open Day Sessions
 Product Testing
 Websites
 Press release
 Newsletters

Eventive! Tip
Reporters want to tell the best story possible so it is up to the PR practitioner to make their job a

little easier. Provide them with news worthy information in a format they’re familiar with, make sure to
meet their deadlines, make sure the information gets to the right party; check if they prefer the story to
be sent via post/e-mail/fax for well deserved coverage.
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(D) EVOLUTION OF PUBLIC RELATIONS

Public Relations in India
Public Relations is as old as human civilisation. It has existed in one form or the other. There are

umpteen examples of its varied form, content and end use. An ancient clay tablet, found in Iraq, told the
Sumerian farmers how to grow better crops. That was over 4000 years ago. The Arabian tales relate
how the celebrated Sultan Haroon-Al-Rashid used to wander about every night in disguise to see for
himself as to what the people really felt about his administration.

In the Ramayana, there is a character called Bhadro who used to report to Rama about popular
feelings and perceptions. Employing professional bards to sing the glory of the king was an ancient
custom in India. Much of what is known today about the exploits of the kings and ancient civilisations
is the result of scribes seeking to glorify the achievements of a royal patron. The Rajtarangini of
Kalhana also belongs to the same genre.

Evolution
The great religious teachers from Gautama Buddha and Sankaracharya to Nanak and Kabir were

master communicators. They preached, in an idiom which the common people found easy to understand.
The rock inscriptions of Emperor Ashok were written in local dialects for easy communication. He also
sent his own children to Sri Lanka to spread the message of Buddhism. From this angle, his daughter,
Sanghamitra can be described as the first woman public relations executive in history.

After all, what is Public Relations? It is to communicate to the public with a view to changing their
mind set in a certain direction. Also, its purpose is to create goodwill for the communicating organisations,
eventually leading to support from the public. This is what great leaders, mentioned above, did.

Centuries of slavery beginning with the Mughal rule followed by the Englishmen brought in its
wake a new type of Public Relations on the part of the rulers as also those spearheading the movement
for Independence. The rulers tried to put forth that they were working for the people of this country
and that people should cooperate in their continuance.

Besides adopting various administrative and political policies, they launched communication strategies.
William Augustus Hickey brought out the first newspaper in India in 1780 for catering to the interests
of the European settlers in Calcutta. It was in a way a mirror of the nation in newspaper making.
Newspapers soon became a means of educating and enlightening the people. They also highlighted
various socially-important issues, acting in the process as a catalyst for the growth of public opinion.

In the present century the outstanding example of a master communicator is that of Mahatma
Gandhi. On 9th August 1942, he gave a call to the British rulers to quit India. This resulted in hundreds
of thousands of citizens coming out for their exit once and for all. Within five years, i.e., 15th August,
1947, centuries of slavery ended and India became independent.

A systematic and organised practice of public relations in India began with the Indian Railways.
The Great Indian Peninsular (GIP) Railways, for example, carried on a campaign in England in the 20s
to attract tourists to India. Within the country, its Publicity Bureau introduced a travelling cinema which
held open air shows at fairs, festivals and other places. This Bureau also undertook extensive advertising
in newspapers and journals besides participating in exhibitions abroad to popularise the Indian Railways
and tourist traffic.
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During the first World War (1914-1918), the Government of India set up a Central Publicity
Board. This was the first organised PR/Information set-up of the Government of India. It was renamed
as Central Bureau of Information , afterwards renamed as Bureau of Public Information, and functioned
as a link between the Government and the Press. One of the items on its agenda was to find out where
the action of the Government was criticised. In today’s parlance, it is call as “feedback”.

For the first time, an Indian, namely, J. Natarajan of The Pioneer, Lucknow, was appointed as its
Deputy Principal Information Officer. The Bureau also formulated a policy in 1938 for release of
government advertisements. As of now, the functions of publicity and public relations and of
broadcasting, television, advertising, films, publications, etc. are looked after by professionals. After
Independence (1947), the Government of India set up a full-fledged Ministry of Information and
Broadcasting. This was a revolutionary measure in the reorganisation of the information and public
relations set-up of the Central Government. All the State Governments and Union Territories also have
Departments of Information and Public Relations.

Role
The activities of the Ministry of Information and Broadcasting can be broadly divided into three

sectors, i.e., the Information Sector, the Broadcasting Sector and the Films Sector. The functions of
these sectors are complementary to each other and cannot be strictly compartmentalised. Each of
these sectors operate through specialised media units and their affiliated organisations.

In a developing country like India, communication of Government programmes, achievements
and expectations are, no doubt, important. But, equally important is communication from and to the
economic sector – public sector, NGOs, public utilities, academic bodies, etc. – seeking to inform,
motivate, change the mind set and finally seek public support for achieving the objectives of these
organisations.

After Independence, multinational companies operating in India for several years, felt the need to
communicate with the Indian people more meaningfully. In order to adjust their corporate policies to
the democratic milieu, these companies increasingly turned to public relations. Among the Indian giants,
the Tatas had already set up a Public Relations Department in Mumbai in 1943 headed by Shri Minoo
Masani.

The public sector has, however, made a significant contribution to the birth, nurturing, growth
and professionalism in public relations. Public relations in its true sense started with PSUs like HMT,
BHEL, Bhilai Steel Plant, followed by NTPC, Indian Oil, VSNL, NHPC, ONGC – to name a few. Bodies
like Public Sector Public Relations Forum and SCOPE have played a notable role in professionalisation
of PR discipline.

At the apex level, there is Public Relations Society of India (PRSI) set up in 1958. It is the national
association for professional development of Public Relations practitioners and communication specialists.
It seeks to promote Public Relations as an integral function of the management. As of now, it operates
through 24 Regional Chapters throughout the country with a membership exceeding 3000.

There are, however, certain areas where PR has yet to make a full dent. These include strengthening
programmes for training in this field, publication of literature on PR by seasoned practitioners and
academics, case studies on PR situations in Indian companies, equipping PR departments with
professionally-trained personnel as well as latest communication equipment falling in the category of
Information Technology and, above all, continuous trust and support by the management. All these are
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important for enabling the PR personnel to perform their role effectively, particularly in the present and
future marked by fierce competition both nationally and internationally.

Ancient Origins of Public Relations
Although the term “public relations” was not yet developed,

academics like James E. Grunig and Scott Cutlip identified early
forms of public influence and communications management in
ancient civilizations. According to Edward Bernays, one of the
pioneers of PR, “The three main elements of public relations are
practically as old as society: informing people, persuading people,
or integrating people with people.” Scott Cutlip said historic events
have been defined as PR retrospectively, “a decision with which
many may quarrel.”

A clay tablet found in ancient Iraq that promoted more
advanced agricultural techniques is sometimes considered the first
known example of public relations. Babylonian, Egyptian and
Persian leaders created pyramids, obelisks and statues to promote
their divine right to lead. Additionally, claims of magic or religious
authority were used to persuade the public of a king’s or pharaoh’s
right to rule.

Ancient Greek philosophers such as Isocrates, Plato and
Aristotle created early theories in rhetoric and persuasion. In

Greece, there were advocates for hire called “sophists”. Plato and others said sophists were dishonest
and misled the public, while the book “Public Relations as Communication Management” said they
were “largely an ethical lot” that “used the principles of persuasive communication.” In Egypt, court
advisers consulted pharaohs to speak honestly and scribes documented a pharaoh’s deeds. In Rome,
Julius Caesar wrote the first campaign biography promoting his military successes. He also commissioned
newsletters and poems to support his political position. In medieval Europe, craftsmen organized into
guilds that managed their collective reputation. In England, Lord Chancellors acted as mediators between
rulers and subjects.

Pope Urban II’s recruitment for the crusades is also sometimes referred to as a public relations
effort. Pope Gregory XV founded the term “propaganda” when he created Congregatio de Propaganda
(“congregation for propagating the faith”), which used trained missionaries to spread Christianity. The
term did not carry negative connotations until it was associated with government publicity around
World War II. In the early 1200s, the Magna Carta was created as a result of Stephen Langton lobbying
English barons to insist King John recognise the authority of the church.

Early Pioneers
The Publicity Bureau was the first PR agency and was founded by former Boston journalists,

including Ivy Lee. Ivy Lee is sometimes called the father of PR and was influential in establishing it as
a professional practice. In 1906, Lee published a Declaration of Principles, which said that PR work
should be done in the open, should be accurate and cover topics of public interest.

An artistic depiction of a preacher
promoting the crusades
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According to historian Eric Goldman, the
declaration of principles marked the beginning of an
emphasis on informing, rather than misleading, the
public. Ivy Lee is also credited with developing the
modern press release and the “two-way-street”
philosophy of both listening to and communicating
with the public. In 1906, Lee helped facilitate the
Pennsylvania Railroad’s first positive media coverage
after inviting press to the scene of a railroad accident,
despite objections from executives. At the time,
secrecy about corporate operations was common
practice. Lee’s work was often identified as spin or
propaganda.

In 1913 and 1914, the mining union was blaming the Ludlow Massacre, where on-strike miners
and their families were killed by state militia, on the Rockefeller family and their coal mining operation,
The Colorado Fuel and Iron Company. On the Rockefeller family’s behalf, Lee published bulletins
called “Facts Concerning the Struggle in Colorado for Industrial Freedom,” which contained false and
misleading information. The press said Lee “twisted the facts” and called him a “paid liar,” a “hired
slanderer,” and a “poisoner of public opinion.” By 1917, Bathlehem Steel Company announced it would
start a publicity campaign against perceived errors about them. The Y.M.C.A. opened a new press
secretary. AT&T and others also started their first publicity programmes. AT&T and others also started
their first publicity programmes.

Edward Bernays, a nephew of Sigmund Freud, is also sometimes referred to as the father of PR
and the profession’s first theorist for his work in the 1920s. He took the approach that audiences had
to be carefully understood and persuaded to see things from the client’s perspective. He wrote the first
textbook on PR and taught the first college course at New York University in 1923.

Bernays also first introduced the practice of using front groups in order to protect tobacco interests.
In the 1930s, he started the first vocational course in PR. Bernays was influenced by Freud’s theories
about the subconscious. He authored several books, including Crystallising Public Opinion (1923),
Propaganda (1928) and The Engineering of Consent (1947). He saw PR as an “applied social science”

that uses insights from psychology, sociology, and
other disciplines to scientifically manage and
manipulate the thinking and behaviour of an irrational
and “herdlike” public.

In 1929, Edward Bernays helped the Lucky
Strike cigarette brand increase its sales among the
female demographic. Research showed that women
were reluctant to carry a pack of Lucky Strike
cigarettes, because the brand’s green colour scheme
clashed with popular fashion choices. Bernays
persuaded fashion designers, charity events, interior
designers and others to popularize the colour green.
He also positioned cigarettes as Torches of Freedom
that represent rebellion against the norms of a male-
dominated society.

Image from an early German PR campaign
promoting cigarettes for women

The aftermath of the Ludlow Massacre
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According to Ruth Edgett from Syracuse University, Lee and Bernays both had “initial and spectacular
successes in raising PR from the art of the snake oil salesman to the calling for a true communicator.”
However, “late in their careers, both Lee and Bernays took on clients with clearly reprehensible values,
thus exposing themselves and their work to public criticism.” Walter Lippmann was also a contributor
to early PR theory, for his work on the books Public Opinion (1922) and The Phantom Public (1925).
He coined the term “manufacture of consent,” which is based on the idea that the public’s consent
must be coaxed by experts to support a democratic society.

Former journalist Basil Clarke is considered the founder of PR in the UK. He founded the UK’s first
PR agency, Editorial Services, in 1924. He also authored the world’s first code of ethics for the field in
1929. Clarke wrote that PR, “must look true and it must look complete and candid or its ‘credit’ is
gone”. He suggested that the selection of which facts are disseminated by PR campaigns could be used
to persuade the public.

Arthur W. Page is sometimes considered to be the father of “corporate public relations” for his
work with the American Telephone and Telegraph Company (AT&T) from 1927 to 1946. The company
was experiencing resistance from the public to its monopolisation efforts. In the early 1900s, AT&T
had assessed that 90 per cent of its press coverage was negative, which was reduced to 60 per cent by
changing its business practices and disseminating information to the press. According to business
historian John Brooks, Page positioned the company as a public utility and increased the public’s
appreciation for its contributions to the society. Stuart Ewen said AT&T used its advertising dollars
with newspapers to manipulate its coverage and had their PR team write feature stories that were
published as if they were written by independent journalists.
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(E) OTHER DEFINITIONS OF PUBLIC RELATIONS FOR
BETTER UNDERSTANDING

Public relations has assumed immense importance over the years. The importance of this vital and
all embracing discipline can be gauged from the fact that the present information age is also called as
the public relations age.

As the very name suggests, public relations is a relationship, a liaison or a bridge between an
organisation and its publics.

International Encyclopaedia of Communication has defined the term public relations as, the
information activities and policies by which corporations and other organisations seek not only to
create attitudes favourable to themselves and their work but also to counter adverse attitudes.

According to New Webster’s Encyclopaedic Dictionary of the English Language, public relations
is the art and techniques used to promote favourable public opinion. There are certain definitions
reproduced by  some scholars and renowned experts with a view to clearing the concepts of the
students about this versatile and multidimensional discipline of the present age.

1. In 1948, the Council of the British Institute of Public Relations defined Public relations as
“the deliberate, planned and sustained effort to establish and maintain mutual understanding
between an organisation and its publics.”

2. Public relations is the attempt by information, persuasion and adjustment to engineer
public support for an activity, cause, movement or institution (Edward L. Bernays).

3. According to John W. Hill, public relations is the management function which gives the
same organised and careful attention to the asset of goodwill as is given to any other major
asset of business.

4. Public relations is a combination of philosophy, sociology, economics, communication and
other knowledge into a system of human understanding (Herbert M. Baus).

5. Public relations is everything involved in achieving a favourable opinion (Georgo F. Meredith).
6. The International Public Relations Association, The Hague, May I960, defined public relation

as a management function, of a continuing and planned character, through which public and
private organisations and institutions seek to win and retain the understanding, sympathy
and support of those with whom they are or may be concerned by evaluating public opinion
about themselves, in order to correlate, as far as possible, their own policies and procedures,
to achieve by planned and widespread information more productive cooperation and more
efficient fulfilment of their common interest.

7. The World Assembly of Public Relations maintains that public relations practice is the art 
and social science of analysing trends, predicting their consequences, counselling
organisational.leaders, and implementing planned programmes of action that will serve the
interests of organisation and the public.

8. According to Scot M. Cutlip and Allen H. Centre (authors of the book Effective Public
Relations), PR is the “communication and interpretation and the communications
and ideas from an institution to its publics and the communication of information,
ideas and opinions from those publics to the institution is a sincere effort to establish
a mutuality of interest and this achieves the harmonious adjustment of an institution
to its community”.
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The above definitions highlight the importance and significance of this all embracing discipline.
But, it would be quite unjust to assume that a few lines can bring out and explain the usefulness of this
social art and science. A few words, howsoever, articulately worded cannot embody the countless
good that public relations delivers to the society. Indeed, it is Public Relation which has turned the man
from a wild animal into a social being.

The importance of public relations is increasing day-by-day and as a matter of fact, it is more
important for organisations, institutions and individuals today than it was yesterday and surely its
significance would multiply manifold in the days to come. Public relations has, in fact, become one of
the most important tools needed today not only for the growth and development but also for the very
existence and survival of an organisation. Public relation is not self-centred, rather it is equally useful
for the publics as well. It provides a channel through which the publics can make their concerns and
needs known to the management.

If an organisation does not care for the public sentiments and needs or the market demand
or what is actually required by the publics, and rather regards production of goods or provision
of services to be its sole concern, it will never be able to compete with the dynamic competitors
in the field. Similarly, if a political organisation does not take into account the issues and
problems facing the people and/or the country at large and is obvious to finding a just and fair
solution to them, would it be a popular organisation among the public’s, and will it survive?
Definitely not.

In short, in this age of competition and democracy, public relations has acquired a very vital
position and indeed no organisation – public or private – can do without it. Similarly, good image is also
indispensable for having a place in the market and in the publics. Summing up the above discussion, we
can say that public relations is not only deliberate, planned and sustained effort to establish and maintain
mutual understanding between an organisation and its publics but also to earn and build up a good
image for the organisation by using different arts and skills.

According to available history, the term propaganda, an important tool of public relations today,
was first used in 1622 for a Christian mission which went out of Rome for preaching. History also
shows that the Muslims were using public relations as a well disciplined arm of the government during
the days of the Holy Caliphs of Islam. They for the first time used the term public relations officer.
Mr. Alauddin Masood (author of the book “Public Relations: Potential and Prospects”) in the article in
daily The Muslim (August 89, 1996) produces historical evidence to substantiate the fact that a letter to
Malik Ashtar, governor of Egypt, Hazrat Ali, the fourth Caliph of Islam, while describing the categories
of State writes “We have the army formed of the soldiers of God; we have our civil officers and their
establishment, our judiciary, our revenue collectors and our public relations officers”. This suggests
that the Public Relations department had emerged as a separate and distinct entity by the time and that
the people were aware of the functions and role of public relations officers.

Like some other parts of the world, there exists ample evidence to suggest that rulers in South Asia
made use of the techniques of public relations even as early as 3300 BC-1900 BC and also thereafter
right upto the arrival of the British. The archaeological excavations in the Indus Valley show that
engravings on rocks and especially constructed monuments were used for conveying royal decrees
and proclamations to the publics. The Muslim rulers in India appointed scribes in different parts of the
country who used to inform the king (ruler) about the various activities and happenings in the area
under their respective jurisdictions. Later, the British established separate PR departments in the provinces
and at the centre, including the armed forces (ISPP) to carry on public relations activities.
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 There are many who  trace  the emergence of public  relations as a  separate and distinct  activity
with the advent of the industrial revolution in America. Hobert Lioyd, author of the book ‘Public
Relations’ says the first indication of the development of public relations as a separate activity came
with the Industrial Revolution with its tremendous expansion of business and commerce, particularly
in the United States.

According to the Encyclopedia of Communications, “in the early years of the twentieth century,
public relations emerged as a distinct occupational pursuit in the United States to provide counsel and
policy guidance to large business corporations. Often the managements of these companies found
themselves the target of government, press and public criticism for their allegedly unethical business
practices. Their leaders turned to the public relations counsellors of the time to help create greater
public understanding and support for their operations.

Public relations has come a long way since then, and though historians have yet to trace out the
exact history of this discipline, it has assumed great importance everywhere and for everyone these
days. The ever-growing competition among industrial concerns, political organisations, pervasive
democracy, regionalism  in  world politics,  privatisation and  liberalisation of  economy, modern mass
media, etc., are such factors which have made public relations inevitable.

After passing through the various phases and stages of its development, public relations has now
grown into a separate activity both in the developed and developing world. However, like other areas of
human activity, public relations discipline is comparatively more mature in the developed countries. In
developing countries, specially in the private sector, public relations concepts and practices are not yet
clear and the PR techniques are usually abused for gaining short-term or immediate benefits. PR in
most of the developing countries is carried on borrowed ideologies and the process is generally devoid
of research and any logical planning. That is why, PR in the developing countries often fails to give
results and generally it assumes the form of ‘press agency’ aimed at releasing the top management. PR
staff often tries to block the media from ascertaining the facts truth about the organisation.

Most of the organisations in the Third World don’t have any public relations department and where
PR outfits exist these are usually run by unqualified and unskilled people. However, it is heartening that
the developing Third World is now realising the importance of this versatile discipline both in public and
private sectors. It is hoped that in the next few years, PR will enjoy the same level of prestige and
importance in the developing world that it does at present in the developed countries and PR departments
in the Third World will also be manned by skilled and qualified people who will in real terms make it a
bond of mutual understanding and bilateral benefit for both the organisation and the publics.

Case Study
Campaign : Appointment of Sourav Ganguly as brand ambassador with a trailer of “Sourav

  Ganguly – The Movie”
Client : Apollo Munich Health Insurance

Summary
If the power of PR is about aiding awareness and creating a buzz, then this campaign is a defining

example. This PR programme was able to build top of the mind recall for Apollo Munich Health
Insurance and its association with Sourav Ganguly, an iconic figure from India’s largest passion –
cricket. In order to break through the clutter in a cost-effective manner, Apollo Munich’s association
with Sourav Ganguly was communicated in a creative and alternate manner using a webisode, a
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Bollywood style fictional movie trailer – ‘Ganguly, the movie’. PR drew attention to the webisode and
prompted the viral effect. PR was employed to open conversations in the digital space and in traditional
media. The impact is backed by numbers: The campaign helped garner 544, 957 views of the webisode
on YouTube, in one month alone, and led to a 350% increase in the number of visitors to the Apollo
Munich website on the day of the webisode launch, followed by a 25% increase in the number of views
daily since; and a 20% increase in number of calls to the insurer’s customer care number for queries on
their policies.

Objectives
 Inform the general public of the company's new brand ambassador
 Create top of mind recall for Apollo Munich Health Insurance (AMHI)
 Drive traffic to AMHI's website

Target/Audience Analysis
The large population of urban working men and women across age groups with an interest in

cricket and its sporting legends.

Strategy
With the rapidly increasing number of Internet users in India (121 million at present), the merit of

using new age media to create a differentiated identity within small budgets was identified. While
traditional media such as television, radio, newspapers and magazines are used for brand building
efforts, the digital media is a valuable resource for an insurer as it is used widely by its customers for
gathering information on suitable polices, comparison of features and pricing. A digital campaign was
designed to coincide with the 5th season of the Indian Premier League (IPL), a popular 20:20 format of
domestic cricket tournament. IPL draws the attention of the nation, besides being high ticket both in
terms of spends and exposure. JWT conceptualised a webisode featuring the brand ambassador to
kindle the interest of its viewers. The creative idea behind the webisode was a fictional movie trailer –
‘Ganguly, the movie’ conceptualised as a drama in Bollywood style. JWT filmed a webisode at Sourav
Ganguly’s house in Kolkata swiftly in a matter of four days. PR was then employed to open conversations
in the digital space and in traditional media. PR aimed to draw attention to the webisode and prompt the
viral effect.

Original Tactical Approach
By sharing the webisode in a phased and comprehensive manner, during the IPL, PR efforts were

able to create conversations that brought together cricket fans, as well as health insurance consumers
on a single platform.

The first strategic step taken to pique media’s interest was by sharing the short movie and its
details with news wire agencies and TV channels. Evidence of the initial success lay in the airing of the
video on prime time slots by leading national TV channels such as Times Now, NDTV, IBN and CNBC
Awaaz a day or two after the video’s launch.

The next step was to share the YouTube link through e-mails, with sportswriters, commentators
and sports bloggers across the country, to create a talking point during the IPL matches. The movie
trailer webisode had by then generated adequate curiosity among viewers in the digital space and
traditional media to raise queries on the upcoming movie. This opened a dialogue for the company to
provide details.
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The third tactic employed was the communication sent across to city/metro editors, leading to
several cover page stories in the city pages of leading metros and non-metros such as Mumbai, Delhi,
Kolkata, Bangalore, Chandigarh, Bhopal, Indore and Lucknow. This approach led to an increase in the
number of views immediately. Next advertising, marketing and features writers across the country
were targeted for feature stories on the increasing popularity and views of the webisode. This resulted
in several stories across online trade media such as afaqs.com, pitchonnet.com, campaignindia.com
and estmediainfo.com.

Evaluation of Success
 Apollo Munich has garnered 544,957 views of the webisode in a month since its launch on

YouTube.
 Apollo Munich received 7,000 visitors to its corporate website, as compared to a daily

number of 2,000 on the day the webisode was launched. A whopping 350% increase on day
one, was followed by a 25% increase thereafter!

 There has been a 20% increase in the number of calls to the insurer’s customer care number
on queries on policies.

 The campaign has obtained over 13 minutes of national television coverage, immediately
following the webisode’s online launch.

 As a result of the proactive communications with city/metro editors, nearly 5 million people
in Chennai, Kolkata and Mumbai have had the opportunity to read about Apollo Munich’s
ambassador in the Times of India; and another 3.7 million people through the national edition
of Hindustan Times.

 Nearly 40 websites carried the news of the webisode in May.
 The Advertising Value Equivalency (AVE) of the campaign highlighting the Sourav Ganguly

webisode totalled over ` 7.7 million.
Extracted from P.R. Pundit

“Guidepost”
Each Institution has its Own Particular Publics
Internal Public of PR (Individuals Employed by an Agency)

They are the people employed by a firm or members of an organisation and are related with the
functioning an organisation.

They includes relations with –
1. Shareholders/Investors (back bone)
2. Employees/Workers (hands and feets)
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3. Suppliers (provision)
4. Distributors/Dealers (face)
5. Retailers (face)
6. Allied Business Associations (guide)

External Public of PR (People Outside the Business)
External publics are people and organisations that are clients doing business with a firm or agency

or company.
They include relations with –

1. Consumers/Customers
2. Community (socio-cultural)
3. Mass Media (print/electronic)
4. Government (political connections)
5. Financial Institutions (banking and others)
6. Action Groups/General Public (society)

The internal publics are the core of an organisation. The company needs to facilitate within to win
the external public outside. The PR activities of the company are confined to its internal and external
publics. If internal public are respected and hold high esteem, they create a favourable environment for
the company to approach external publics. Job satisfaction leads to customer satisfaction.

Publics in PR is “Stakeholders” which has evolved to capture a broad concept. Stakeholders can
be employees, suppliers, customers, government, investors, a local community where an organisation
operates, special groups affected by the organisation and others.

Public (active audience): Any group of people who are tied together, however loosely, by some
common bond and who have consequences for an organisation.

Audience: Suggest a group of people who are recipients of something – a message or a performance.
They are passive.

In traditional public relations literature, publics are divided into two categories – Internal and External.
External public: Exist outside an organisation/an institution. They are not directly or officially a

part of the organisation, but they do have a relationship with it. Consequently, they have a substantial
impact on the organisation.

Internal public: Shares the institutional identity. They include management, employees and many
types of supporters (investors). Occasionally, the internal publics is used in PR practice to refer exclusively
to employees, i.e., workers.

Any particular public, regardless of its broad category, may become the focal point for a public
relation effort. When that occurs, the public which is singled out for attention is called a “target public”
or “a priority public”.
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